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Senate ‘Investigates’ 
Army's Agency Award 


R&R Questions Naming 
of Gardner; Ayer Raps 
‘False Competition’ 


By STANLEY E. COHEN 


WASHINGTON—At the request of 
Ruthrauff & Ryan, the Senate ap- 
propriations committee is invest- 
igating the “eligibility” of Gard- 
ner Advertising Co. to serve as 
agency for the Army and Air 
Force recruiting campaign. 

Gardner’s reappointment to the 
$2,500,000 account was announced 
by the services May 4 (AA, May 
9), but the services have refused 
to sign on the dotted line until the 
Senate clears the 1949-50 military 
appropriations bill, which includes 
an appropriation for the advertis- 
ing. The bill is due to come out of 
the committee in about ten days. 


a The ad contract, which hereto- 
fore has been strictly a military 
matter, moved into the higher 
strata of Capitol politics when 
R&R, in an unprecedented action, 
went before the Senate appropria- 
tions committee June 24 to suggest 
that the selection of Gardner for 
the military account warranted 
some investigation. 

R&R Vice-President Roswell W. 
Metzger, who directs western ra- 
dio and TV operations and makes 


his headquarters in Chicago, asked 
the Senate committee to determine 
whether Gardner meets the speci- 
fications “intelligently stipulated” 
by the Army and Air Forces in an- 
nouncing competition for the ac- 
count. 

What he meant was spelled out 
by Kenneth D. Miller, Washington 
attorney representing R&R, who 
told the senators he understood 
that agencies seeking the contract 
were expected to have gross com- 
mercial billings of $10,000,000. “We 
have looked into it,” he said, “and 
the agency that is contemplated to 
be selected did not last year have 
$10,000,000 worth of gross com- 
mercial billings so far as we can 
find out, and they did not have it 
this year.” 


ws Invitations to solicit the account 
were sent by the Army to the 43 
U. S. agencies listed by ADVERTIS- 
ING AGE Feb. 21 as having $10,000,- 
000 or more in billings during 1948. 
Ruthrauff & Ryan was one of three 
agencies which went before a se- 
lection board April 12-13 in an at- 
tempt to take the account away 
from Gardner. N. W. Ayer & Son, 
which lost the military account to 
Gardner a year ago, also partici- 
pated in the Senate hearing, al- 
though its representative made it 
(Continued on Page 49) 


2,245 TV Units 
Possible Under 
FCC Proposals 


Existing Frequencies 
Protected; Some Mixing 
of VHF, UHF Planned 


WASHINGTON—The 54-channel 
system proposed by the Federal 
Communications Commission Mon- 
day as the answer to television’s 
technical headaches could accom- 
modate approximately 2,245 sta- 
tions, compared with 400 under the 
existing plan, and could serve 
1 early 1,500 cities and towns, com- 
pared with a maximum of 140 
cutlets available under the 12- 
channel service currently in use. 

In adding 42 channels from the 
Lltra high frequency (UHF) band 
t>» the television channel alloca- 


For industry comments on FCC’s 
| roposal, see story on Page 4. 


ton plan, commission engineers 
|!rotected frequency assignments 
(f the 72 stations now on the air, 
end 49 of the 52 others under con- 
struction. Embryo stations WSYR- 
1V, Syracuse, WHTM, Rochester, 
and WXEL, Cleveland, are kept 
11 the existing very high frequency 
(VHF). band, but shifted to a dif- 
ferent channel assignment. 

In reallocating the 54 channels 


to provide a “national competi- 
tive” service, FCC proposed two- 
band service for 114 communities, 
including 23 of the 44 that cur- 
rently have television. Big TV 
centers like New York, Chicago, 
Los Angeles, Boston, St. Louis and 
Milwaukee neither gain nor lose 
under the ngw plan. 

But in Philadelphia, Baltimore, 
Detroit, Cleveland, Washington, 
New Haven, Cincinnati, Schenec- 
tady, Buffalo, Pittsburgh and 12 
other cities, containing nearly a 
third of the estimated 2,000,000 
sets now in use, owners will have 
to obtain converters or new sets 
if they wish to tune in new sta- 
tions which are to be established 
in the UHF band. 


ws Besides overcoming interference 
troubles which multiplied as the 
number of stations on the 12 VHF 
channels increased, the new allo- 
cation plan is designed to pro- 
vide at least one television signal 
in every part of the country, and 
competitive service wherever pos- 
sible. 

There are still about 1,000 one- 
station communities under the 
plan. But the number of com- 
munities with two-station possi- 
bilities is increased from 18 to 
350; with three-station possibilities 
from 21 to 70; four stations from 
43 to 47; five, 12 to 29; six, two 
to five; and seven, two to eight. 

Cities on the crowded eastern 
seaboard like Bridgeport, Hart- 
ford, and Waterbury, which can- 
not have their own stations under 
the existing 12-channel system, 
are assigned two and three chan- 

(Continued on Page 50) 
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bb AOMT AHO U.S. Amn FORKS EFCHUITING sHEvicE 


GARDNER AD—This full-color page ap- 

peared in The Saturday Evening Post last 

week about the same time that rumors 

began to fly concerning the Senate hear- 

ing on whether Gardner Advertising Co. 

should continue on the Army-Air Forces 
recruiting account. 


Amm-i-dent Paste 


Gets $1,000,000 
6-Week Debut 


Colgate Switches to 
Brushing Motive for 
New Copy Appeal 


New YorK—The ammoniated 
dentifrice sweepstakes of 1949 will 
be livened today by the first na- 
tional advertising of Block Drug 
Co.’s Amm-i-dent toothpaste, a 
companion to Amm-i-dent powder. 

A full-page and 1,000-line copy 
will appear in 255 newspapers, 
spearheading a campaign on which 
Block admits it will spend more 
than $1,000,000 in six weeks. 

Block will use bleed pages in 
Collier’s, Life, Look and The Sat- 
urday Evening Post in August, and 
the following month will use the 
Ladies’ Home Journal, McCall’s 

(Continued on Page 52) 
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Dailies’ National Ads 
Double in Nine Years 


NAB Cuts Dues 
12.5%, Forms TV, 
AM Divisions 


PortsmMoutTH, N. H.—By unani- 
mous vote of its 25-man board of 
directors, the National Association 
of Broadcasters has adopted a 
“streamlining” plan designed to 
permit a 12%% “discount” of 
dues for the remainder of this year. 

Outgrowth of a _ grass roots 
muttering over “a growing NAB 
bureaucracy,” the _ streamlining 
plan eliminates the office of the 
executive vice-president, cuts down 
the number and size of executive 
committees and re-scrambles the 
operating divisions. 

Separate divisions are estab- 
lished for “audio” and “video” 
broadcasters. Six departments— 
legal, government relations, public 
relations, employe-employer re- 
lations, research and engineering— 
are set up to serve the two divi- 
sions. 


es The program department, 

which was set up two years ago, 

is eliminated, with its functions 
(Continued on Page 52) 


Through a tabulation error 
by Media Records, Liebmann 
Breweries’ expenditure is 
given on Page 33 as $863,- 
537, whereas the correct fig- 
ure is $1,002,170. This places 
Liebmann 44th, instead of 
5lst, in the 100 top news- 
paper advertisers, as shown 
on Page 35. 


Last Minute News Flashes 
Lever Shifts Swan to BBDO; Ayer Gets Surf 


CAMBRIDGE, Mass.—In a surprise move, James A. Barnett, new 


Lever Bros. Co. vice-president in 


charge of advertising, announced 


today that Batten, Barton, Durstine & Osborn, New York, will han- 
dle advertising of Swan soap, and N. W. Ayer & Son, New York, will 


handle»Surf, effective immediately 


since its introduction in 1941 and 


. Young & Rubicam has had Swan 


Day, Duke & Tarleton introduced 


Surf last year. BBDO, McCann-Erickson and Ayer were finalists in 


bidding on the Surf account. 


2 New Movies to Get Big Advertising Drives 

New YorK—Monroe Greenthal Advertising is handling two big mo- 
tion picture ad drives, a $500,000 promotion for “Black Magic” start- 
ing this week and a $100,000 drive for “Sword in the Desert” start- 


ing in mid-August. 


“Black Magic,” 


an Edward Small production 


starring Orson Welles, to be released Aug. 19 through United Artists, 


includes ads in Life, Look, Pictorial 


Review, newspaper magazine 


supplements and fan magazines, plus outdoor and spot radio in 20 
cities. “Sword,” a Universal-International Pictures film about Pales- 
tine, will be advertised in magazines. 


B-M Readies Ingram Ammoniated Powder 

New YorK—Bristol-Myers Co. has placed spreads in trade and pro- 
fessional magazines introducing Ingram Ammonium Ion tooth pow- 
der. Still being tested at the University of Illinois, the new product 
will not be introduced to consumers for six months. Young & Rubicam 


is handling the account. 


(Additional News Flashes on Page 53) 


BofA Releases Report 
on 1948 Expenditures 
of 1,102 Advertisers 


New YorkK—National advertisers 
spent $389,261,000 in newspapers 
last year, more than double their 
$169,000,000 volume in the med- 
ium in 1939. 

The figures are reported by the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
in its book, “Expenditures of Na- 


Complete expenditure 
figures for all 
advertisers investing 
$25,000 or more 
in newspapers in 1948 
appear in this issue, 
beginning on Page 30. 


tional Advertisers in Newspapers: 
1948.” The report is the first by 
the bureau in five years. 

The bureau points out that the 
1948 newspaper total was almost 
as large as the $404,000,000 spent 
in 1939 in newspapers, magazines, 
farm papers, and network radio 
combined. 

It shows that the newspapers 
are gaining in their share of na- 
tional ad volume. They had more 
than a third of the volume in six 
national media in 1939, dropped to 
a 28% share in the mid-’40s but 
by 1948 had come back to 30.7% 
of the six-media volume. 


ws The bureau reports that maga- 
zines’ share rose from 30 to 36% 
from 1939 to the mid-’40s and 
dropped by 1948 to 34%. Mean- 
while, network radio time expend- 
itures rose from 18% in 1939 to 
22% in 1944, then declined to 
15.7% in 1948. Spot radio time 
moved up slightly from about 9% 
in ’39 to nearly 12% in ’42, level- 
ing off at about 11.2%. 

Outdoor declined from about 8% 
in ’39 to 4% in °43, then climbed 
steadily to 6.1% in ’48. The farm 
publication share remained quite 
steady, winding up at 2.3% last 
year. 

The current report covers ex- 
penditures of $25,000 or more 
in newspapers by each of 1,102 
advertisers of 2,536 products or 
services, compared with 649 ad- 
vertisers and 1,695 products or 
services similarly recorded for 
1939. In both years parent com- 
panies and _ subsidiaries usually 
are counted as a single advertiser. 


ws This book was based on actual 
linage reports from 908 daily news- 
papers published in 664 cities of 
10,000 and more population, with 
a combined weekday circulation of 
46,151,000 and a combined Sunday 
(Continued on Page 30) 
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‘Look’ Shows Gains 
in ‘49 Magazine 


Audience Report 


New YorK—By way of dispell- 
ing the pall of inactivity induced 
by summer heat, Look last week 
released the findings of its 1949 
Magazine Audience Group Study, 
which showed Life with 28,700,- 
000 readers, Look with 18,453,000, 
The Saturday Evening Post with 
16,982,000, and Collier’s with 11,- 
514,000. 

Audience studies by magazines 
have long been a point of contro- 
versy in the magazine field, with 
some advertisers—notably General 
Foods’ advertising expert emeritus, 
Ralph Starr Butler— fearful that 
“audiences” would supplant the 
auditable data of the Audit Bu- 
reau of Circulations reports. The 
ABC has consistently declined to 
audit anything except circulation. 

The new study shows that in the 
top 60% economic tevel, all four 
magazines showed gains: Life 


gained more than 400,000, the 
Post’s gain was 995,000, Look 
gained 753,000, and Collier’s 969,- 
000. However, Collier’s was de- 
picted in the Look report as hav- 
ing 92,000 fewer readers in this 
economic bracket than in 1946. 

All four magazines showed gains 
for 1949 in men’s readership, but 
Collier’s showed a 46,000 decline 
among female readers. 

Look compared °'49 findings to 
those of 1946, and found itself 
with the largest percentage gain 
in each category over a three- 
year period. 


aw The magazine took full-page 
space to tell the story of its audi- 
ence gains, and also projected aud- 
ience figures against page cost to 
show that it delivered 2,185 read- 
ers per dollar, and that on that 
basis Life delivered 18% fewer 
readers, the Post 31% fewer read- 
ers, and Collier’s 34% fewer read- 
ers. 

The magazine will have 8-9,000 
reprints mailed to advertisers and 
agencies and the report itself will 


go to 5-7,500. 

Advertisements featuring the re- 
port ran in the Akron Beacon- 
Journal, Boston Herald-Traveler, 
Cleveland Plain Dealer, Detroit 
Free Press, Minneapolis Star and 
Tribune, New York Times and 
Herald Tribune, Philadelphia In- 
quirer, St. Louis Globe-Democrat, 
and the Wall Street Journal. 

McCann-Erickson is the agency. 


Dunavan to Lone Star Chain 


Howard H. Dunavan, who for 
the past four years has been sales 
manager of WEBC, Duluth, and 
the Arrowhead Network, has been 
named general manager of the 
Lone Star Chain, comprising 16 
Texas stations. Mr. Dunavan, mak- 
ing his headquarters in Dallas, will 
manage station relations and spe- 
cial events for the chain in addi- 
tion to handling commercial ac- 
counts. 


Ewell & Thurber Moves 


Ewell & Thurber Associates has 
moved its Chicago office to the 
Finchley building, 23 E. Jackson 


Blvd. 


‘Early to Bed... Early to Rise... never missed 
an issue for the whole 100 years”’ 


We're pretty proud of the Des Moines Sunday Register’s 
record too, Old Timer. For, in the past 100 years it’s grown 


into a newspaper that 


... circulates to well over 500,000 Iowa families. 


... completely dominates 83 of lowa’s 99 counties with 
family coverage ranging from 50% to 100% in each... 
average coverage of 70% of entire state. 


... delivers two markets. An wrban market that outspends 
cities like Boston, and the nation’s first farm market. 


And these are just some of the reasons you'll want to 


celebrate our hundredth anniversary with us. Especially 


since you get all these advantages in the Des Moines Sunday 
Register for a milline rate of only $1.66. 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER ann TRIBUNE 


ABC Circulation March 31, 1949: 
Daily, 368,165—Sunday, 513,001 


No Housewares 
Price Cuts; Ad 
Plans Reported 


Ekco, Cory, Camfield 
Stress Ad Efforts at 
Atlantic City Meeting 


ATLANTIC Crry—Manufacturers 
exhibiting their products at the 
summer exhibit of the National 
Housewares Manufacturers Asso- 
ciation in Convention Hall here 
were almost unanimously confi- 
dent of a continued high level of 
sales activity. 

They backed their confidence by 
sticking doggedly to price lines, 
and by plans for extensive adver- 
tising and promotional campaigns 
scheduled for the fall. 

Buyers looking for bargains in 
the form of wholesale price slash- 
ing were disappointed. They ap- 
parently took the maintenance of 
price levels as an indication of a 
healthy market, however, and 
most manufacturers reported a 
satisfactory number of orders 
written. 

“Buyers thought they would find 
a lot of dumping and price cut- 
ting,” said Walter M. Rosenthal, 
western sales manager for Ekco 
Products, Chicago. “They didn’t 
find it, but they are ordering any- 
way.” 


ea Mr. Rosenthal reported that 
buyers were showing considerable 
interest in Ekco’s showcases, de- 
signed for point-of-sale pushing 
of the company’s products. The 
showcases were for sale as well 
as the other products displayed at 
the exhibit. 

Ekco plans a major advertising 
effort in the fall, details to be re- 
vealed at a sales meeting scheduled 
for this week. It was learned, how- 
ever, that the campaign will in- 
clude full-page, four-color ads in 
national magazines for the months 
of October, November and Decem- 
ber. 

Most; if not all, of the program 
already has been scheduled. 

J. W. Alsdorf, president of the 
association, looked for continued 
good business on the basis of “a 
sound industry and a sound na- 
tional economy.” He said he dis- 
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agrees “fundamentally” with the 
concept that business is present’ y 
experiencing a recession. 

“It is merely a normal market 
readjustment,” he declared. “Sup- 
ply has caught up with demani, 
and this industry must develop 
new products at better values. 

“The money is available, but 
people are looking for real values ” 


e Mr. Alsdorf, who is president 
of Cory Corp., Chicago, deplored 
recent price cuts in the house- 
hold field as “unfortunate” an 
as the action of “panicky individ. 
uals.” 

“Price cutting is not the answer 
to the problem,” he declared. “We 
should liquidate existing inven- 
tories, then market our new pro- 
ducts at a better price for the value 
we have to offer.” 

Camfield Mfg. Co., Grand Haven, 
Mich., will push its new Tete-a- 
Tete toaster with “the largest ad- 
vertising program ever used in 
the toaster industry.” Camfield 
says that its new product is the 
only automatic pop-up toaster 
with controls that work from either 
end. 


ws The campaign, being handled by 
Maxon, Inc., of New York, will 
feature a schedule of full-color 
pages in Life. Point-of-sale ma- 
terial and local promotions wil! 
tie in with the Life ads. 

In addition, full-color ads will 
be placed in Sunday newspaper 
rotogravure sections during the fall 
months. Maxon says another major 
drive is being planned for after 
the first of the new year. 

Many of the other exhibitors 
lured buyers with promises of na- 
tional advertising in general and 
homemaking publications to aid 
the local dealers. 

Some 8,000 buyers attended the 
five-day show, which ran from 
Monday through Friday. A total 
of 547 exhibitors displayed pro- 
ducts ranging from Christmas 
tree ornaments to washing ma- 
chines. 


Diebold Advances Strawn 
Ralph B. Strawn has been ap- 
pointed sales promotion manager 
of Diebold, Inc., Canton, O., suc- 
ceeding Stanley L. Berkebile, who 
has resigned. Mr. Strawn was for- 
merly assistant to Mr. Berkebile. 


Kalech to Move Offices 

Phil Kalech Co., Chicago, will! 
move on or about Aug. 1 to larger 
quarters at 200 E. Illinois St. . 


600 WEST VAN 
CHICAGO 7, 


Crcainitity in your reproductions is achieved by 
having plates made that are right in all respects. Dot 


Engravers Inc. produce the finest in color process plates. 


(since 


ILL. 


Greater Credibility 


Color | 
Process Plate 
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shirt, becuse they're colorful as a 


The best-dressed children in America | 
wear this breezy (//7lf £0 Fashion 


Their mothers poy $2.98 


Wn nt acy agg 


for our saucy Midriff Dress | 


ated Buy thee three of treme, j 
becouse their cotton interiock-knit / 


is wonderfully washable and needs 


na iraning, because they fike the 
graceful Dresden neckline, puff j 
simewes ond xwitling six-gore } 


tornivel, com os a popsicie. 


Carol, filec, siete or pistochia. 
Sines 2-4-6, 8-10-32 


Ai leading stores of write to 


AMERICAN TEATILE CONVERTERS, far., 330 Fifth Avemme. New York 1, &. > 
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What does it cost to make money? 


If we can make ourselves heard above the weeping 
and the wailing and the gnashing of teeth some people 
in business seem to enjoy so much right now ... here’s 
a story about salesmanship you'll enjoy: 


Maybe you know Harry Kratzer. For some 40 years 
he has traveled up and down, back and forth across 
the U. S. merchandising, promoting, and selling gloves 
and underwear and hosiery. 


Currently, he is directing sales, merchandising, and 
promotion of kid garments for American Textile Con- 
verters, Inc., manufacturers of “Little Ego” creations. 


Last April 24th, American Textile Converters ran an 
84-line black and white ad (3 inches across 2 col- 
umns) in The New York Times Magazine. It adver- 
tised the “Little Ego” midriff dress in sizes 2 to 12 
at $2.98 each. The ad cost’a little over $200. 


Now listen: On Monday, April 25th, the day after 
the ad appeared, 47 orders were received in the mail. 
On Tuesday, 279; Wednesday, 411; Thursday, 586; 
Friday, 435; Saturday, 429; the next Monday, 592; 
Tuesday, 456; Wednesday, 235; Thursday, 101; etc. 
In all, the ad brought from consumers only a total 
of 3,685 orders for 10,413 garments at a retail cost 
of $31,030.74. (These orders were all turned over to 
retailers for fulfillment. ) 


Che New 


In addition, there were 331 inquiries from consumers 
asking where they could buy the dresses. Orders and 
inquiries came from 47 states, including Hawaii and 
Alaska. (For some strange reason, there were no 
takers in Wyoming, although the Sunday Times has 
some 355 readers throughout the state.) 


Now listen to what Mr. Kratzer has to say about this: 


“Although I have been in the merchandising business 
for 40 years, and have been responsible for sales of 
many millions of dollars, never in my entire career 
have I experienced a miracle such as this. 


“It shows conclusively the pulling power of The 
New York Times, and the weight and influence it 
carries throughout the nation.” 


Seems to us it also shows that any time is a good 
selling time ... so long as product, price, and the 
advertising medium are right. 


Product and price are up to you. So far as the medium 
is concerned .. . advertisers find The New York 
Times so potent a salesman, they have made it their 
Number One medium in New York, your biggest and 
busiest market, for 30 consecutive years ... and they 
make the Sunday Times, which carries The Times 
Magazine, the Number One Sunday advertising 
medium in the whole country. Get all the facts today. 


Hork Times 


“ALL THE NEWS THAT'S FIT TO PRINT 


New York: 229 West 43rd Street © Boston: 140 Federal Street ¢ Chicago: 333 North Michigan Avenue ¢ Detroit: General Motors Building 


Los Angeles: Sawyer-Ferguson-Walker Co., 645 South Flower Street ¢ San Francisco: Sawyer-Ferguson-Walker Co., Russ 


Building 
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Wings Shirt Okays 
Unlimited Co-op 
Budgets for Stores 


New York—An unlimited policy 
of cooperative retail advertising, 
giving retail stores 33144% allow- 
ance on newspaper advertising, has 
been announced by Wings Shirt 
Co. 

No strings are attached to this 
share-the-cost offer. A written 
agreement distributed by Wings, 
however, explains that refunds will 
apply only to space costs of ad- 
vertisements featuring Wings mer- 
chandise at regular prices. 

Wings has dropped its radio 
show featuring William L. Shirer 


for the summer without forming 
plans for continuing radio cover- 
age in the fall. Zlowe Co., New 
York, is the agency. 


Hodges Starts PR Company 


A new public relations firm, 
Ernest J. Hodges & Co., has opened 
offices at 251 Kearny St., San 
Francisco. The organization has 
been named to handle local pub- 
licity for International Shoe Co., 
St. Louis. 


Don McGee Heads Coralstone 


Don McGee has resigned as ac- 
count executive of Campbell- 
Mithun, Chicago, to become presi- 
dent of Coralstone Co., Santa Bar- 
bara, Cal., maker of Coralstone 
Planter, a porous flower pot. 
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UHF Plan May 
Mean One Net, 
DuMont Says 


New YorK—“While it’s advan- 
tageous to the industry to open up 
additional television channels, it 
looks to me as if the new FCC pro- 
posal, which provides for only 
one station in most of the cities, 
might turn the business into a one- 
network system,” Dr. Allen B. Du- 
Mont, president of Allen B. Du- 
mont Laboratories, told AA last 
week. 

Without making an actual count, 
the pioneer television executive, 
who pointed out he had not had 
time to study thoroughly the 50- 
page report, estimated that at 
least 900 of several thousand places 
covered in the allocations were 
given only one station assignment. 

“It’s a beautiful thought to in- 


clude provisions for UHF service 
in places with 700 people, but 
who is going to build the station 
or look at it?” Dr. DuMont asked. 


# Speaking as a manufacturer, Dr. 
DuMont commended the commis- 
sion on not mixing UHF with VHF 
in New York and other major cities 
presently served by the latter. This 
means that people in these cities, 
who compose most of TV’s current 
audience, need not worry about 
buying adapters to bring their sets 
up to date. 

Dr. DuMont, the engineer, 
pointed out that at least two or 
three more years of experimenta- 
tion will be necessary before ultra 
high frequency telecasting can 
function on a practical basis. 

“So far as I know, DuMont has 
the only UHF experimental station 
now on the air. For some time we 
have been picking up our WABD 
programs in New York on a UHF 
transmitter,” he said. “So far we 
have been able to get the power 
up to only 40 watts, which gives 
us a coverage of two or three miles. 


The St. Louis Star-Times congratulates 
The New York Times on its fine new 
modern addition, almost doubling the 
floor space of its well-known building at 
229 West 43rd Street. In 97 years The 
Times has grown through seven buildings. 


We also congratulate The Times on the 


ST. LOUIS STAR-TIMES 
New York World Telegram .. . 
New York Journal American . . . 
New York Herald Tribune. . . . 
New York Sun... 
Brooklyn Eagle . . . 


* 


We congratulate 
THE NEW YORK TIMES 


fact that it is the only New York standard- 


sized daily newspaper that carried more 


daily advertising in 1948 than The St. Louis 


Star-Times. Here are the Media Records 


figures for The St. Louis Star-Times and 


the other New York standard-sized daily 


newspapers for 1948: 


12,288,590 
12,031,528 
11,256,808 
11,244, 
11,116,559 

8,248,430 


So our congratulations to The New York Times for both of its achievements. 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 
NEW YORK @ CHICAGO @ PHILADELPHIA e@ DETROIT 
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We hope to get it up to 300 watts 
by the end of the year.” 


s Radio Corp. of America declined 
to comment on the latest vide 
allocation development. Progran)s 
of WHBW, NBC in Washingto,, 
were picked up over a UHF tran;- 
mitter for two months last fa] 
NBC also is making plans to test 
UHF telecasting in Bridgepoit, 
Conn. Adapters were used in the 
Washington experiment, but fie'd 
test UHF receivers will be used in 
Bridgeport. 

Set maker Benjamin Abrams, 
president of Emerson Radio & 
Phonograph Corp., said he wis 
very much in favor of the commis- 
sion’s proposal. “It will be at least 
two years before’ broadcasting 
equipment for UHF stations, which 
still have to be engineered, wil! 
be available,” he added. “When 
UHF is ready we will have re- 
ceivers to pick it up, as well as 
adapters for current sets.” 

Frank Marx, vice-president in 
charge of engineering, American 
Broadcasting Co., and E. M. John- 
son, who holds a similar position 
at Mutual, agreed that it will be 
several years before the frequen- 
cies made available in the proposed 
table come into common use. 


@ One network engineering ex- 
ecutive said he believed it would 
have been more practical to relax 
the freeze and make more chan- 
nels available in the present band. 
“IT am a bit skeptical about the cre- 
ation of so many channels when 
nobody has yet found a way to 
make telecasting pay. Construction 
of present television stations is 
very costly; but to equip a UHF 
station to offer comparable cover- 
age will cost much more.” 

Both CBS and NBC indicated 
they are saving their official com- 
ments for the hearing. 

Meanwhile, Frank Stanton, Co- 
lumbia president, reported that 
CBS’ experimentation on color 
television is continuing without 
interruption. Mr. Stanton clarified 
Columbia’s position in a letter to 
the Senate interstate and fortign 
commerce committee following al- 
legations that CBS was “dickering” 
with RCA on color patents at an 
earlier committee hearing. 


Stow Mtg. Promotes Three 


J. P. Dickinson, vice-president 
in charge of sales of Stow Mfg 
Co., Binghamton, N. Y., has been 
promoted to vice-president and 
general manager. J. L. Dickinson 
has been advanced to vice-presi- 
dent in charge of sales. W. W. 
Rappman has been named sales 
manager. 


It's Foslien, Not Golsien 


C. K. Foslien, who has been 
named advertising and sales pro- 
motion manager of Dearborn Stove 
Co., Dallas, appeared incorrect!’ 
as C. K. Golsien in the June 27 
issue of ADVERTISING AGE. 


A HOME OF YOUR OWN 


~} 


Write for details 
Practical Builder + Building Supply New 
5 South Wabash Ave., Chicago 3, ill. 
For another important building 
industry message see page 43 
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some people prefer taxi, bus and subway... 


The joys of car-owning, weighed against garage rents, traffic jams and 
anti-parking regulations, leave some people very cold—and car-less. 
That’s why, for instance, there’s only one car for every 10.3 people in City A 


(a large one), as compared with a car for every 3.2 in City B (much smaller ). 


Population per se is no conclusive guide to market potential for 
either automobiles or gasoline in a case like this. Neither is income 


(City A’s per capita income is a healthy 24% bigger than City B's). 


Many factors far beyond the number of people and amount of income go 
into the making of markets. Climate, geography, custom — to name just three — 
influence consumption and produce wide variations in potential, 


whatever you make or sell. 


To meet these variations with corresponding variations in the advertising 
pressure you employ, you'll find no medium so adaptable as the daily newspaper. 
It is a life-long resident of its own community, not an occasional 

visitor from afar. Through it, you use native guides in each market, and 


advertise in strict accordance with the important economic fact that 


All Business Is Local 


= ts i, A * — American Newspaper Publishers Association, is in business to help you 


make your advertising more productive. Call or write us at 370 Lexington Avenue, New York 17; 360 North Michigan Avenue, Chicago 1, 


or 240 Montgomery Street, San Francisco 4. Or ask for your copy of the newly revised booklet, “Services Available to Advertisers.” 


Sponsored by the Minneapolis Star and Tribune in the interest of more effective advertising. 
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New Market Factor 
Used for Rating 
Weekly Newspapers 


New YorK—A new method of 
analyzing and rating the non-city 
market areas covered by weekly 
newspapers is said to have been 
developed and is being used for 
the first time in a series of studies 
to be issued during the next few 
weeks by the Community Research 
Bureau, Metuchen, N. J. Frank B. 
Hutchinson is the director. The 
series covers North and South Car- 
olina, Virginia, West Virginia, Ten- 
nessee and Kentucky. 

The studies are conducted in co- 
operation with the American 
Weekly Newspaper Publishers 


Council, an independent group of 
publishers. Bennett H. Fishler, 
publisher of the Herald-News, 
Ridgewood, N. J., is president. 


s The newspapers are rated by a 
formula worked out by Mr. Hutch- 
inson with the advice and approval 
of a technical advisory committee 
headed by T. Norman Tveter, vice- 
president and director of markets 
and media of Erwin, Wasey & Co. 
and former president of the Media 
Men’s Association of New York. 
The formula used in evaluating 
the newspapers is said to include 
four major factors: (1) The cir- 
culation of the newspaper, which 
is verified by ABC reports or 
checked by means of sworn cir- 
culation statements filed with the 
Post Office Department; (2) the 


advertising rate, which is reduced 
to a common denominator of the 
cost of 1” of advertising space per 
1,000 verified circulation; (3) the 
market factor, also reduced to a 
common denominator of the cost 
of 1” of advertising to reach 
$1,000,000 in annual retail sales; 
and (4) a complete analysis of 
the newspaper, including weighted 
credit for local news, pictures and 
advertising, both display and clas- 
sified. 


TEMCO Appoints Carter 


Sydney H. Carter, formerly ad- 
vertising and sales promotion man- 
ager of Luscombe Aircraft Corp., 
Garland, Tex., has been named 
advertising and sales promotion 
manager of Texas Engineering 
Mfg. Co., Dallas. 


Green Joins Chernow 


Walter Green, formerly copy 
chief of Hirshon-Garfield, Inc., 
and of A. W. Lewin Co., has joined 
Chernow Co., New York, in the 
same capacity. The agency has 
been named to handle the adver- 
tising of Marcus Breier Sons, Inc., 
New York, Bantamac all-weather 
jackets. National consumer and 
trade media, plus television, will 
be used. 


Freirich Names Kahn 


Julian S. Freirich Co., Long Is- 
land City, has named George N. 
Kahn Agency to handle adver- 
tising and promotional activities 
Freirich, packer of smoked 
tongues, porkettes and other meat 
products, will use mewspapers, 
outdoor posters and point-of-sale 
displays. 


They spend the most 


where the most 1s spent 


SELLS 


They buy them often. They spend the most where the most is spent. 


THE 


EW YORKER 


No. 25 WEST 43x STREET 
NEW YORK, 18, N. Y. 


THE PEOPLE 


OTHER PEOPLE 


Copyright 1947, 
The New Yorker Magazine, Inc. 


82% of THE NEW YORKER’S circulation is concentrated in the 41 city-trading areas 
where most of the retail dollars are spent, where most automobiles are bought. 
Automobile dealers in these areas are particularly partial to NEW YORKER 

subscribers, with good reason. Recent investigation shows that 89% of NEW YORKER 


subscribers own cars. Many own more than one. They buy new cars. 


copy 
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CBS Hogs Honors 
on Pulse’s Daytime 
and Evening Lists 


New YorkK—Sets-in-use in Bos- 
ton in May and June showed , 
slight increase over the precedin 
two months, due probably to base - 
ball broadcasts. Listening in the 
other metropolitan areas covere 
by Pulse, Inc..—New York, Phila- 
delphia, Chicago and Cincinnati- 
was a shade off. 

Evening sets-in-use in May and 
June for the five cities was 25.4 
compared with 25.7 for March an 
April. 

The five-city nighttime favor- 
ites, showing CBS with six of ten 
nighttime leaders and nine of ten 
daytime leaders: 


PG KS Esa 20.4 
Godfrey’s Talent Scouts (CBS), 

Lipton’s oe §.7 
My Friend Irma (CBS), Pepsodent .......15.2 


vs 


Bob Hope (NBC), Swan .0..........0..cccce N46 
Walter Winchell (ABC), Kaiser- 

Frazer . Cicssaituiaai ; a «14.6 
Suspense (CBS), Auto-Lite .. 13.8 


Inner Sanctum (CBS), Bromo-Seltzer ..13.4 
Stop the Music (ABC), Old Gold, 
Speidel, Eversharp ............ Se 
Mr. D. A. (NBC), Bristol-Myers ............11.7 
Mystery Theater (CBS), Molle ............ 114 


The daytime leaders: 
Arthur Godfrey (CBS), Spray-A- 

Wave, Gold Seal, National Bis- 

cuit, Chesterfield ’ 
Rosemary (CBS), TVOrY  ....cccccccccccccccccceseseres 
Grand Slam (CBS), Continental Baking 
Big Sister (CBS), Ivory . Eh ie 
Ma Perkins (CBS), Oxydol 


swam sS 


Helen Trent (CBS), Whitehall ieaiatl 
Our Gal, Sunday (CBS), Anacin........... 
Breakfast Club (ABC), Swift, Gen- 
eral Mills, Philco .... saat 7. 
Guiding Light (CBS), Duz .... ; ae 
Aunt Jenny (CBS), Spry ........ 6 


Weekend daytime winners: 
The Shadow (MBS), Delaware, 
Lackawanna & Western Coal Co. ....7.5 
Grand Central Station (CBS), Pillsbury..7.0 
Theater of Today (CBS), Armstrong ....6.8 
Let's Pretend (CBS), Cream of 
Wheat 


5 
5 
True Detective (MBS), Williamson 
EET . <cieneeentenne ea ‘ nen 
House of Mystery (MBS), General 
SUE” sniuticreticinds ened iebiconncdaia 
Give and Take (CBS), Toni ........... 4 
Mary Lee Taylor (NBC), Pet Milk 4 


Federal Names Kameny 


Federal Instrument Corp., Long 
Island City, N. Y., manufacturer 
of photographic equipment, has 
placed its advertising with Sey- 
mour Kameny Associates, New 
York. The schedule includes mag- 
azines, trade publications and di- 
rect mail. 


‘Drilling’ Names Enright 


Frank Enright has been named 
central district representative of 
Drilling, making his headquarters 
in Cleveland. He was formerly 
representative of Wadman Publi- 
cations in the central district. 


“TIME 1S 
DISTANCE’ 


— said Mr. Einstein 


. and while you, like us, may not 
understand the Einstein Theory both 
of us know enough about advertising 
and selling to realize that the closer 
your ad-reader is to your merchan 
dise the more Itkely he is to buy! 
89% of the readers of the St. Peters 
burg TIMES, 93.8% of this market's 
potential buying power, are not more 
than 20 minutes removed from any 
outlet of the national advertiser. 


READER AVAILABILITY—we call it. 


This amazingly compact high income 
group that makes up the Times Daily 
Audience wastes no time translating 
the buying impulse into cash register 
tunes in this, America's Newest 100,- 
000 Market! 


ST. PETERSBURG © FLORIDA 
Daily Tl MES Sunday 


Represented by 


Theis & Simpson Co., Inc. 


New York Detroit Atlanta Chicago 
V. J. Obenaver, Jr. in Jacksonville, Fic. 
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The photo-engraving has to be good if you 


expect to get your full money’s worth 


from expensive layout, copy, art and space. 


* Collins, Miller e Hutchings, Inc. 


CHICAGO PHOTO-ENGRAVERS 


207 North Michigan Avenue, Chicago 
Phone F'Ranklin 2-5854 
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‘American Weekly’ 
to Take Classified 


New York—For the first time, 
the 52-year old American Weekly 
will open its pages to national 
classified advertising with the 
Sept. 11 issue. 

While many specialized publi- 
cations have carried classified, this 
is the first time such advertising 
will be exposed to a magazine 
audience of mass circulation. The 
magazine’s circulation on Sept. 4 
will be 9,868,474. 

The range of classifications in- 
cludes real estate, “of interest to 
women,” books and manuscripts, 
stamps, rare coins, business op- 
portunities, photography, poultry 
and rabbits, help wanted, agents 
and sales people, miscellaneous, 
miniatures, hobbies and home- 
craft, trees and plants, machinery, 
and even personals and missing 
persons. | 


es Advertising agencies from coast 
to coast have endorsed The Amer- 


ican Weekly’s adoption of classi- 
fied columns, the magazine said. 
Some agencies see an opportunity 
to build their clients to display 
status by enabling them to test 
the magazine at relatively small 
expense, while others like the idea 
for mail order advertising. 

Rates for classified advertising 
in The American Weekly will be 
$25 a line, with a minimum of two 
agate lines. Discounts of 5% and 
10% are offered for four and eight 
consecutive insertions, and regu- 
lar agency commissions are al- 
lowed. Closing dates will be seven 
weeks before date of publication. 


PAID AM-TV LISTINGS 
IN ‘CHICAGO TRIBUNE’ 


Cuicaco—The Chicago Tribune 
will carry sponsored listings in its 
radio-television program columns 
beginning Sept. 6. 

C. E. McKittrick, advertising 
manager, said radio and TV show 
sponsors will be permitted. to di- 
rect attention of readers to features 
of their programs and products in 


space ranging from two to 14 lines, 
the copy to be in the same style 
and type as the regular program 
listings. 

The program directory will con- 
tinue to list all programs on “lead- 
ing” stations here. Sponsored list- 
ings will appear at the beginning 
of each time bracket, both daily 
and Sundays. The open rate had 
not definitely been set last week, 
but was probably to be slightly 
more than $2 a line. 

The Tribune’s sponsored AM-TV 
show listings are believed the first 
of the kind in the country. 


Silex to Make Metal Units 


Silex Co., Hartford, manufac- 
turer of glass coffeemakers, has 
announced it will enter the metal 
coffeemaker field. The company 
will offer metal units to convert 
glass coffeemakers to metal by 
parts replacement. 


Leslie Opens Berkeley Agency 
Edward Leslie has opened his 

own advertising agency, Leslie 

Advertising, in Berkeley, Cal. 


David Stern Buys 
‘New Orleans Item’ 
for $1,700,000 


New OrLEANS—Last week David 
Stern III, after making a down 
payment of $100,000, bought the 
New Orleans Item from. Ralph 
Nicholson for $1,700,000. 

Mr. Stern will be president and 
principal stockholder of a new 
company, Item, Inc., which will 
publish the newspaper. With him 
will be, reportedly, Harry Truax 
Saylor, who was managing editor 
and editor of the Camden 
Courier, Philadelphia Record and 
New York Post when they were 
Stern properties, and George W. 
Nelson, who was advertising direc- 
tor of the Philadelphia Record. 

Mr. Nelson was present with 
Mr. Stern during the negotiations 
last week. 

The deal, engineered through 
Smith-Davis Corp., was called the 
biggest since Stern bought the 


WHO JUST LIT UP? 


If the cigar’s a Webster, he’s a judge 


of fine tobacco first of all. And chances are 


he’s more than ordinarily successful too. 


For Webster is Executive America’s Top 


Cigar — the cigar of men who've earned the best. 


You find Websters in directors’ rooms, 


in clubs, in good hotels. You find portraits 


of successful men who smoke Websters 


in advertising we prepare for The Webster Tobacco 


Company, Inc., our client since 1932. 


And if you're interested in quality in a 


mass market, you find this fact: these fine cigars, 


wisely advertised, are the nation’s best 


seller in the 15-cents-and-up field. 


N.W. AYER & SON, INC. 


Philedelphia © New York * 


Son Francisco * 


Chicago °* 
Hollywood * Boston 


Detroit 
© Honolulu 


BUY AND SElL—Looking at a copy of 
the New Orleans Item are David Stern 
Ill (right), who bought the newspaper 
last week from Ralph Nicholson (left). 


Record. Mr. Nicholson bought the 
Item eight years ago. 


s Newspaper gossip said that one 
part of the Item’s new look will 
be a Sunday edition. The com- 
peting New Orleans Times-Picay- 
une and States, which already has 
a Sunday edition, had quietly made 
arrangements to add This Week 
Magazine on Jan. 15, 1950. 

Ralph Nicholson, the grapevine 
said, would return to Tampa, to 
supervise the Tampa Times, which 
he owns with David E. Smiley. 

Last week in New York, AA 
talked to J. David Stern, the new 
publisher’s father, who excused 
himself from comment on _ the 
grounds that “I’m an old re- 
tired gentleman, and you'll have 
to talk to Tommy (David III’s 
nickname).” 


ws The new publisher is 39. He 
began as an advertising solicitor 
and reporter on the Philadelphia 
Record, served stretches as promo- 
tion manager and dramatic critic, 
and wrote magazine fiction as 
“Peter Stirling.” He became vice- 
president and general manager of 
the Record, and in 1939 became 
publisher of the Camden Courier- 
Post. He returned to the Camden 
newspaper after Army service as a 
}captain, and published them until 
they were sold in 1947. 

Mr. Stern told AA Thursday 
that he does not plan to make any 
changes in the Item’s staff. Loyal 
Phillips is advertising director and 
C. W. Hancock is national adver- 
tising manager. 

Sawyer-Ferguson-Walker Co. is 
national advertising representative 
of the Item. 


ABC to Carry California 
Football Telecasts 


American Broadcasting Co. has 
been given exclusive television 
rights to broadcast all the home 
football games of the University of 
Southern California and the Uni- 
versity of California at Los Ange- 
les. Hoffman Radio Corp. and 
Hoffman Television Dealers of 
Southern California will sponsor 
the games. 

Sept. 16, the date of the opening 
football game, has been set for the 
opening date for KECA-TV, ABC’s 
owned and operated television sta- 
tion in Los Angeles. 


Webber Heads PR Department 


Lane D. Webber, vice-president 
of the Southern California Edison 
Co., Los Angeles, has been named 
to direct the company’s public 
relations department. 


Throughout the U.S.A., the best-informed 


EXPORT MANAGERS 


and 


EXPORT ADVERTISERS 


every week read 
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School Goods Trade 
Launches Promotion 
Campaign for Sales 


New YorkK—Sponsored by two 
rade groups—the Wholesale Sta- 
ioners Association of the U.S.A. 
ind the Paper Stationery and Tab- 
et Manufacturers Association— 
. five-point promotion program 
lesigned to assist 100,000 retailers 
»f school supplies to increase sales 
th at school-opening and 
throughout the year has been 
launched here as the 1949 School 
Carnival. 

Highlighting the program is an 
eight-page illustrated booklet 
printed in offset, featuring mer- 
chandising and promotion ideas, 
which has been distributed to the 
advertising managers of 4,000 
newspapers. Produced by the Bu- 
reau of Advertising of the Amer- 
ican Newspaper Publishers Asso- 
ciation, the “School Carnival 
Guide” is intended to assist repre- 
sentatives of newspaper advertis- 
ing departments in aiding retail- 
ers to develop back-to-school pro- 
motion plans. 


es A six-page tabloid newspaper 
proof sheet, showing 54 mats for 
advertising use, has been distrib- 
uted by Metro Associated Services 
to 4,000 daily and weekly newspa- 
pers. The newspapers have been 
advised to make the mats available 
free to all retailers interested in 
advertising and promoting the 
School Carnival. 

The other three points of the 
promotion program are: (1) Dis- 
tribution by wholesalers of three- 
dimensional displays made of mul- 
ticolored cardboard, with school 
supply items caricatured through 
illustrations; (2) a three-color 
leaflet, illustrated with circus let- 
tering and art for circulation by 
retailers; (3) four-color posters, 
showing a Ferris wheel con- 
structed of notebooks, tablets, pen- 
cils and other school supplies. 

Any inquiry related to posters, 
newspaper material and general 
promotion activity should be ad- 
dressed to the School Carnival, 
527 Fifth Ave., New York 17. 


Weiner Agency Appoints Two; 
Adds Ampex Account 

Weiner Advertising Agency, San 
Francisco, has named Thurston 
MacGuffick and J. Richard Baznik 
media and research director and 
production manager, respectively. 
Mr. MacGuffick formerly was with 
Biow Co. and Mr. Baznik formerly 
was with Garfield & Guild. 

Ampex Electric Corp., San Car- 
los, Cal., has placed its advertis- 
ing with the Weiner agency. 


Launches Cigaret Drive 


James Lovick & Co., Montreal, 
Ss now placing advertising for the 
iew Virginia Rounds cigaret, 
which is being introduced to the 
Quebec market. The campaign for 
Senson & Hedges (Canada) Ltd., 
Montreal, includes large space ads 
n dailies, radio spots, streetcar 
xterior cards, outdoor posters 
ind window displays. The cam- 
aign will run for the remainder 
if the year. . 


The MOST Effective 


_ ADVERTISING, 
MERCHANDISING, | 
and EDITORIAL — 


INFLUENCE ——ts 
in the DAKOTAS 


[JAKOTA FARMER 


ABERDEEN, SOUTH DAKOTA 
J.P. MALONEY, Advertising Maroger 


Weintraub Names Brownell 

William E. Brownell, formerly 
with Griswold-Eshleman Co., 
Cleveland, has been appointed 
head of the Willow Run, Detroit 
office of William H. Weintraub & 
Co., New York. He will take charge 
personally of the Kaiser-Frazer 
account. 


IBM Names Brent V. P. 


J. E. Brent, general sales man- 
ager since 1945 of International 
Business Machines Co., Toronto, 
has been elected vice-president of 
the company. 


Brewer to Electric Boat 

Malcolm O. Brewer has been 
appointed sales manager, printing 
machinery division of the Electric 
Boat Co., New York. He joined 
the company in 1947 as eastern 
district manager, previously having 
been vice-president and eastern 
manager of Vandercook & Sons, 
New York. 


Rundle Appoints Kemper 
George H. Rundle Co., Piqua, 
O., proprietary drug manufacturer, 
has placed its advertising with 
Don Kemper Co., Dayton agency. 


Jones & Laughlin to Otto 

Robert Otto & Co., New York, 
has been appointed to handle the 
international advertising of Jones 
& Laughlin Steel Corp., Pittsburgh. 
Campaigns are being prepared for 
overseas markets. The account 
formerly was serviced by Dorland, 
Inc. 


Bonneville Named V. P. 


E. A. Bonneville, formerly gen- 
eral manager in charge of sales, 
Barcalo Mfg. Co., Buffalo, has been 
elected vice-president of the com- 
pany. 


Pilla Joins Station WCOP 
Edmund Pilla, formerly with 
Stations WEEI and WORL, has 


joined the sales staff of Station 
WCOP, Boston. 


QUALITY...SPEED...ECONOMY 


he AMERICAN LABEL CO. 


27435 Morth Shefhetd Ave Chuago 14 Wi 


Steel Freight Costs 


All Steel Industry Will 
Again Pay Freight Bills 
If Congress Approves 


Some Small 


Absorb Shipping Costs, But 
Big Ones Hold Off 


Sharper Competition Ahead 


Steel makers are ready to return in droves 
*he nractice of helping pay the cost of 
‘* wares from their mills to 


“‘We could not produce stainless and other steels at 
a reasonable price to our customers or at a profit 
unless we were able to plan for tomorrow and for 
next year with a considerable degree of success. Such 
, planning requires that we know all that we can know 
about the many factors that affect business. To gain 
this understanding of business I turn to The Wall 


Makers Already 


" trom Congress 


ad of 


Street Journal.” 


y IIe 


President 


Published at 


Hiland G. Batcheller 


Steel is basic and so is 

business information. With reliable, 
comprehensive and up-to-date 
information of business happenings 
and trends businessmen can plan 
intelligently and confidently. 

The Wall Street Journal provides this. 
That’s why more than 233,000 
businessmen — from assistant 
department heads on up to presidents 
of companies located all over the 
United States — are regular readers. 
If you sell to industry you should 
advertise to these people through 
The Wall Street Journal. 


Allegheny Ludium Steel Corporation 


44 Broad St., New York 4 
911 Young St., Dallas 2 
415 Bush St., San Francisco 8 
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* A sportsman with an appreciation of the 
finer things of life—and the leisure and eee 
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Is It Wrong Because It’s Simple? 


In a recent issue of Life, Walter 
C. Ayers, executive vice-president 
of Brooke, Smith, French & Dor- 
rance, and president of the De- 
troit Sales Executives Club, was 
quoted as suggesting a simple cure 
for the current recession, if in- 
deed we are having a recession. 

Mr. Ayers’ cure called for “an 
adequate national sales force, 
which is now woefully under- 
manned. There is a crying need,” 
he said, “for at least two thirds 
of the three million unemployed 
to join the ranks of the country’s 
salesmen.” 

Mr. Ayers has been pointing out 
to his fellow sales executives in 
Detroit that a sales force of some 
two million individuals was ex- 
pected to maintain the economy in 
prewar days, when there were 
about 40,000,000 people employed 
in the country, and that currently 
a sales force which is no bigger 
numerically—and which includes 
perhaps a million so-called sales- 
men who have had no experience 
in selling in a buyer’s market— 
is trying to develop enough orders 
to keep 60,000,000 people employed 
at good wages. 

To many, Mr. Ayers’ suggested 
answer to the problem of declin- 
ing sales curves and rising tides 
of unemployment will seem ri- 
diculously simple—so simple as to 
be naive. But must a remedy be 
useless, or of little value, just be- 
cause it is simple? 

As ADVERTISING AGE has pointed 
out numerous times, the traditional 
economic picture, in which man 
faces a mighty struggle for the 
essentials of food, clothing and 


shelter, no longer applies in the 
United States. We live now under 
an economy of plenty. Satisfaction 
of the purely physical needs, 
which has been the major problem 
of mankind throughout all re- 
corded history, is no longer our 
major problem. It is a safe bet 
that 140,000,000 Americans could 
feed, clothe and house themselves 
at the subsistence level without 
working more than one day a 
week. 

For better or for worse, the 
American economy does not pro- 
vide good jobs at good wages for 
60,000,000 workers merely to pro- 
vide subsistence for the popula- 
tion. It provides these jobs, and 
the economy runs, on the provision 
of “luxuries” or semi-luxuries 
which people could get along with- 
out—if’they had to. 

In such an economy, selling is 
the first essential. All that is 
needed to make the wheels of in- 
dustry turn at a furious rate is 
orders. Salesmen, and advertis- 
ing and promotion, manufacture 
orders. Thus it becomes apparent 
that Mr. Ayers’ suggestion should 
not be lightly brushed aside, just 
because it is so simple. 

Maybe another million sales- 
men wouldn’t actually solve all 
the problems of the economy. But 
they would help enormously. And 
if they were good salesmen, effi- 
cient salesmen, and _ thoroughly 
backed by industry which recog- 
nized their importance in the over- 
all scheme of things, they could 
go most if not all of the way 
toward revitalizing and re-invig- 
orating the economy. 


Let’s Maintain Sensible Credit Rules 


Now that government controls 
on credit have disappeared from 
the business scene, there is some 
danger that serious competition 
in the form of credit terms may 
enter the picture. 

We are delighted to note that 
responsible associations and other 
spokesmen for business have indi- 
cated that abolition of government 
controls will make little change in 
the credit policies of most busi- 
ness, and that sensible, conserve | 
tive practices will be followed. 

These are brave and perhaps! 
noble words. But personally, we 
have our fingers crossed. It is too} 
easy to utter words like these and 
then forget them when the fellow | 
across the street, or the competi-| 


tor in the next state, decides to) 
try a short trip down the primrose | 
path, in the hope that he can gain | 


some temporary advantage over 
competition. 

There will always be some one 
who steps out of line, unwisely. 
But that is no reason why normal- 
ly sensible people have to follow 
suit. The whole economy can in- 
dulge in an idiotic race to see who 
can provide the most fantastically 
lenient credit terms, just the 
way the drug stores in Los Angeles 
recently tried to determine which 
could give away the best break- 
fast for a penny. But nobody wins 
out in such a competition, and this 
is particularly true of a competi- 
tion in credit terms. 

Selling merchandise because 
“you don’t have to pay for it” al- 
ways results in the large, econ- 
omy-size type of headache for all 
concerned. And the terms are al- 
ways c.o.d. 


CISSY THE LITTLE STOCKHOLDER 


—General Foods Stockholder News 


“Oh that? Algernon’s getting ready for the buyers’ market.” 


Foundation Forum 


Formfit Institute has now ar- 
ranged to give corset retailers a 
continuous market picture, show- 
ing what the customers are buy- 
ing by classification, by price-line 
and by month. Reports are made 
on the four major classifications: 
brassieres, girdles, foundations and 
corsets. 

We don’t know how interested 
you are in the unfilled foundation, 
but here are some of the things 
Formfit has discovered: 

The average value of brassieres 
sold from August to January 
showed no significant variation... 
No great sales peaks were found 
in girdles, with each month con- 
tributing about the same share to 
the total six-month business.. 
The foundation business in a cor- 
set department has a slower turn- 
over than for either brassieres or 
girdles, 1.5 for foundations com- 
pared to 2.3 for brassieres and 2.2 
for girdles...September is the 
best selling month for corsets—it 
accounts for about 21% of the total 
season’s business. 


Sure Shot Billing 


You probably didn’t notice that 
among the guests on the July 12 
broadcast of “We, the People” were 
Eddie Waitkus, the Philly first- 
sacker who recently was shot by 
an avid female fan, and Ned Dear- 
born, president of the National 
Safety Council. 


Longevity Recipe 


Let’s take a quick gander at 
Green-Brodie’s “Viewpoint.” Dis- 
cussing the need for relaxation in 
advertising, the agency recalled a 
piece of copy it had once written: 

“You have lived to see a de- 
cided change in the philosophy of 
work. Today, the business man who 
is slowly killing himself to make 
money is no longer considered ad- 
mirable...and we meant every 
word of it. 

“In advertising, today, the pres- 
sure is becoming more intense 
than ever: The pressure of meet- 
ing deadlines, of competition, or 
selling your client’s products. The 
advertising man who doesn’t in- 
sist upon proper recreations for 
himself, who doesn’t get away 
reasonably often for a vacation 
and a changed point of view, does 
himself an injustice—even injury; 
he may also be short-changing his 
client who is entitled to the pro- 
duct of a clear brain and a broad 
outlook, kept refreshe1.” 

Good advice. The strain of say- 
ing in the 995th way just why 
Crunchy Wunchies are so delight- 
fully good, or explaining to the 


old grouch why the comma is in- 
side the quotation marks instead 
| of outside, is grinding, wearing and 


-|cently promoted, 


frustrating. 

Naturally, many admen do not 
take kindly to this advice. We be- 
lieve it was Charley Coates, then 
with General Foods, who once re- 
marked that public relations men 
are somewhat like heart special- 
ists, in that occasionally they must 
reserve time to go to the funeral 
of a friend who did not take their 
advice. 

And the obituary pages of AA 
bear mute witness to the essential 
wisdom of taking it easy in a bus- 
iness filled with pressure. 


Jottings 

We enjoyed Time’s slick pro- 
motion based on an examination 
of the reading habits of men re- 
as reported in 
the advertising columns and busi- 
ness notes sections of the New 
York newspapers... 

In Middleton, Conn., a gas sta- 
tion displays the sign: “If you can’t 
stop, smile as you go by!”’... 

Do you know’ that “The Public 
Speaker’s Treasure Chest,” by 
Herbert V. Prochnow (Harper & 
Bros., $3.50) contains 1,063 jokes 
& jests, 299 similes with applica- 
tions, 211 amusing definitions, 290 
classical and Biblical quotations, 
543 wisecracks, 4,000 epigrams, 
1,237 selected quotations, interest- 
ing facts, and biographies? The 
volume, promotion promises, “will 
help you add color and punch” to 
your speeches... 

A friend of ours, no alphabet- 
phile, is perturbed because when 
he reads ABC he no longer knows 
if it’s the alphabet, a broadcasting 
company, a circulation audit, a 
cigaret slogan, a washing machine, 
or a boy’s club... 

The Mayers Co., Los Angeles 
agency, knocks off for tea at 3 
p.m. in its new offices, and has 
been inviting friends to the Tea At 
Three Club... 

Burgess-Manning Co. is market- 
ing Acousti-Booths, designed for 
desk use, which eliminate most of 
the outside noises which inter- 
fere with telephone conversa- 
tions. The company figures there’s 
a fine market in newspaper city 
rooms, long the center of babble... 

Hugo Wagenseil, Dayton agency 
head, pays off suppliers and sends 
along an admonishing letter in 
which he tells them clients are in- 
creasingly critical of production 
costs, and “it behooves us all to 
watch the corners to cut costs 
wherever possible”... 

Publicity, It’s Wonderful Dep't. 
—from a release from Walter Weir, 
Ine.: “Kel-F is a high polymer of 
trifluorochloreothylene...” 

Down in N’Orleans, Bon Soir 
Bug Co., Opelousas, La., is adver- 
tising its insecticide, Bon Soir Bug, 
and feels constrained to say 
“means good night, bug”... 


Advertiisng Age, July 18, 1949 


Rough Proofs 


Paul Hoffman and ECA must be 
spending a lot of money, and ed.- 
tors wonder if they can’t fini 
enough to finance a new mimeoc- 
graph machine to make their hana - 
outs reasonably legible. 


Fred Lowe says every newspape 
should have a promotion manage), 
if only to make sure that at least 
one member of the staff reads the 
paper every day. 


The Cleveland Plain Dealer is 
putting up a fight to keep the ABC 
from taking three counties out of 
its trading zone. A newspaper pub- 
lisher will often give you his shirt, 
but don’t try to reduce his market. 


Unemployment problems among 
gorillas will be greatly alleviated 
by the exploitation plans of RKO 
Radio Pictures for “Mighty Joe 
Young,” the story of a gorilla, 
since gorillas will be used in pro- 
motion all over the country. 


With gorillas, birds, horses, dogs 
and other animals now consti- 
tuting so much of the film talent, 
the selection of appropriate bar- 
gaining agencies may prove to be 
difficult. 


Drew Pearson seems to be de- 
termined to remain at the top. 
With Lee hats no longer sponsor- 
ing his radio program, who should 
turn up as the new backer of the 
show but Adam Hats. 


Gladys the beautiful reception- 
ist says that paper manufacturer 
who is featuring famous cover girls 
in his ads must want to please the 
men, as so many of the subjects 
might be described as uncover 
girls. 


Members of the BPOE, according 
to a report of Elk’s Magazine, like 
to fish, hunt, golf and bowl, and 
Fibber McGee says members of the 
lodge in Wistful Vista shoot a lot 
of pool, too. 


The marketing program of the 
New Philadelphia Brewing Co. for 
Beer Shampoo ought to move along 
swimmingly, now that the WCTU 
says that it has no objection to the 
use of the product. 


“Where would a fellow go for 
a fan belt?” National Petroleu 
News asks readers of the world's 
greatest advertising journal. 

Probably to the nearest service 
station, if the old one was buste! 


The Phelps Mfg. Co. offers ‘0 
provide “screw ball” point-of-pu - 
chase displays for those who wat 
them, probably on the theory th it 
there are always enough scréw 
balls in the audience to make then 
pay. 


zen 
WTCN-TV refers to its “crac <- 
a-jack” staff, but the spelli. 


probably wouldn’t be approved »y 
Henry Mencken and other cc.- 
noisseurs of Americana, who i - 
variably prefer “crackerjack.” 


An adman looking for a job ¢ &- 
scribes himself as a “copy write: 
copy writer.” 

Does that mean, as in the ci: sé 
of a “ball player’s ball playe’, 
that he has style even if he does: 
always get results? 
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Che Philadelphia Anguirer 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Dr., Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 @ 448 S. Hill St., Los Angeles, Michigan 0578 
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GIMBEL’S, NEW YORK: Nobody, but nobody, but good old Gimbel’s and good 
old aRcosy could better assist New Yorkers in deciding “What Most Men 
Want Most for Father’s Day.” Five windows, newspaper advertising did 


DISPLAY BY LUKE MALETICH 


the trick. Gimbel’s, Milwaukee, used double truck newspaper smashes. merchandise. 


WHAT EVERY 
MAN WANTS 
FORK 
fathers Day 
Sunday June. 19% 
hs. Seen. he ARGOS: 
from Nigosys Crossley Survey 


MES: 


DISPLAY BY FRANK COLLINS 


THE MAY CO., CLEVELAND: Smart merchandisers, they 
put ARGOSY gift suggestions at point-of-sale as well as 
in windows. The May Company, Los Angeles, went all- 
out with 10 full windows and five pages of retail 
advertising. 


ARGOSY 


i. "Wl A tae ae 
DISPLAY BY LEE B. KUHN 


WALKER’S, SAN DIEGO: Featured ARGOSY and ARGOSY- 
backed merchandise to Father’s Day window shop- 
pers, as did 95 other stores from Atlanta to Boston and 
Memphis to Seattle. 


Bie So AS 


the complele mand magagint” 


DISPLAY BY ROBERT MCCORKLE 


BAMBERGER’S, NEWARK: Window blow-ups reproduce aRcosy’s editorial 
pages with actual merchandise. Kleinhans in Buffalo used a street full of 
windows and newspaper advertising to tell the story about AaRcosy-backed 


1m me 
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FATHER’S DAY 


/UMETe 


DISPLAY BY J. J. Z 


O’NEIL, AKRON: Used Father’s Day Committee 
paign to set mood, called on’ aRcosy’s theme tc 
specific items of merchandise. ARGOSY advertisers ‘ 
efitted by double exposure in the magazine and @ 
point-of-sale. 
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Every month ARGOSY is producing the kind of ideas that are 
helping more manufacturers ... more retailers sell more to 
men. Read what happened, for example, when ARGOSY pro- 
moted “What Most Men Want Most for Father’s Day’... as 
reported by 95 leading stores in major trading areas, coast 
to coast. Hear what ARGOSY has up its sleeve to help you keep 


“WHAT MOST MEN WANT MOST FOR FATHER’S DAY” started as 
a nation-wide survey of men’s preferences by Crossley, Inc., for 
ARGOSY .. . became an editorial feature in the June arcosy . . . 95 
leading stores tied in with this fresh, strong merchandising slant 
and promoted arcosy-backed nationally advertised brands. Re- 
sult: results! The news is still pouring in: 

“, .. promotion was a good one. Hope you are as satisfied as we 
are.” —William Meyerson, Gimbels, New York. 

“,.. it has helped considerably.”—George Hettinger, Goldsmiths, 
Memphis. 

“We are developing our Fall campaign that will tie in The Store 
for Men and the survey that you at AaRGosy developed so effec- 
tively.”—Budd Gore, Marshall Field, Chicago. 


COMING IN OCTOBER 
Argosy’s Big Fall “Hunting Round-Up” 


Here’s the program that sets the stage for your selling in the October ARGOSY? 
© TEXT by Raymond Camp, Outdoor Editor of the New York Times. @ FULL 
COLOR, BLACK AND WHITE ILLUSTRATIONS by Richard E. Bishop,whom many 
consider the foremost living painter of wild life. ¢ COVER—Duck hunting 
scene. ®© ROUND-UP —The “Where, When and How” on waterfowl, upland 
game, small game, varmints, deer and big game with full information on the 
right gun, the right place, etc. ¢ SPORTSMAN’S ALMANAC —Regular monthly 
feature. This month devoted to hunting bang-tail pigeons. ¢ HUNTING AND 
FISHING WITH DOC JENKINS — Regular monthly page of tips for sportsmen. 
© MEN’S MART—Good gadgets for hunting and fishing. 


Every advertiser of outdoors equipment should go for this . . . any man with 


issue will get. And the basic cost remains the lowest in the men’s field — 
_ $2.50 per page per M. 


205 East 42nd Street, N. Y. 17, N. Y. 


anything to sell to men will reap the advantage of the extra attention this / © 


male sales brisk this fall and winter. 


EDITORIALLY, ARGOSY is one big new idea. By combining great fic- 
tion, man-slanted articles, “How-to,” spectator and outdoor sports, 
news on good grooming, dramatic pictures and humor, ARGOSY 
has jumped circulation guarantee to 750,000 from 250,000 in 
two short years. On the newsstands in 1948, it made greater per- 
centage gains, greater single copy gains than any other magazine. 
ADVERTISING-WISE, it is a profitable new market-place with 
linage up 160% over last year. Currently represented in widely 
diverse fields are such big names as Chesterfield, Schenley, Chris 
Craft, Vaseline and Marion Shoe to mention a few. 


FOR MERCHANDISING, there are the four arcosy Advances — 
Drug Store, Beverage, Men’s Wear and Sporting Goods — going 
out before major buying seasons to 20,000 top retailers with news 
about ARGOsy advertisers. Plus the special opportunities offered 
by the Fall Hunting Round-Up in October and the special pre- 
Christmas gift issues in November and December. 


IN RESEARCH, too, ARGOsy is ready to provide you with new ideas 
on what it takes to sell men—based on the first merchandise 
“Survey of the Man-Market,” made by Crossley, Inc. 

Put all these new ideas to work for you via a campaign in ARGOSY. 
Call in your local arcosy representative and have him show you 
the plans for month-in, month-out selling this fall and winter. 


CHRISTMAS IS COMING! 


And ARGOSY is ready with a brand-new, 
research-founded idea for selling all 
major types of Holiday merchandise. 
Get the facts from your ARGOSY man. 
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Philmont Starts Drive 


Philmont Mfg. Co., Englewood, 
N. J., has started a drive for its 
plastic mattress cover and pillow 
case, aimed at the hospital field, 
using business papers and direct 
mail. Other products will use con- 
sumer magazines. Lawrence Boles 
Hicks, Inc., New York, is the 
agency. 


Shifts ‘California Caravan’ 


The “California Caravan” series, 
which has been heard on ABC, 
will move to the 13 California 
stations of the Don Lee Network 
on July 31. The show is sponsored 
by the California Medical Associ- 
ation, through Lockwood-Shackle- 
ford Advertising Agency, Los An- 
geles. 


* LOST AND FOUND ° 


Found, a large, rich, city and form 
audience that answers to call letters 
@ KIOA. Will turn it over to any alert @ 
advertiser that contacts a Paul Raymer 
° representative and describes specific e 
needs. As Des Moines’ only 10,000* 
watt station, KIOA will serve you well 
@ in lowa's abundant market. Coverage @ 
maps, availabilities and schedules are 
yours for the asking. 


*10,000 Watts day, 5,000 Watts night 


U. S. Steel Issues 
150,000 Booklets 
on Steel Making 


New YorK—A special booklet 
on “Steel Making in America” has 
been published and 150,000 copies 
are being distributed by the United 
States Steel Corp. to schools, li- 
braries, college presidents, econ- 
omists, government departments 
and chambers of commerce. The 
publication is said to have been 
prepared by the corporation be- 
cause of the large number of re- 
quests that it has received from 
students for information about 
steel making. 

As a result, Irving S. Olds, chair- 
man of the board of U. S. Steel, 
says in the preface, the booklet 
“has been designed primarily for 
readers at the junior high school 
level. Educators who have ex- 
amined the book in manuscript 
have expressed the opinion that it 
may also be read with profit by 
senior high school and college 
students, as well as by the adult 
layman interested in learning 
about the manufacture of our most 
basic metal, steel.” 

Aspects covered are the histori- 
cal; from ore to iron; iron into 
steel; shaping and finishing steel; 


looking ahead with steel; the indus- 
trial family that serves the nation; 
U. S. Steel Corp. and its principal 
subsidiaries. The volume is illus- 
trated throughout and is indexed. 
It was written by Douglas A. 
Fisher, one of the corporation’s 
staff writers. 


CBS Appoints Hal Hudson 


Hal Hudson, formerly program 
director of KTTV, CBS-Los An- 
geles Times television station, has 
been named manager of CBS net- 
work television department, Holly- 
wood. He will assist Harry S. 
Ackerman, vice-president in 
charge of radio and television net- 
work programming in Hollywood. 
Mr. Hudson has been replaced at 
KTTV by Robert Forward, as act- 
ing program director. 


Conover-Mast Names Preyss 


Leonard Preyss, formerly with 
Civil Engineering, has been named 
eastern advertising representative 
by Conover-Mast Publications, 
Inc., New York, of its Construc- 
tion Equipment & Materials, the 
first issue of which will be pub- 
lished in October. 


N. Y. Publishers to Meet 


The annual fall meeting of the 
New York State Publishers’ As- 
sociation will be held Sept. 18-20 
at White Face Inn, Lake Placid, 
sy 


FLORIDA WAS 


‘ ee or, , ao 
aati Coelities liked 


If your products bring modern comfort or convenience to the home, 
you have a big, responsive audience in Florida. Last year, only three 
states exceeded Florida in household, furniture, and radio store sales per 
family. And 81 per cent of Florida’s sales were made in the areas served 
by Florida's three big morning dailies — where 78 per cent of Florida's 
effective buying income is concentrated. 


For more readers per dollar . . 


. for more dollars per reader . . 


. for 


more sales in the growing Florida market, use the pages of the Miami 
Herald, Tampa Tribune and Florida Times-Union. Florida’s three lead- 
ing, morning newspapers give you from 20 to 100 per cent family 
coverage in 45 of Florida's 67 counties — with a home-delivered average 
of 90% plus. 


[TAMPA MORN 


MIAMI 


*Sales Management 1948 
Survey of Buying Power. 


FLORIDA TIMES-UNION 


Jacksonville - 


ING TRIBUNE 


National Representatives - Sawyer-Ferguson-Walker Co. 


National Representatives Reynolds-Fitzgerald, Inc. . 


HERALD 


National Representatives -Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


gives that assumption the lie. 


Teleradio Mans Corner 


Your Teleradio Man has discovered another NBC farm pro- 
gram, “R.F.D. America,’ which seems to him to embody and 
exemplify the qualities of aliveness and brightness which 
seemed so thinly present in the NBC “Farm & Home Hour” 
which he commented upon last issue. 


Nor is the clue hard to discover. Plainly “R.F.D. Amer- 
ica” selects personalities, then checks them for expertness. 
It’s the reverse with the Department of Agriculture speakers 
on the “Farm & Home Hour.” 
present on one broadcast, absent on the other. If it is con- 
tended that “Farm & Home” deals primarily in factual data, 
the answer to that is that so does “R.F.D. America”—but 
with pleasantries, a nice humanity. 


Actually, this whole idea that farmers must be approached 
by special entertainment, special data, and special copy is 
only partly valid. We don’t expect any broadcasting net- 
work to act on the hunch, but we believe that “R.F.D. Amer- 
ica” would be highly diverting to city folks, if injected into 
the regular evening schedules, precisely in the way many 
“city” shows are equally popular in farm country 


There are 15,000,000 urban families, 19,000,000 farm. We 
suspect that broadcasters and advertisers alike hold many 
false notions about both markets and how to reach and please 
them. Sharecroppers probably cancel out polyglot city immi- 
grants, leave less to choose from us to middle class con- 
sumers than is commonly supposed. Perhaps the main dif- 
ference remains the respective amounts of leisure time avail- 
able. Farms have crop deadlines which cut through holidays, 
Sundays and time-off whistles. 


Two of the farmers on “R.F.D. America” were just back 
from trips to Europe. (Incidentally, they scorn the myth of 
German efficiency, say German farming is incredibly back- 
ward.) All in all, we remain convinced that the “Farm & 
Home Hour” cannot make a case out for a special dullness 
natural to and most suitable for farmers. “R.F.D. America”’ 


bitonoattiis =i 


Hence humor and charm are 


Lynch Back to Sales Post 


Mitchell T. Lynch has been re- 
appointed national sales manager 
of the toilet goods and household 
division of Park & Tilford, New 
York. He has been associated with 
the company for 25 years, serving 
much of the time as national sales 
manager. Following a wartime 
leave of absence, he served as as- 
sistant to the president of the 
toilet goods and household divi- 
sion. 


Gets Korrect-Way Account 


American Fixture & Mfg. Co., 
St. Louis, has named Ruthrauff & 
Ryan, Chicago, to direct the adver- 
tising of its Korrect-Way division. 
The division manufactures store 
display fixtures and Beau Monde 
manikins. R&R also is the agency 
for the company’s ChromCraft di- 
vis on. 


Names Cockftield, Brown 


Saville Rolls Ltd., Toronto, has 
named Cockfield, Brown & Co., 
Toronto, to handle the advertis- 
ing for its pharmaceutical pro- 
ducts. Saville Rolls is distributor 
and Canadian selling agent for 
products of U.S. Vitamin Corp., 
Dome Chemical Co., Professional 
Laboratories, Inc., and Sparkle 
Dentifrices Ltd. 


Berkebile to Klingensmith 
Stanley L. Berkebile, formerly 
sales promotion manager of Die- 
bold, Inc., has been appointed an 
account executive of H. M. Kling- 
ensmith Co., Canton, O., agency. 


Kerk Joins Phil Rude 

Stan Kerk, formerly production 
manager of Garfield & Guild, San 
Francisco, has joined Phil Rude 
& Co., San Francisco lithographer. 


Do You 


your telephone! 


You can get your mats, plastic 
plates and proofs anytime—and on 
time—day or night, 24 hours a day! 


Progressive is only as far away as 


* 


Know? 


WABASH 2-1204 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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for the same week of ’47, it was 
207, and in 1946, 192. 

In past years, the week pre- 
ceding the Independence Day holi- 
day has been near the bottom of 
the summer doldrums. The week 
following the Fourth of July, how- 
ever, usually is still lower. 

Eastern, midwest and West Coast 
districts recorded the greatest de- 
cline on the latest tabulation, while 
the southern and southwestern 
areas registered the smallest losses. 

Department of Commerce esti- 
mates showed relatively little 
change in sales of service and 
limited-function wholesalers, dur- 
able goods wholesalers and non- 
durable goods wholesalers from 
April to May, 1949. 

The National Industrial Con- 
ference Board report on consumer 
prices showed a general 0.1% in- 
crease in the index from April to 
May. The index thus for the second 
time reversed the downward move- 
ment which began in October last 
year. 


% Change from 1948 
for Week Ended 


Federal Reserve June June July 
District and City 18 25 2 
UNITED STATES —s& -—6 —I1 
Boston District ............ o-—6é —10 
New Haven —11 
Boston ........... on) 
Springfield —18 
Providence —18 
New York District —15 
Newark ...... —17 
Buffalo —10 
New York —16 
SE —16 
Syracuse ........ wee «=o 6 r—5 7 
Philadelphia District | o —12 
Philadelphia ............... —8 —l —12 
Cleveland District ........ — ro —13 
ae 
Cincinnati 
Cleveland 
Columbus 
TT: .-- . ctustennietieser 
Pittsburgh 
Richmond District 
Washington 


Baltimore ooo... 


. . in the ad business, that is! More and 
more smart admen are waking up to the 
budget-stretching possibilities of K & F's 
tock Photo illustrations in keeping today's 
Jollar-conscious clients happy! Our catalog 
of Stock Photos contains only a few 

undred of our 500,000 Stock Photos. You 
hould have a copy at your elbow, and 
ov can have by merely 


Sending $1.00 or a company order 


MORE THAN 
500,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Co. 


DEPT. AA7, 425 $. WABASH AVE., CHICAGO 5 


— ILLUSTRATORS! ART DIRECTORS! 


—All ages, All Famous Walter Thornton Handpicked Models. 


Here is the most complete, most up-to-date collection of superb child 
model pictures ever published — three big volumes of sparkling 
juvenile photos! Whatever your needs, you’re sure to find exactly 
the age and type you want. Take your pick from the vast collection 
of photos. You pay us nothing for either print or pose! 
Payments Made Direct To Models 

This amazing new service by Walter Thornton has been created 
to increase the earnings of his child models — and to provide adver- 
tisers with the biggest collection of photogenic children ever pub- 
lished. You get Volumes I, II and III of Just Kids for only $5 — yes 
over 4,500 different models and poses. You pay only $10 each for 
stock use of any glossy photos of each child you request — 
$15 for groups of 2 or more children. Every photograph in this 
collection has been taken by a capable photographer who has 
already been paid. Each time you purchase a picture the check is 
made out directly to the parent — Walter Thornton receives no 
part of these payments! As an added free service Walter Thornton 
will arrange model releases, and deliver all photos requested. Order 
Volumes I, II and III of Just Kids NOW! 


WALTER THORNTON 


420 LEXINGTON AVENUE, NEW YORK 17, N.Y. 


r 


lll ee led | 
WALTER THORNTON i 
420 Lexington Avenue | 
New York 17, N. Y. 1 
Enclosed please find $5.00 as full payment for Volumes 

I, II and III of “Just Kids”. This fee entitles me to use of & 
any photo I select, upon the payment of the normal t 
$10.00 fee to the child’s parents. 1 
|] Send and bill the company n 
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Tom House to House & Leland 


Tom House, son of Arthur E. 
House, partner in House & Leland, 
Portland, Ore., has joined the 
agency as production manager. He 
succeeds Joe Bennett, who has 
joined Simon & Smith, Portland 
agency. 


Champion Names Henning 


Everett E. Henning, formerly 
manager of the fine paper depart- 
ment of Central States Paper & 
Bag Co., St. Louis, has joined the 
St. Louis sales office of Champion 
Paper & Fibre Co. 


Bryan Leaves Dr. Pepper 


Don C. Bryan has resigned as 
president of Dr. Pepper Co., Dal- 
las, because of ill health. Leonard 
M. Green, executive vice-president, 
will direct operations, 


Co-op ‘Bible’ Endorsement 
Causes Carson More Trouble 

WASHINGTON—The Cooperative 
League of the U.S.A. learned a 
painful lesson last week. The les- 
son: Be careful about endorsing 
things. 

Co-op League’s name is on the 
jacket of “Cooperative Democ- 
racy,” an imaginative treatise on 
a “cooperative world” by Dr. 
James P. Warbasse, the league’s 


By STANLEY E. COHEN, Washington Editor 


first president. 

Senate interstate commerce com- 
mittee members studying the nom- 
ination of John Carson to the Fed- 
eral Trade Commission became in- 
terested because Mr. Carson has 
managed the league’s Washington 
office for the past eight years. 

Noting that the jacket plugs 
“Cooperative Democracy” as “the 
bible of the co-op movement,” sub- 
committee Chairman Warren Mag- 
nuson (D., Wash.) commented that 


he knew plenty of co-op members, 
and they certainly didn’t believe 
courts will give way to “boards 
of arbitration” or that the other 
things Dr. Warbasse envisaged will 
take place. 

Finally, Co-op League’s secre- 
tary-treasurer, former Congress- 
man Jerry Voorhis, was called 
here from Chicago to explain. 
“Maybe if we approve Carson it 
will be the last act the Senate will 
perform,” Senator Magnuson 
quipped. 

eee 

Anti-Carson forces had rough 
going, too. Sen. Francis Myers (D., 
O.) probed carefully to find out 
who interested the American Re- 
tail Federation in opposing Car- 
son. Never before in 15 years had 
the federation opposed a nomina- 


OLITICAL opponents forget their differ- 
ences when Democrats and Republicans 
stage their annual baseball game in the Nation’s 
Capital. The game produces some amazing base- 
ball—and a shower of dollars for The Star’s 


summer camp fund for underprivileged children. 


Congressmen as well as native Washingtonians 
look to The Star for such events—and for com- 
plete news coverage of the local and world scene. 


Advertisers also share The Star habit, consist- 


Underprivileged Children Benefit 
When Congressmen Go to Bat 


ently investing in more lineage 


in any other Washington paper. 


in The Star than 


National adver- 


tisers who follow this lead capitalize on a well- 


established trend. 
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Represented nationally by Dan A. Carroll, 110 E. 42nd St., 
NYC 17: The John E. Lutz Co., Tribune Tower, Chicago 11. 


Member: 
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American Newspaper Advertising Network, Inc. 


THE EVENING STAR 


BROADCASTING COMPANY 


OWNS AND 
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WMAL-FM, AND WMAL-TYV 
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tion of the President. 

Retail Federation President Ro 
land Jones said the job ought to g 
to a lawyer. Moreover, he said, M:; 
Carson was “temperamentally un 
suited.” Quoting former Interstat 
Commerce Commission Chairma: 
Joe Eastman, Mr. Jones com 
mented: “Zealots, crackpots and re- 
formers have their place before a 
administrative tribunal, not on it.’ 

“You think Joe Eastman was a) 
ideal public servant?” asked Sen- 
ator Magnuson. “Yes, I do,” sai 
Mr. Jones. 

“It may interest you,” the Sen- 
ator said quietly, “to know thai 
Mr. Eastman’s nomination was op- 
posed before this very committe: 
because he held unconventiona' 
theories on rate making, and had 
no legal experience.” 


Newly created General Service 
Agency got its first major house- 
keeping assignment last week. 
Conceived by the Hoover Commis- 
sion as manager of government 
property, it has been ordered to 
straighten out the government’s 
printing arrangements. For a half 
century, printing has been chan- 
neled through Government Print- 
ing Office, under general super- 
vision of a joint House-Senate 
committee on printing. President 
Truman told Congress last week 
that the system of control is break- 
ing down, now that dozens of 
agencies operate their own offset 
and mimeographing plants. He 
ordered General Service Adminis- 
trator Jess Larson to look into 
printing arrangements and provide 
Congress early next year with a 
blueprint for eliminating excessive 
expenditures and waste. 


It was Federal Trade Commis- 
sion against the world as the floor 
wax industry met here Monday to 
discuss a trade practice code which 
prohibits use of ads involving 
words like “wearever” and “non- 
skid.” Industry members _ said 
FTC’s definitions of wax were un- 
realistic, that they would play into 
the hands of a Brazilian monopoly. 
Industry members also challenged 
FTC’s system of testing waxes. 


Federal Communications Com- 
mission is working with one mem- 
ber short, while the Senate inter- 
state commerce committee toys 
with the renomination of Commis- 
sioner Edward Webster. 

Commissioner Webster has been 
off the federal payroll since June 
30. Approval of his nomination is 
taken for granted. But senators are 
exercising their prerogative of 
fishing wide and far before voting 
their approval. Sen. Charles Tobey 
(R., N. H.) has a list-of about 250 
questions covering every phase of 
radio’s many problems that he 
wants answered before the Web- 
ster nomination is cleared. 


Gillette Overseas to FC&B; 
Ablan-Mestanza Appointed 


Gillette Safety Razor Co., Bos- 
ton, has appointed Foote, Cone & 
Belding International to direct the 
advertising of Gillette safety razors 
and blades in Latin America and 
the Philippines. The agency now 
handles the advertising and public 
relations in Latin America and all 
overseas markets of the Toni home 
permanent wave, owned by Gil- 
lette. 

Horacio Ablan-Mestanza, presi- 
dent of Foreign Screen Corp., New 
York, has been appointed head ol! 
the Latin American creative de- 
partment and placed in charge o! 
Latin American press relations fo) 
Foote, Cone & Belding Interna- 
tional. 


Will Take 7x10 Plates 


A change in publishing policy 
regarding size of advertisement: 
has been made by Electrical Equip- 
ment, New York, a Sutton publi- 
cation, which has announced that 
it will now accept 7”x10” plates 


and spreads and also one color, 
red 
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OLYMPIA BREWING CO., Olympia, Wash., U.S.A. 


SHOP EARLY—Olympia Brewing Co., 
Olympia, Wash., is using a series of daily 
40-line ads in newspapers of Washing- 
ton, Oregon and a section of Idaho, sup- 
plementing its other advertising during 
warm weather, to urge early buying, 
since Olympia beer is still under alloca- 
tion. Botsford, Constantine & Gardner, 
Seattle, is the agency. 


Transit FM Test 
in Chicago May 
Bring Franchise 


Cuicaco—If test data and in- 
formation now being gathered by 
the Chicago Transit Authority and 
the Chicago Motor Coach Co. in- 
dicate that FM radio in transit ve- 
hicles can provide a stable source 
of income to the transit compan- 
ies, there now appears to be a fair 
possibility that a franchise will be 
granted here. 

The CTA, which operates about 
nine in every ten public vehicles 
in the city of Chicago, has made 
three tests of FM radio in street- 
cars and buses during the past 
several weeks, without fanfare. It 
has also accumulated all possible 
information on the subject from 
transit companies in other cities 
where such broadcasts have been 
instituted. 

The Chicago Motor Coach Co., 
operator of a fleet of buses, also 
has tested the medium in its ve- 
hicles—again without publicity— 
and is making preliminary ar- 
rangements for requesting fran- 
chise bids. 


= However, the CTA still is in 
the process of compiling data for 
its board of directors, and any re- 
quest for bids for the franchise 
will be made only after the board 
reaches a decision. 

There are several major prob- 
ems which must be solved before 
inal steps are taken. First, CTA 
vould like convihcing evidence 
hat FM radio will pay dividends. 
Second, with so many vehicles in 
ne area, it would be almost im- 
ossible for any one station to 
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make the installations and offer 
the entire system to an advertiser, 
since initial investment and the 
card rate would be prohibitive. 

According to Ralph J. Wood Jr., 
manager of FM Station WMOR, 
this means that probably three 
(perhaps four) FM stations in 
Chicago would have to split in- 
stallation costs, and offer adver- 
tisers 33%, 66% or 100% “listen- 
ings” in the same manner that the 
outdoor and car card advertisers 
offer fractional showings. Each 
station, of course, would do its own 
programming and handle its own 
commercials. 


a Third, to simplify sales of time 
under such an arrangement, the 
stations would probably set up an 
independent, cooperatively owned 
or licensed sales organization, to 
handle local and possibly national 
time selling. 

However, Transit Radio, national 


sales representative for more than 
a dozen FM stations with transit 
franchises, and Car Card Adver- 
tising Co.’s Chicago branch, which 
has an exclusive contract with the 
Chicago Motor Coach Co., both are 
expected to be in the picture. 

The necessity of solving these 
problems—and a host of others— 
has been the principal reason why 
FM transit radio thus far has been 
slow in reaching the largest mar- 
kets although preliminary tests 
and negotiations now are under 
way in New York. 

In addition to the difficulty in- 
volved in selecting a station, the 
stations must choose their equip- 
ment. Stations WMOR and WGNB, 
which made the Chicago tests, 
employed equipment carrying Gen- 
eral Electric, Stromberg-Carlson 
and Link labels. REL (Radio En- 
gineering Laboratories) equipment 
(the company has made installa- 
tions in Pittsburgh) also has been 


under consideration, as has that 
of other manufacturers in the bur- 
geoning field. 


Ronson Appoints DesReis 


Ronson Art Metal Works, New- 
ark, N. J., has appointed John F. 
DesReis as sales manager, suc- 
ceeding Frederick W. Osgood. He 
was formerly sales manager of the 
export department. 


Feigenbaum Names Roberts 

Franklin S. Roberts has been 
named radio and television direc- 
tor of Harry Feigenbaum Adver- 
tising Agency, Philadelphia. 


McGraw Appoints Willman 


Philip E. Willman has been ap- 
pointed to the newly created posi- 
tion of director of product design 
of McGraw Electric Co. The new 
department is located at the com- 
pany’s Toastmaster Products di- 
vision, Elgin, Ill. Mr. Willman has 
been with the company since 1940. 


DESIGNERS & PRODUCERS 
OF PERMANENT DISPLAYS 


- Fowl & Company 


11 EAST WALTON PLACE 
CHICAGO 11 


Ad Showcard 


AND DISPLAY STUDIO 


pf 


17 NORTH WABASH AVE 
cmrcaao 


DEarborn 23137 


* DISPLAY CARDS ~ 

* POSTERS - SIGNS 
., * SALES PRESENTATIONS 
Sotl™ « SCREEN PROCESS PRINTING 


*Yes, The Salt Lake Tribune-Telegram Is Read by More Than 
9 Out of 10 Families cndpicares, in the Salt Lake City ABC City Zone 


Through the pages of The Salt Lake Tribune-Telegram you also 
reach nearly 7 out of 10 families in the Salt Lake Retail Trading 


Zone, and nearly 1 out of 2 families in the entire 4-state “Million 


Market.” This dominant family coverage of the Salt Lake market 
is the result of service to readers, results for advertisers. 


Che Salt Lake 
Crilnue - Celegram 


Nationally Represented by O’Mara & Ormsbee, Inc., 
and Metropolitan Sunday Newspapers, Inc. 


| MORE subscribers 


MORE space 


7 (over 8,800,000 lines © 
_ first 6 months 1949) 


reaching —s_—w 


(125,400)° | 


Ps 3 Than Ever Before! _ 


- *Publisher’s statement 
ending March 3, 


a re ey eM cca ot eel eae a ee aa, pee kg wy ote tte ta See PE ail | ne ae enc ees tee Ge Fee e aah 
oS eller esiom Ser Se a pen! HL ig fe hes ity eet eS een a: ee ie mn a eae i: me ee “ee ie : a “7s Pe eee Dee ar age ee. 
Sie a. amt DS ed Si 4 i a te ae ees. mee sehen eee: eet. ct ee oe Pa, Baas ono - J ae tas ee oe 2 
a ee ae pe ee ee ge ne eee 
ae ee ee me: i a eee i A re as ol es od i ad ee al 
94: \dvertising Age, July 18, 1949 19 
| | Si 
Ro JACK PREFERS 
g 
sl OLYMPIA BEER, SO | 
ee 
ne MARY BUYS IT WHEN] | 
om 
> ay OO 
el Sl 
3 ay 
— ee __ 
md | ne 
thai j | 
op- J THIS FAVORITE KIND. a nelaleaiania 
ma! a ; 
had | 
ee 
vice ¢ 
ise - 
2ek. | | 7 
nis- teint 
ent 
. to , 
onde “ bc my es a ee ae 
ralf iss: Aen So Bd Nee RR aan BANG )} —S * ; ee c,h 
2 Yn 4 =~ : 
er- 3 os a - 
vate + SS / % 
bs Ss ee \/ 
nt 4 te j vy, 
eck yY Me yp ra 
“of SI a a ee a 
7 Set. Ae 
nto - Ps 4 c. : ~ . ~ ’ \ \\ ~— E 
‘ide Eo Fy — . f SS ~ 7. q \ LIFS Pr 
ha : a SASS A \ == 2 , 
sive AN . j Y \ 4 e.. N 
is | fe 7 >» SO > al m Q 
vped ee é ; . i ¢ 
j to | - oe (¥ Vv <S. ' S 
‘ich ee 3 fe . { \ em f: ° 
ing | 2 ‘4 — r XN Pe 
on- — : bi 4G 5 * ~) ' . 
aid |i —_—— a eed \ X 
Be *: Bee = 
un- = cA Bh i NN | 
nto | s as ) . ™ * 
oly. -_ . \~ ee \) WAAL 
ged | oa ¥ ——— eer ‘\ \ 
Bee es: — wal >. > 
m- Po a >» CE ees — rs . - 
. SS Ss Ae) <c et a — a 
_ ce == ) : 
1is- —— sow Se \Y s— 
een Bo : er, ooo 
une i = =—é [a > = 
1 is fae Ma ‘a <= ie 
of | 
ing . 
bey 
250 
of 
he 
eb- 
oe | ice eee , ee Or, 
2 | ee 
Ors ee 
slic wie ae z 
‘all ee is 2 € mae : oa s | Bs 
all : , pee eS " 
xil- a f 
jew HA EE - : . 
| of A aor ; F 
. ol « a | a 
foi .. . " 
na- | 
‘ a a PaaS . 
‘icy < | - 6 mo OP ki 
nts a i «oe 
ip- bias hi 
UCC | 
ates 
A 


New Four A’s Chapter Elects 


Cecil R. Conner, of Conner Ad- 
vertising Agency, has been elected 
president of the newly formed 
American Association of Adver- 
tising Agencies chapter in Denver. 
Harold Walter Clark, of Harold 
Walter Clark, Inc., has been named 
vice-president, and Carl G. Sal- 
strand, president of Ball & David- 
son, secretary-treasurer. 


Appoints Joan Wilson 


Joan Wilson, former assistant 
program director of Station 
WQAM, Miami, has been ap- 
pointed executive director of Am- 
erican Public Relations Associates, 
New York. She will succeed Joan 
Hammond, who has been named 
secretary of the organization. 


ADS PULL 


sales promotion job. Write 
for FREE proofs No. 208. 


EVE*CATCHERS, Inc., 10 E. 38 St., N. Y. C. 


Englander, Goodyear 
to Market Airfoam 
Mattresses Jointly 


Cuicaco—Englander Co. is plan- 
ning a combination advertising- 
sales program to accompany the 
introduction of its new line of 
mattresses cushioned with Good- 
year Airfoam rubber. 

The new mattfesses would be 
an addition to the company’s reg- 
ular line of sleep equipment which 
features a red-line, center-tie in- 
nerspring unit, and will be stocked 
by Englander warehouses through- 
out the country, thus reducing the 
necessity for dealers to carry heavy 
inventory—a trend which ap- 
peared to be gaining in importance 
at the furniture market (AA, July 
11). 

The Goodyear-Englander tie-up, 


-| one of the first bedding and rubber 


manufacturer arrangements, will 
result in use of both brand names 
on the Airfoam mattress products. 


Through its agency, the Leo 
Burnett Co., Englander will release 
a national magazine campaign, ac- 
companied by a retail sales train- 
ing program, point-of-sale dis- 
plays, a newspaper mat service and 
trade publication advertising. The 
prices of the new products will be 
“of interest” to retailers, the com- 
pany promises. 


Worthington Names von Zehle 


Worthington Products, Inc., New 
York, newly organized drug firm, 
has named William von Zehle & 
Co., New York, to handle its ad- 
vertising for Sleep-Eeze, a sleep- 
ing pill. Radio and newspapers 
will be used. 


Doremus Elects Murtin V. P. 

Howard J. Murfin, with Dore- 
mus & Co., New York, since 1927, 
has been elected a vice-president 
of the agency. 


Orange Crush Names Gibson 

S. P. Gibson has been appointed 
sales manager of Orange Crush 
Ltd., Toronto. 


SOME OF THE MANY 
OUTSTANDING 
1948 FEDERAL 
DEVELOPMENTS 


Swift Peanut 
Butter 
Coaster Cop 


American Cancer 
Society Lapel Pin 


International Mineral and 
Chemical Corporation 
Accent Package 


Curtiss Mustard 
Service Top 
and Spoon 
— 


Swift 
Cleanser Cover 


Curtiss 
Counter Gum 
Change Tray 


Swift 
Brookfield 


Slicer 
: a}, 


Glaser, 
— = Crandell 
Servaid 


GEORGE EMMERT, 


Federal Premium head, has the 
answer to your sales problem. 


Federal is rendering a complete premium service; 


DESIGNING + STYLING * MODELING * TOOLING 
MANUFACTURING « PACKAGING + MAILING 


Here is an aggressive organization, rapidly mov- 
ing ahead in the premium field. Experience has 
proven that they can design a premium with a 
strong appeal to stimulate both the dealer and 


consumer of your product. 


Place your premium problem in Federal’s 
hands for a prompt and thorough solution. 


FEDERAL TOOL CORP 


3700 WEST PRATT BOULEVARD 
CHICAGO 45, ILLINOIS 


+ Fame ae 


Northerly Island airport, Chicago, has been renamed in honor of 
Merrill C. Meigs, Hearst Corp. v.p., one of the nation’s pioneers in avia- 
tion affairs ... Jane Emily Coutney, daughter of Worth C. Coutney, pub- 
lisher of the Chicago Herald-American, and Mrs. Coutney, was married 
July 9 to Milan F. Jansen... 

Phil Blank, associate art director of Gray & Rogers, Philadelphia, and 
Pat Curry of the agency’s publicity staff are honeymooning . . . Harvey 
Olsen of WDRC, Hartford, is scheduled to return to work Aug. 1, follow- 
ing a long illness . . . Walter B. Haase, WDRC’s gen’l mgr., is vacationing 
in Branford, Conn., on Long Island Sound, for two weeks .. . 

Meredith Publishing Co.’s personnel manager, Phil Starbuck, has been 
elected president of the Des Moines Club of Printing House Craftsmen .. . 

George Lloyd, traffic 
man on Tartan suntan 
lotion at Benton & 
Bowles, New York, who 
should know better, ac- 
quired a painful sun- 
burn several weeks ago 
when he fell asleep in 
the sun without apply- 
ing his favorite balm. . . 
Rita G. Eastman, public 
relations director of 
VanSant, Dugdale & 
Co., Baltimore, has 
been elected for a sec- 
ond term as president 
of the Women’s Adver- 
tising Club of Balti- 
more. .. 

Samuel Meek, vice- 
president and director 
of J. Walter Thompson 
Co., New York, has 
been awarded the 
Navy’s Distinguished 
Public Service Award 
for his “outstanding 
services to the United 
States of America dur- 
ing the past war.” This 
is the highest award 
that the Secretary of 
the Navy may present 
for wartime contribu- 
tions by a civilian. The 
presentation was made by Rear Admiral W.S. DeLany .. 


The second annual exhibit of the Berkshire Art Center, Canaan, N. Y., 
opened on July 2. Edward Gustave Jacobsson, Benton & Bowles art direc- 
tor, is the founder and director of the exhibition . . . The third annual 
“Horatio Alger” awards of the American Schools & Colleges Association 
were presented on July 7 to Vincent Riggio, president of American To- 
bacco Co.; Lee E. Nadeau, president, Nestle-LeMur Co.; Earl William 
(“Madman”) Muntz, president, Muntz TV, Inc.; Dr. Allan B. DuMont, 
DuMont Laboratories, and Anna Marie Rosenberg, labor relations spe- 
cialist ... 


Lee Perry Adams, in the advertising department of Popular Science, 
New York, will wed Helen Halpin of Brooklyn in September . . . The 
Advertising Council, New York, which supports all worth while things, 
evidently thinks romance is pretty sound, too. Mary Hanlon, assistant to 
the public relations director of the council, will marry Gordon Kinney, 
council radio director, on Aug. 6... 


Luis Turner, artist at Hargeaves Advertising, Portland, Ore., may not 
be the best salesman in town, but he’s not bad. He sold a ticket for the 
Democratic picnic Aug. 13 to Orm Binford, of Metropolitan Printing Co., 
who is president of the Oregon Young Republicans .. . 


G. M. Basford Co.’s president, Roger L. Wensley, and his wife have 
left New York for a two months’ holiday in Europe. They will visit 
France, England and Scotland . .. Les Johnson, gen’] mgr. of WHBF and 
WHBF-FM, Rock Island, Ill., is vacationing in Sioux Narrows, Ont., 
where, according to plan, he’s hammering and sawing on improvements 
in his cabin ... On a six-weeks vacation in Europe are George M. Bur- 
bach, gen’l mgr. of KSD, KSD-FM and KSD-TV, St. Louis, and Mrs. 
Burbach . . 


Arthur R. MacDonald, v.p. of MacDonald-Cook ad agency, Chicago, 
not only gave away the bride, but also lost his assistant when Martha 
Elizabeth Tiffenbach was married to the Rev. Henry H. Choquette in 
Grace Episcopal Church, Hinsdale, Ill. The Choquettes will live in Nor- 
ton, Kan.... 


Ogden R. Reid, son of Mrs. Helen Rogers Reid, president of the New 
York Herald Tribune, married Mary Louise Stewart on July 9... 
Ralph Tuchman of the Hollywood office of Broadcasting is honeymooning 
with Fran Harris of Ruthrauff & Ryan... Golf and tennis winners at the 
National Association of Magazine Publishers’ meeting at the Westchester 
Country Club, New York, included Marvin Pierce of McCall Corp., low 
gross; Frank Soule of Conde Nast, low net; Ed Brown of McCall, who 
won the kicker’s prize, and Walter Grueninger of New Republic, tennis 
singles champion. 


Bruce B. Brewer, senior partner of Bruce B. Brewer & Co., Kansas 
City, Mo., has counted 672 visitors since the agency entertained at 
an open house in new offices in the recently constructed Union National 
Bank building. A drawing card was an exhibit of paintings by Arthur 
Kraft, young Kansas City artist, whose one-man show in New York 
received kind words from the critics. . 

The Rotary Club of suburban Wethersfield, Conn., has elected Col. 
Richard Henderson as its 1949-50 president. He’s promotion director of 
the Hartford Times. . . Wesley A. Gilman, executive v.p. of Lewis & 
Gilman, Philadelphia agency, has been elected to serve his fifth con- 
secutive term as president of the Philadelphia Society for Crippled 
Children and Adults. . . 


HIS 25TH—Joseph A. Wagner, advertising manager 

of Scholl Mfg. Co., Chicago, celebrated his silver 

anniversary with the company June 23. He started 

as a traveling salesman, but soon switched to the 
direction of Dr. Scholl promotion. 
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Reo Plans Largest 
Lawn Mower Drive 
tor 1950 Season 


LANSING, Micu.—Sparked by a 
record-breaking lawn mower sales 
volume (May sales were $1,200,- 
000 and not a single mower was 
left in the plant on July 10), Reo 
Motors’ lawn mower division is 
getting set for expanded produc- 
tion of 1950 models and preparing 
its largest promotion to back it 
up. 

In addition to the new models, 
which will be available this sum- 
mer, Reo has instituted a series 
of price reductions, made possible 
by expanded output and produc- 
tion efficiencies. 

The advertising budget, well 
in excess of $100,000, will be used 
for consumer and trade campaigns, 
beginning late this year. Four- 
color pages are scheduled for De- 
cember issues of Country Gentle- 
man, Life, Parade, The Saturday 
Evening Post and This Week Mag- 
azine, and will run through May 
of 1950. All ads are couponed. 

In addition to the consumer 
program, seven trade publications 
in the farm equipment and hard- 
ware fields will be used by Reo. 

Although the company does not 
use cooperative advertising, the 
impressive amount of dealer tie- 
in advertising which ran last sea- 
son has resulted in the issuance 
of a new promotion kit, including 
newspaper mats, radio spot an- 
nouncements, stuffers, a sales 
plan, direct mail programs, win- 
dow and store displays and win- 
dow streamers. 

William Hart Adler, Inc., 
cago, directs the account. 


Chi- 


Chevrolet Appoints Fish 
General Sales Manager 


W. E. Fish has been appointed 
general sales manager of the Chev- 
rolet Motor division of General 
Motors Corp., De- 
troit, succeeding 
H. Keating, 
who has been 
made general 
manager of the 
division. Mr. Fish 
had been assist- 
ant general sales 
manager since 
1944, 

Mr. Fish joined 
Chevrolet in 1931 
as truck and fleet 
representative in 
the Pittsburgh zone. In 1933, he 
was named manager of the na- 
tional truck department and has 
been in the Detroit central office 
ever since. 


W. E. Fish 


Horton Buys Jacobs Division 


Horton Mfg. Co., Fort Wayne, 
Ind., maker of washers, ironers 
and driers, has purchased the home 
laundry equipment division of F. 
L. Jacobs Co., Detroit. Horton will 
move all equipment and inventory 
of the Jacobs division to the Fort 
Wayne plant. 


| Spark up your selling 
message with a new 


visual factor... use 
3-Dimensional Typo- 
Art for that visual lift! 


* We design, set 
type, and supply 
specialized work 
for advertising. 


MANN GRAPHIC ARTS . 


Mount Morris . 


Promotes Warren Young 


Warren Young, sales represent- 
ative in the Boston, Atlanta and 
New York territories, has been 
appointed general sales manager 
of American Paper Goods Co., 
Kensington, Conn. 


Savage Hatchery to Ramsdell 


Savage Hatchery, Doylestown, 
Pa., chick hatchery, has named Lee 
Ramsdell & Co., Philadelphia, to 
handle its advertising. Farm pub- 
lications and direct mail will be 
used. 


Joins ‘Architectural Record’ 

David K. Bortz, formerly with 
Mitchell, McCandless & Klaus, 
Cleveland, has joined the Cleve- 
land advertising office of Archi- 
tectural Record. 


DuMahaut Names Lillis V. P. 


James E. Lillis has been named 
a vice-president of L. J. DuMahaut 
Advertising Agency, Detroit. 


Clay Industry Plans 
$1,000,000 Research 
Over 5-Year Period 


New YorK—Ballots are being 
sent to subscriber members of the 
Structural Clay Products Institute 
for the election of an 18-man re- 
search board of management to 
carry out a $1,000,000 research 
program into the end-use of struc- 
tural clay products. 

W. J. Goodwin Jr., president of 
the institute, said manufacturers in 
the United States and Canada have 
pledged more than $250,000 an- 
nually for a five-year research 
study in brick, tile and clay by- 
products. 

The project was recommended 
to the industry in October, 1948, by 
Arthur D. Little, Inc., industrial 
research company. The recom- 
mendation was accepted by the 


board of the institute, and a sub- 
scription campaign for the neces- 
sary funds has been successfully 
conducted during the first half of 
this year. 


Canadian Ad Managers to Meet 


The 2nd annual convention of 
the Newspaper Advertising Man- 
agers’ Association of Eastern Can- 
ada will be held at the Mount 
Royal Hotel, Montreal, Sept. 29-30. 
Speakers will include Clyde Be- 
dell, author of “Let’s Talk Retail- 
ing”; Morgan Eastman, vice-pres- 
ident of McConnell, Eastman & 
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Co., Toronto, and R. A. Batten, 
president of Rapid Grip & Batten 
Ltd., Toronto. Martin Livingston, 
advertising manager of the Hali- 
fax Herald Ltd., Halifax, N. S., is 
convention chairman. 


You Can Sell PREMIUMS 


T° this 20-Million- “gy ig Market. The 
news; and od- 


papers, sngqectn papers pert 
icals buy over 2 million “dollars worth of circu- 
lation-promotion prizes and fumes a y 
journal—ia YOUR key to this market. Let us tell 
you about i 


; CIRCULATION 
vapor MANAGEMENT 
Manage 53 W. F med 


BRIGGS OUTDOOR | 


. ADVERTISING COMPANY 


CHICAGO | 


a 


igarettes.. 


cribs for 


country club caddies. . 
for Campus Crooners. . 


j rackers, cookies, cakes, cobblers, candy . 
carrying carts for 


cuddly chubby cherubs... 


o> 


~ 


. caloric cereals for chattering children . . 
cologne for calculating coeds. . 
costumes for conga caperers. . 
caffeinless coffee for calming campaigning capitol candidates... 


couples. . 


. corsets for corpulent contortionists . . 
. Canvas canopies for cane carpeted cabanas... 


os 


9 uban cigars. . 
cushion chairs and couches... 
. congenial cruises on cozy crafts . . 
lators for correcting confused cashiers . . 
calesthenic courses ... better buy radio. . 
aa buy WGN! 


. classics for cultured cou 


a 


*Nielsen Radio Index 


Yee, Radia Sells «that’s been proven again and again. Like- 


wise, WGN has proven a result getter for its advertisers...and now ata 
lower cost than ever before. WGN delivered 1,000 homes in 1948 for only 
88 cents as compared with $1.11 in 1946.* That’s a value you can’t afford 
to overlook... that’s why we say--to get the most out of your advertising 
dollar... Better Buy Radio... and for your BEST BUY... 


Getter Guy WGN! 


. €rimson corduroy cardigans 
. coquettish cotton clothing for 
1 curvaceous cuties . . . coops for cackling chickens and 
cheeping chicks. 


. cosmetic camouflage and 


co-op cottages for cooing 


. Correspondence 


. cradles ‘n’ 


. colorful 


pon clippers... 
. calcu- 


. better 


WGN reaches more homes each week than any other Chicago station. 


— 1948 Nie 


Isen Annual Report 


A Clear Channel Station . 
Serving the Middle We est 


MBS 


Wy & 


Chicago 11 


Illinois 
50,000 Watts 


710 Lewis Bidg., 333 SW Oak St.. Portland 4 


AULT 
On Y ea Dial Poh lenm 


Eastern Sales Office: 220 East 42nd Street. New York 17, N.Y. 


West Coast Representatives: Keenan and Eickelberg 
2978 Wilshire Bivd.. Los Angeles 5 «¢ 235 Miontgomervy St.. San Francisco 4 
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Bell Brands Puts 
Cheez Puffs on Sale 


Los ANGELES—Bell Brands Foods 
is now introducing a new product, 
Cheez Puffs, in the southern Cal- 
ifornia area, using newspapers, 
radio and Sunday magazines. The 
product is being sampled by in- 
serting miniature packages of the 
product inside bags of Bell Brand 
potato chips, long the leader of 
the company’s line. Cheez Puffs is 
sold in 10 and 25¢ bags. 

The campaign broke July 1 with 
1,050-line, two-color ads in the 
Los Angeles Examiner and Times, 
Hollywood Citizen-News and six 
other dailies in the area. Three 


“THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1}inois 


more black-and-white insertions 
will be run, one a week, to com- 
plete introduction of the product. 


ws The same ads in smaller size 
will be run in the Times’ Sunday 
Home magazine. During the intro- 
duction period, which will run 
through the middle of August, the 
company’s Monday-through-F ri- 
day new show on Station KNX 
will devote a major share of its 
commercials to the product. 

The sampling procedure em- 
ployed was used previously to in- 
troduce Maizie’s Corn Chips with 
much success. This was attributed 
to purchasers of the potato chips 
being prime “nibble market” pros- 
pects, and the fact that they are 
already sold on Bell Brand items. 

Grocers were notified of the 
new product through trade ads in 
the Commercial Bulletin and 
Southern California Grocers Jour- 
nal and direct mail “birth” an- 
nouncéments. For point of sale, 
large placards with wooden sup- 
ports which fit into grocery store 
racks were distributed. 


Other items in the Bell line in- 
clude peanut butter, Frenchies 
shoestring potatoes, pop corn, pret- 
zels and Calirox cookies. Calirox 
cookies were introduced last month 
after Bell bought a company pro- 
ducing them. McCann-Erickson is 
the agency for Bell Brands. 


Dennis, Greiner Promoted 


Ed Dennis, sales representative 
of Station WHB, Kansas City, 
Mo., has been appointed sales man- 
ager of the station. M. E. Greiner 
Jr. has been named to the newly 
created position of client service 
manager. He will be in charge of 
all commercial copy and will be 
responsible for the development of 
new commercial programs and 
ideas. Mr. Greiner also will con- 
tinue as editor of “Swing.” 


Don Robinson Appointed 


Don Robinson, for the past two 
years production manager of Al- 
bert Jarvis Ltd., Toronto agency, 
has joined Taber Dulmage Feheley 
Advertising Artists and T. D. F. 
Photographic Ltd., Toronto, as pro- 
duction and sales manager. 


"HOSPITAL MANAGEMENT HAS MORE THAN 
TEN READERS IN THIS HOSPITAL’... 


RA 
ELL GENE! 
LowE-— 


Lou ell ~ Ya saachu pelle. 


aL Hospital 


_ 


PAUL J. SPENCER 


Director 


LOWELL GENERAL HOSPITAL 
LOWELL, MASS. 


This Departmental Penetration Means Most 
Effective Buyer-Coverage in Hospitals 


Hospital Management’s phenomenal readership at suc- 
cessive levels of buying influence makes it the number 
one selling implement in the great and growing hospital 
market. And this is not the ordinary type of “pass-along 
readership — it is purposeful penetration, deliberately 
achieved by editorial departmentalization to coincide 
with the departmentalization of the hospitals themselves. 
The publication is so edited as to make it must reading 
for every department head—the buying influences that 
must be reached to do an effective selling job. 


Mi 


100 E. OHIO ST. 


Largest net paid ABC hos- 
pital coverage in the United 
States 


‘ad the magazine to their department heads. 
readership study* this figure has gone up to 88.56%,. 
Here is the most emphatic proof imaginable that our 
editorial departmentalization is giving you the penetra. 
tion you need to do a complete and effective selling job! 
No wonder those who know the market best consider 
Hospital Management a must buy in this field! 


Hospital Management’s penetration is stimulated by su- 
perintendents, welcomed by department heads. Five years 
ago, 75% of superintendents reported that they routed 


In the latest 


Stiijllal + 


aus(ement = 


CHICAGO 11 


Send for your copy of our 
new reader penetration study; 
it is interesting and valuable 


PREFERRED READING AMONG HOSPITAL EXECUTIVES 


Advertising Age, July 18, 194: 


JUNE SALES OF CHAIN STORES 


oS ¥, Gain ————6 months—————_.% Ga 
or Loss or Lo 
1949 1949 
Food Chains 
PC scednics $ Payot 447 $ 62,916,143 + 0.1 $ 380,941,430 §$ 374,770,1254. 2 
National Tea ...... 3,360 20,411,510 + 1.2 125,213,715 123,896,523 +. 1 
aE a, oss, 486 91,303,591 — 6.8 518,833,215 553,700,279 — 6 

Group Total ..... $168,673,293 $174,631,244— 3.4 $1,033,988,360 $1,052,366,927— 1 
Mail Order 
tSears, Roebuck . - a os 531 $203,537,916-— 4.9 $ 878,708,717 $ 935,292,547— 6. 
are 96,291 10,256,398 — 8.4 55,464,701 59,714,202 — 7. 
+Mextgumery Ward 90) mt 010 105,305,279 — 13.9 449,617,817 508,033,386 — 11. 

Group Total ..... $293,684,832 $319,099,593 — 8.0 $1,383,791,235 $1,503,040,135 — 7. 
Drug Chains 
WEN kd os iceas $ 12,981,770 $ 13,202,759— 1.7 $ 77,915,704 $ 77,704,3004 0. 

Group Total ..... $ 12,981,770 $ 13,202,759— 1.7 $ 77,915,704 $ 77,704,3004 0. 
Variety and Miscellaneous 
tAngerman Co. ....$ 715,756 $ 750,735 -— 4.7 § 3,623,984 § 3,541,377 + . 
>Beck, A. S. Shoe... 4,539,549 4,879,703 — 7.0 20,586,093 21,506,208 4. 
Butler Bros. ....... 8,701,162 11,945,164 — 27.2 57,017,500 72,330,353 — 21. 
Consolidated Retail! 

Stores ... 2,172,096 2,473,710 — 12.1 15,919,869 16,207,657 — 1 
*Diana Stores Corp.. 1,240,155 1,128,650 — 9.9 16,200,712 14,138,047 4. 14 
Edison Bros. ...... 6,448,989 6,599,214 — 2.3 37,992,129 899,928 — 
Fishman, M. H..... $51,189 758,149 4. 12.3 3,957, 3,606,144 +. 
1 .. 10,687,933 13,802,423 — 22.5 59,784,120 71,337,673 — 16 
Grant, a ss 425,312 19,314,659 4. 0.6 99,646,359 98,699,494 + 1.0 
+Green, Ma. a |. 7,892,751 — 0.6 36,681,638 36,280,579 +. 1.) 
tinterstate Dept. 

Steres ........-.. 4,760,635 5,466,016 — 12.5 24,041,169 25,811,687 — 6.9 
Mreege, S$. S........ 21,955,297 21,662,257 4. 1.4 125,225,262 123,393,728 1.5 
 . 3 ee 11,797,947 12,534,000 — 5.9 71,975,134 69,751,839 + 3.2 
Lane Bryant, Inc 4,278,069 4,732,212 — 9.6 26,580,237 27,205,078 — 2.3 
SE rates ob 6 >. 11,067,794 11,514,338 — 3.9 51,140,648 49,366,173 4+. 3.6 
BE od sane e's 7,396,848 7,404,569 — 0.1 42,302,727 41,908,303 + 0.9 
tMcLellan Stores ... 3,951,279 4,129,138 — 4.3 19,552,155 19,885,581 — 1.7 
Melville Shoe Corp... 6,890,417 7,608,267 — 9.4 34,671,513 35,788,827 — 3.1 
@Miller-Wohl Co., inc. 2,576,622 2,466,704 4+. 4.4 31,375,821 25,578,214 +. 22.7 
Murphy, G. C....... 11,529,111 10,853,587 +. 6.2 62,494,467 57,563,127 +. 8.5 
Neisner Bros. ...... 4,385,316 4,302,446 + 1.9 24,797,900 23,625,883 +. 4.9 
Newberry, J. J...... 9,799,315 10,407,676 — 5.9 56,934,942 54,447,685 + 4.6 
Penney, J. C....... 71,395,503 72,370,586 — 1.4 376,444,754 362,770,805 4+. 3.8 
Roses 5-10-15 ..... 1,168,236 1,182,540 — 1.2 6,671,038 6,579,529 4+. 1.4 
Shoe Corp. of America 2,972,868 2,976,990 — 0.1 15,953,056 15,351,417 +. 3.9 
tSterchi Bros. ..... ,081,547 1,148,087 — 5.8 4,114,850 5,249,871 — 21.6 
Western Auto ...... 10,371,000 10,976,000 — 5.5 52,769,000 299, = 46 
Woolworth, F. W.... 45,028,627 46,381,022 — 2.9 266,596,915 270,592,301 — 1.5 


Group Total ..... $295,058, 182 
Combined Total. . 


"$307,661,593 — 4.1 $1,645,051.638 $1,644,716,508 —— 
.$770,398,077 $814,595,189 — 5.4 


$4,140,746,937 $4,277,827,870 — 3.2 


tFive month period. {Four month period. @Eleven month period. >Five weeks and 26 weeks. 


Few Auto Dealers 
Ask Nothing Down 


Cuicaco—Although some used 
car dealers here and in other cities 
are now offering their wares for 
$10, $5 or no money down, credit 
terms have not loosened much gen- 
erally since the government’s Reg- 
ulation W expired July 1. 

Few finance companies have 
agreed to make credit terms easier 
than was required by Regulation 
W, although that government re- 
striction was roundly denounced 
by the trade before it ended. Deal- 
ers now are allowed to extend 
somewhat easier terms to custom- 
ers with good credit records. 

Most dealers are insisting that 
new-car deals be liquidated in 24 
months, but they are anxiously 
watching the results of other dealer 
offers of 30 to 36-month credit. 
Prices of used cars have continued 
to drop in recent weeks. It is also 
possible that prices of new cars, 


which bolster the used car prices, 
may be reduced by manufacturers 
next fall if wages in the industry 
stay put. 


Borden TV Spot Drive 
Features Elsie Family 


Borden Co., New York, has 
started a series of 12 spot an- 
nouncements on four New York 
television stations per week for 
Instant coffee, Chocolate drink 
and Lady Borden ice cream. 

The announcements mark the 
television debut of the Elsie fam- 
ily, with the spots featuring mari- 
onettes depicting Elsie, Elmer and 
Beauregard. The puppet films are 
also scheduled on stations in about 
a dozen television cities in addition 
to WNBT, WCBS-TV, WABD and 
WPIX. Young & Rubicam, New 
York, is the agency. 


Fox Joins Chesman Agency 

James R. Fox, formerly with Mc- 
Cann-Erickson as branch manager 
in Puerto Rico and Cuba, has 
joined Nelson Chesman Advertis- 
ing Co., Chattanooga, Tenn. 


sources.. 


SPECIALISTS IN COLOR PROCESS PLATES 


FAITHORN 


CORPORATION 
400 North Rush Street + Chicago 
Telephone WHitehall 4-2300 


| SE} advertising 
uv Vy production...or 


Jigsaw-puzzle advertising production takes countless 
extra hours of a busy executive's time; adds worry and 
frequent disappointment to his load. It's never easy to 

effectively fit together separate pieces from different 
. When you use Faithorn 3-in-] service, you 
| get complete advertising production all in one fine 
piece. You center responsibility for Typesetting, Engrav- 
| ing and Printing. Write—or telephone WHitehall 4-2300. 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


PRINTING 
ALL IN ONE FINE PIECE 
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stop fishin’ Dad 


hi fixed 
Peanut Butter 
4, Sandwiches 


AIR—White space plays a part in the ef- 

fectiveness of this page, which appeared 

in Baltimore newspapers June 30 for 

Schindler's Peanut Products, Baltimore. 

Courtland D. Ferguson, Inc., Washington, 
is the agency. 


Victor Dealers Get 
Help of New Film in 
45 Rpm. Business 


CAMDEN, N, J.—A sales training 
film to help RCA Victor dealers 
learn how to merchandise their 
new 45 rpm. reproduction instru- 
ment and records, has been com- 
pleted by the company’s consumer 
products division. 

The one-reel film, made both in 
black and white and in color, will 
be released to RCA Victor dis- 
tributors in the fall. The release 
will coincide with the launching of 
a new fall 45 rpm. promotion via 
all media. Plans for the latter are 
now being made. 

J. B. Elliott, vice-president in 
charge of the consumer products 
division, has predicted that 2,500,- 
000 of the 45 rpm. instruments will 
be produced by 50 manufacturers 
in this country by the end of this 
year. 


Plastics Handbook Cuts 
Space Rates; Changes Format 


Effective with the 1950 edition, 
the annual “Modern Plastics En- 
cyclopedia and Engineers’ Hand- 
book,” formerly known as “Modern 
Plastics Encyclopedia,” a Breskin 
publication, will reduce its adver- 
tising rates approximately 25%. 
Full-page units of advertising rates 
have been reduced from $390 to 
$300. 

In addition, the annual will 
change the format from two to 
three columns and fractional page 
advertising units from quarter and 
half pages to one-third and two- 
thirds page units. Over-all page 
dimensions of 834x12%” will re- 
main unchanged. 


Joins Byrde, Richard & Pound 


Irv Feldman, formerly account 
executive of Furman-Hanser, has 
joined Byrde, Richard & Pound, 
New York agency, in an executive 
‘apacity. In addition to servicing 
clients, he will act as research di- 
rector and merchandising con- 
sultant in the food, drug and 
chemical fields. 


Names Clark & Rickerd 


Detroit Automotive Products 
Corp. has retained Clark & Rick- 
erd, Detroit, to handle its adver- 
tising. , 


THERE’S NO WASTE 
Every Reader Is 
A Young Man 


Retailers’ Tie-in 


with National Ads 
Boosts Silver Sales 


New YorK—A notable increase 
in retail sales is said to have re- 
sulted from a recent silver sweep- 
stakes contest based on effective 
tie-in by retailers with the 1847 
Rogers Bros. national advertising 
theme, “It’s still the thing to do.” 
Winners of the contest were an- 
nounced last week by International 
Silver Co. 

Savitt, Inc., Hartford, won a 
first prize of $1,847 for retailers 
in cities of more than 100,000 pop- 
ulation; George T. Springer Co., 
Portland, Me., received a similar 
prize for retailers in the 50,000 to 
100,000 population group; and 
Natchez Jewelers, Natchez, Miss., 
was judged best in cities under 
50,000 population. 

Savitt, Inc., conducted its own 
contest in Hartford. Over a two- 
week period it offered prizes total- 
ing $847 for the best completion 


to the phrase, “It’s still the thing 
to own 1847 Rogers Bros. silver- 
plate because...” The contest, 
backed by 70 radio spot announce- 
ments and numerous local news- 
paper ads, is reported to have 
brought in 2,500 entries. 

The wife of the governor of 
Maine poured at a tea and fashion 
show arranged by the George T. 
Springer Co. Natchez Jewelers ran 
a series of newspaper ads that at- 
tracted customers and increased 
store traffic. 

The panel of judges included P. 
M. Fahrendorf, president of Jew- 
elers’ Circular-Keystone; George 
Engelhard, publisher of the Na- 
tional Jeweler; Robert B. Frier, 
editor of Pacific Goldsmith, and 
George Morrison, advertising man- 
ager of International Silver Co. 


Beitel Joins Eicor 


Wayne C. Beitel, formerly with 
Webster-Chicago Corp., has joined 
Eicor, Inc., Chicago, manufacturer 
of specialized motors and elec- 
tronic equipment, as sales man- 
ager of the tape recorder division. 


Realtor Names Fairfax R&R Appoints Freeland 


Pease & Elliman, New York, has Fred Freeland has been named 
appointed H. W. Fairfax Advertis-| television director of Ruthrauff & 
ing Agency, New York, to service| Ryan, Chicago, succeeding Fran 
its account. Newspapers and direct | Harris, who has been transferred 
mail will be used. to the agency’s Hollywood office. 


STUDIOS, INC. 


Me 


AMERICA’S LARGEST ART AND PHOTOGRAPHY STUDIOS 


MOTION 
PICTURES 


-esWhen Your Brand Has the Support 
of Organized Independent Grocers 


Even the most skillfully executed advertising and merchandising campaign is doomed unless 


the wholehearted cooperation of the retail outlets through which the product is sold is 
solidly behind it. 
The ‘‘know-how’’ and means to assure this necessary adjunct are now available through 


organized independent grocery stores—now and in the future the mainstay of many nation- 
ally advertised brands. 


The American Family Magazine offers a con- 
tinuing program for your brand promotion— 
and the more than 10,000 independent grocery- 
store owners from coast to coast who sell the 
magazine are promoting nationally advertised 


brands first, last, and always. 


Since The American Family Magazine is sold 
at the check-out counter—the point of mass- 
purchase of advertised products distributed 
through independent grocers—a more ideal pub- 
lication as a means of merchandising food and 
many other types of products could scarcely be 


imagined. 


PUT YOUR BRANDS IN FRIENDLY HANDS 


The 


CHICAGO 4: 53 W. Jackson Bivd. ° 


e 


MUS UMH 


THE NATIONAL MAGAZINE 


NEW YORK 5: 76 Beaver St. ° 


OF FAMILY LIFE 


WEST COAST: Henry & Simpson 
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‘Town Meeting’ Goes Abroad 


American Broadcasting Co.’s co- 
operative program “America’s 
Town Meeting” will visit 14 for- 
eign capitals this summer. In each 
city two Americans and two na- 
tives of the country visited will 
comprise the platform speakers. 
The audiences will participate on 
the programs in question and ans- 
wer periods with interpreters 
translating into English whenever 
necessary. London was the first 
stop on July 12. The program is 
heard at 8:30 p.m. on Tuesdays. 


Canada Cement Ups Grant 


G. A. Grant has been promoted 
from assistant general sales man- 
ager to general sales manager of 
Canada Cement Co., Montreal. 


OPTIVISE! 


GET readers to see what-when-as you 
want them to see. Boost ad impact 
with new layout formula: art plus eye- 
science, Airmail your ad plan headaches to 


AD SCRIBE, NORTH CANTON (6), OHIO 
Ac te creative service at sensible fees for 
cost-wise advertisers. Write Ad Scribe SOON. 


Merrill Lynch 
Tells Story of 


Publicist Braun 


Got ‘WE the People’ 
on New Policy Start, 
Investment House Says 


New YorkK—The July issue of 
“WE the People,” published by and 
for the people of Merrill Lynch, 
Pierce, Fenner & Beane, gives con- 
siderable credit to Theodore O. 
Braun for the progress of the 
world’s largest investment house. 

Braun & Co., management and 
publie relations counsel, officiated 
at the marriage, a decade ago, of 
the firms of Merrill Lynch, E. A. 
Pierce & Co. and Fenner & Beane. 

From headquarters in Los Ange- 
les and 13 other offices throughout 


WH E 'F i's the 


Ba” RADIO'BUY 110 


~ Rock Island, Moline, £. Moline, Ill. 


231,000 
Metropolitan Population 


. «+ Reaches More Radio 
Homes at a Lower Cost! 


A quick glance at the chart below 
shows why WHBF deserves /irst con- 
sideration in the Quad-Cities. When it 
comes to sales impact, WHBF is by far 
the best buy . . 
Hooper. 
with its local competition, and you will 
see why WHBF deserves a placement 
on any schedule. 


Davenport, lowa” 


as confirmed by 
Compare the cost on WHBF 


COST PER 1,000 RADIO HOMES IN THE QUAD-CITIES * 


5 cna ‘ l1-minute 
t 
Morning, Mon. thru Fri. Mie - ett 
Aa ae Se Sea ee $2.10 
i i. ar VEE Coe 4.66 
ig ES Pee, ees 7.98 
Afternoon, Mon. thru Fri 
, 3a ee fF ” RP Seaeaee Saar $2.82 
ie ei OR ee 3.53 
AND War 6 os 4 wstans SA fon 7.58 
Evening, Mon. thru Fri. 
. eee $13.06::..... . $3.27 
ie 9 ESAS 3.01 
he ee oe 19.08. . 5.74 


*Cost per 1000 radio homes listening 


to the three full-time stations in the 


Quad-Cities is based on the Hooper Station Listening Index for March- 
April, 1949. Rates are based on the 1l-time quarter-hour and one-minute 
rate as published in Standard Rate and Data. 
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Affiiate of Rock island Argus 
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SOME OF ‘THE PEOPLE’—Ted Braun (center) discusses management and public 
relations policies with Winthrop H. Smith (right), managing partner of Merrill 


Lynch, Pierce, Fenner & Beane, and O. D. (Doc) Campell, “WE the People” 


count executive with Braun & Co. 


the country, Ted Braun and asso- 
ciates have continued to work for 
MLPF&B, and such other clients 
as the Giannini Bank of America, 
F. W. Woolworth Co., Safeway 
Stores, North American Aviation, 
and several western chain store 
associations. 


a Charles E. Merrill, head of “WE 
the Peoplé” (as Wall Streeters long 
have referred to MLPF&B), 
doubted whether “merging several 
firms with individual problems” 
would not “create one firm with 
no problems at all.” 

The financial district was in the 
doldrums. 

Mr. Merrill, Winthrop H. Smith, 
managing partner, and Ted Braun, 
“WE the People” reports, sat to- 
gether one autumn afternoon in 
1939, in the conference room of 
Merrill Lynch & Co. on the 54th 
floor of 40 Wall St., discussing the 
merger idea. 

Ted Braun is a tall, thin, ener- 
getic individual. He listens a lot 
before he speaks. Finally he spoke: 

“Let’s stop theorizing about 
what a merger could do. Let’s 
find out what it would do.” 


w The first step was to undertake 
public opinion surveys. A year-old 
Elmo Roper survey of what people 
thought of the Stock Exchange was 
dug out, and read. Then Braun 
himself proceeded to question 
every customer of Merrill Lynch’s 
Los Angeles office on his opinions 
of Wall Street policies and prac- 
tices. 

- Then the 54th floor of 40 Wall 
was turned into temporary head- 
quarters of Braun & Co. Into it 
went not only results of surveys 
but ideas, opinions and objections 
of Merrill Lynchers throughout 
the country. 

Among other things it was found 
that only 30% of people wanted to 
invest in stocks and corporation 
bonds. Most preferred real estate, 
government bonds and annuities. 

In fact 22% were found to have 
no idea of what the Stock Ex- 
change did—and many even 
thought it had something to do 
with livestock. 


ws The facts were black but chal- 
lenging, “WE the People” says. 
Merrill was convinced that “there’s 
still opportunity in this business 
for an honest broker to do a public 
service and make a good living 
besides.” And the present firm was 
born. 

But Braun had only started re- 
searching. For many months on the 
fourth floor on the Pine Street 
side of the building he held inter- 
views in a canvased-off section, 
inviting almost everyone in the 
place into his “tent.” 

Out of all this came new de- 
finitions of authority of MLPF&B’s 
organization chart. “The tent busi- 
ness,” Braun recalls, “was simply 
to convert a federation into a 
firm.” 


ws He told the company’s account 
executives: “Always be around 
and available, but don’t push your- 
selves. Our job is to sell the client, 
not ourselves. Constantly study the 
firm’s figures (MLPF&B has prob- 


ably the largest research depart- 
ment of any investment firm) and 
general situation. When you come 
up with any good ideas on your 
own, drop them on the client’s 
desk and get out. If he wants to 
discuss them further he will tell 
you so.” 

One Braun advertising maxim: 
“It is not enough to do a good 
job: You have to call attention 
to it.” For several years “WE the 
People” has been a consistent ad- 
vertiser in newspapers. It has em- 
ployed various media and last 
winter had a fling at television. 

The Braun executive today on 
the MLPF&B account in New York 
is O. D. (Doc) Campbell. He 
works with all executives of the 
company, but especially with the 
heads of press relations, adver- 
tising, sales promotion and pub- 
lications. 


ws Ted Braun got his research start 
at 20 as a cab driver in Los Ange- 
les. He devised a chart system 
whereby he could tell where a 
market for an empty cab was. 
The cab company made him a 
foreman. 

Sick companies started looking 
to him for diagnosis and cure. He 
found himself helping milling com- 
panies, a resort hotel with a spring 
water bottling business. 

In 1932 Braun & Co. was born. 
Four years later Lord & Thomas 
called him in for help in defeating 
a California tax which might have 
put all the chains there out of 
business. 

Braun’s efforts are said to have 
been largely responsible for chang- 
ing public opinion from 61% in 
favor to 53% against the tax. 

At 47 Ted Braun is busier than 
ever, ferreting out facts. 


Pacific Outdoor Ups Mills 


Nelson Mills, executive vice- 
president and general manager, 
has been elected president of Pa- 
cific Outdoor Advertising Co., Los 
Angeles. He succeeds Hal W. 
Brown, who continues as chair- 
man of the board. 


Greenfield Agency Formed 
Greenfield Advertising Co. has 

been established at 175 North St., 

Buffalo, by Marion Greenfield. 


Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 12-13. National Association 
of Magazine Publishers, 30th an- 
nual meeting, Essex and Sussex, 
Spring Lake Beach, N. J. 

Sept. 17-18. Seventh district, 
Advertising Federation of Ameri- 
ca, Baton Rouge, La. 

Sept. 17-20. Mail Advertising 
Service Association International 
convention, Congress Hotel, Chi- 
cago. 

Sept. 18-20. Tenth district, Ad- 
vertising Federation of America, 
Biltmore Hotel, Oklahoma City, 
Oxla. 

Sept. 18-20. New York State 
Publishers Association, annual 
meeting, White Face Inn, Lake 
Placid, N. Y. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Sept. 29-30. Newspaper Adver- 
tising Managers’ Association of 
Eastern Canada, second annual 
convention, Mount Royal Hotel, 
Montreal. 

Sept. 30. Sixth district, Adver- 
tising Federation of America, Ra- 
cine, Wis. 

Sept. 30-Oct. 2. Inter-City Con- 
ference of Women’s Advertising 
Clubs, Cleveland. 

Oct. 10-11. Boston Conference 
on Distribution, Hotel Statler, Bos- 
ton. 

Oct. 10-12. Association of Na- 
tional Advertisers, annual meeting, 
Waldorf-Astoria, New York. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 18-19. Agricultural Publish- 
ers Association, annual meeting, 
Chicago Athletic Association, Chi- 
cago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual 
convention, Edgewater Beach Ho- 


tel, Chicago. 
Oct. 20-21. Audit Bureau of 
Circulations, annual meeting, 


Drake Hotel, Chicago. 

Nov. 4. Fifth district, Advertis- 
ing Federation of America, Indian- 
apolis. 

Nov. 11-13. Southwestern Asso- 
ciation of Advertising Agencies, 
Tulsa Hotel, Tulsa, Okla. 

Nov. 13-17. Printing Industry of 
America, 63rd annual convention, 
Biltmore Hotel, Los Angeles. 

Nov. 29-Dec. 2. Outdoor Adver- 
tising Association of America, 54th 
annual convention, Hotel Book- 
Cadillac, Detroit. 


‘Novedades’ Names Wandless 


H. J. Wandless Co., New York, 
has been appointed exclusive 
United States representative of 
Novedades, daily newspaper in 
Managua, Nicaragua. 


REASON WHY 


People in Kansas and adjoining states 


depend on farming for a living. That's 


why we've been programmed to their 


needs for 25 years. And it's why they 


buy WIBW-advertised goods. 


WIBY 
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‘Bee’ Newspapers 
Issue Third Annual 
Consumer Analysis 


SACRAMENTO, CAL.—The Mc- 
Clatchy Newspapers have issued 
the third annual Consumer Analy- 
sis of the Sacramento, Modesto 
and Fresno markets, covering 
buying habits and brand prefer- 
ences in the metropolitan areas 
of the three cities. 

Data on the popularity of brands 
and the number of families who 
use each product in the three 
cities are presented for the years 
1947, 1948 and 1949, and thus are 
comparable to the standings of 
brands in 11 other markets where 
such newspaper surveys are made. 

As in the past, actual question- 
naire mailings were made in their 
respective markets by the Sacra- 
mento Bee, Modesto Bee and Fres- 
no Bee. Three mailings were sent 
in each market at approximately 
ten-day intervals, with total re- 
turns averaging above 60%. 

Consumers were asked to name 
the stores in which they did most 
of their grocery shopping. In Sac- 
ramento, the percentage favor- 
ing national chains has increased 
from 19.1% in 1947 to 24.9% in 
1949. Local chains increased in 
popularity from 23.7% to 25.2% 
between °47 and °49. Mentions of 
other stores declined from 63% to 
51.5% in the same period. 


a In metropolitan Fresno, local 
chains (three stores or more) 
showed the greatest increase in 
popularity, rising from 21.6% to 
27.2% in the three-year period. 
National chains attracted the 
major portion of grocery dollars 
from 24.1% in 1947 and from 
23.9% of the families in 1949, 
while “other stores” dropped from 
60.6% in ’47 to 50.6% in 1949. 

In Modesto, where the term 
“local chains” includes five indi- 
vidually operated supermarkets, 
the local chain stores declined 
from 50% in 1947 to 29.2% in ’49. 
National chains increased from 
20.5% to 29.3% in the same period 
and “other stores” declined from 
55.9% in ’47 to 42.2% in ’49. Fig- 
ures for individual years add up 
to more than 100%, since some 
families named several stores. 

The report also shows that the 
percentage of families shopping 
in chain drug stores declined in 
Sacramento and Modesto and in- 
creased in Fresno, and it indicates 
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the percentage of families in each 
income class whose feminine 
members patronized beauty shops 


in each of the three years. 


In addition to the information 
on store and brand preferences, 
the McClatchy Newspapers can 
supply, upon request, the store 
distribution each brand has in 
terms of the total grocery volume. 

The McClatchy Newspapers are 
represented nationally by O’Mara 
& Ormsbee, Inc. 


To Conley, Baltzer, Pettler 


Cottage Baking Co., Hayward, 
Cal., and North Bay Brewing Co., 
Santa Rosa, Cal., have appointed 
Conley, Baltzer, Pettler & Steward, 
San Francisco. Newspapers, out- 
door posters and trade publica- 
tions will be used by both. 


Cabot Names Four V. P.s 

Peter Black, Russell Hunt, John 
M. Lord and James I. Summers 
have been named vice-presidents 
of Harold Cabot & Co., Boston. All 
are account executives of the 
agency. 


a 


Sebel Names Marcia Norcross 


Marcia Norcross, formerly as- 
sistant promotion director of Na- 
tional Mallinson Fabrics Corp., 
has been appointed assistant to 
Robert Gould, publicity director 
of Sebel Products, Inc., New York, 
manufacturer of Mobo action toys. 


Hagan Appoints Hopwood 
William W. Hopwood has been 
named vice-president of Hagan 
Corp., Pittsburgh, combustion and 
chemical engineering firm, and its 


subsidiaries, Calgon, Inc., Hall 
cc Inc., and Buromin 
Oo. 


Butler Appoints Lovick 

Charles A. Butler Ltd., Notting- 
ham, England, women’s wear firm, 
has appointed James Lovick & Co., 
Montreal, to handle its Canadian 
advertising. 


Case Agency Moves Oftice 


Roger T. Case Associates, Long 
Beach, Cal., has moved its. office 


to 530 W. Fourth St., Long Beach | 


12. 


CLINCH SALES 
with AUTOMATIC 


FILM SLIDES 


3 2” x 2” color slides are magnified 
upon the large ADmatic cabinet screen. 


ADMATIC automatically exhibits every six ’sec- 
onds sharp, clear pictures or copy messages even 
under bright over-head lights. Fool-proof, long 
life, sensibly priced. A “Natural” for point-of-sale 
promotion. Synchronized sound attachment at 


nominal added cost. 


ADMATIC PROJECTOR COMPANY 
111 West Jackson Blvd., Chicago 4, Ill. 
ADMATIC OF CANADA, 69 York St., Toronto : 


Write for complete 
details and price. 


ooo 


TO WIN YOUR SALES RACE IN INDIANAPOLIS 


Your sprint for the top of that Indianapolis sales curve has endurance 
and drive behind it when you use The Star and The News, 
with their combined 358,769 daily circulation. 


Together, they cover a big, multi-million market of “‘spend-thrifty” 


Hoosiers. Separately, their completely independent editorial 
make-up keeps readers “believers in both.” 


Now, the unequaled market services of both papers are 
yours ... for better advertising and selling. 


KELLY-SMITH COMPANY « NATIONAL REPRESENTATIVES 
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Catalogs Sins of the 
Ad Buyers, Practitioners 

To the Editor: Your interesting 
editorial captioned, “Are Admen 
Selling Advertising Short?” de- 
finitely points the finger at some 
basic sore spots in the advertising 
field today. The question you raise, 
and the answers you give, ‘tend 
largely to oversimplify the matter. 

Operating a special agency serv- 
ing the Negro market, plus 12 
years’ sales and advertising ex- 
perience with two leading Negro 
newspapers, together with a sales 


‘sand merchandising background 


with General Electric Co. and 
Wilson Whiskey Co., leads me to 
believe that I might carry your 
argument even further regarding 
some aspects leading to the situ- 
ation you described so well in your 
June 20 issue. 

It seems to me that some, or 
all, of the following points are 
largely responsible for the present 
“crisis” in advertising and selling: 

1. General lack of confidence by 
too many producers of goods or 
' services in the effectiveness of the 
tool itself... 

2. Far too many agency folk fear 
venturing from the norm in any 
attempt to reach or penetrate 
“new” markets, or take into ac- 
count the wide variations in mar- 
kets—preferring to view the U.S. 
market “nationally” as one—sim- 
plifying as it does, their campaign 


This department is a reader’s forum. Letters are welcome. 


planning, production and related 
services. 

3. The iftcursion into advertis- 
ing of people who believe this bus- 
iness of advertising and selling is 
one glorious adventure on Super 
Chiefs in true Huckster style... 

4. Too frequent use of limited 
(pilot) research studies upon 
which major decisions and/or con- 
clusions were to be reached. 

5. Widespread reticence or iner- 
tia, to use media which, because 
they lacked high line costs, had 
low gross agency income, but 
would support a client’s product 
substantially due to special mar- 
ket appeal of the product itself. 

6. Disinclination of agencies or 
advertisers, or both, to use certain 
kinds of media in order to main- 
tain a rather dubious product 
“prestige.” 

7. Unwillingness upon the part 
of many agency people to recom- 
mend, or consider, or accept media 
and market considerations which 
are unfamiliar to them, while at 
the same time “killing off” the 
idea if it does not reach the client 
through it, the advertising agency. 

As regards manufacturers, 
especially those who flowered dur- 
ing the war, they are a special 
breed of cat themselves. For ex- 


ample: 
a. The new producer who struck 
pay-dirt during the lush war 


years, but lacks faith in advertis- 
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ing and is completely without pos- 
session of any advertising or mer- 
chandising know-how, yet refuses 
to be advised by those who do. 

b. The advertiser who, with an 
inadequate budget, tries to cover 
the market on a broad national 
scale. This type frequently lacks 
product distribution, sales force 
or other aids, but, if, after two or 
three small ad insertions hasn’t 
“knocked the market over,” claims 
advertising does not pay off. 

c. The half-century old com- 
panies which still feel that the way 
they did it “way back when” is 
good enough... 

d. The “new” managements of 
companies who, in their haste to 
squeeze profits (or income), for- 
get the old adage of “giving the 
cow grass ‘before you can start 
milking her.” With these people, 
advertising is a luxury. 

e. The managements who dissi- 
pate their ad dollars on every con- 
ceivable gimmick, charging it to 
sales and advertising, but spend- 
ing precious little for the real Mc- 
Coy in actual practice... 

So, it is perhaps reasonable to 
suppose that even in advertising 
there is, or will be, a shake-out. 
It’s due, and should in any event, 
be for the better. Then we might 
again see in practice the old es- 
sentials learned at school and in 
the field of linking marketing, ad- 
vertising and research, each serv- 
ing its basic function and getting 
the care and attention they so 
properly deserve. 

Davin J. SULLIVAN, 


Marketing, Advertising, Re- 
search, New York. 
see 


Sees Travel Ad‘s Pewter 
As Symbol of British Scene 


To the Editor: Any criticism of 
another man’s creative product de- 
serves a bit of comment from an 
ally of the condemned. 

Your Creative Man’s Corner of 
June 27 fired its analytical salvos 
at the advertisement of the Brit- 
ish Travel Association which I 
have considered the best thing to 
come out of England since the Pil- 
grims took leave. Possibly I am 
much too romantic a guy for this 
age of reason but somehow the 
pewter mug has a lot more appeal 
for me than a whole barrel full 
of sites steeped in history. Not- 
withstanding three semesters of 
Shakespeare, I feel no urge to 
wander about Stratford on Avon. 
And I would want little more of 
| Buckingham Palace than a glimpse 

from a passing tram. 
It is dangerous to second-guess 
,an idea man but I would imagine 
that the fellow in question used 
the pewter mug to symbolize the 
pea soup fogs, fish and chips and 
ale, Piccadilly Circus and trams, 
and the old inns and towns which 
you mentioned. All of these are 
part of the provocative British 
atmosphere of today which is 
plenty for any traveler unless he 
happens to be an especially zealous 
professor of sophomore history. I 
| like a vacation that paves the way 
|for memories and you must admit 
that a pewter mug is much more 
of a memory maker than a chip 
from the Tower of London. Looks 
better on the mantel, too. 

Perhaps I’m going too far afield 
but I would venture to compare 
the pewter mug as an invitation 
to Britain with a Stork Club ash 
tray as an invitation to the United 
|States. Much better than listing, 
in double column, of all of the 
places one might visit and all of 
the features that are attractive on 
the island. I'll rate the agency, the 
account executive, and the copy 
writer with an “A” for atmos- 
phere, and that is a rather basic 


qualification in a travel ad. 
W. J. Catrow, 
Assistant Manager, Press Re- 
lations, Koppers Co., Pitts- 
burgh. 
aes 


‘93 Travel Guide Carries 
the Pears Soap ‘Punch’ Ad 


To the Editor: Somehow I over- 
looked your issue of June 13 until 
just the other night, and was much 
interested in the Pears soap story, 
especially the illustration of the 
ad based on the Punch cartoon of 
the dirty tramp. 

My interest in this is due to the 
fact that I have a copy of the 
original advertisement. The car- 
toon ran in Punch on April 26, 
1884, and the advertisement as re- 
produced is dated and marked: 
“By permission of the Proprietors 
of ‘Punch.’” 

This advertisement ran on the 
back cover of a book entitled: 
“About Holland, A Practical Guide 
for Visitors” (Price One Shilling). 
The author was Greville E. Mathe- 
son and the publisher, Simpkin, 
Marshall, Hamilton, Kent & Co., 
Limited, Paternoster Row, London. 
The date of publication was 1893. 

I picked the book up in a sec- 
ond-hand store five years ago for 
10¢. Its flyleaf is inscribed D. R. 
Rema, Burlington, Ia., and also 
The Hague, July 20, 1895, prob- 
ably the date and place of pur- 
chase...It is not a first edition 
but it is an interesting addition to 
my collection of old books, some 
of which are well over 100 years 
old. 

C. Harry Nims, 
Evanston, II. 


‘Creative Selling’ Ideas 
to Bolster Clients’ Morale 

To the Editor: May we have 
your permission to reproduce the 
editorial entitled, “The Efficiency 
of Sales Forces,” which appeared 
in ADVERTISING AGE of June 27? 

We would like to make use of 
this reproduction as one piece in 
our own local advertising, with 
credit to ADVERTISING AGE and to 
Mr. Buchen. 

We find that the great majority 
of sales managers and salesmen 
have little concept today that sell- 
ing can be created. The tendency 
seems very powerful to believe 
that sales cannot be made unless 
the purchaser already wishes to 
buy. In the event of even a semi- 
severe economic slump, that at- 
titude makes things worse than 
they need be. Perhaps by quoting 
your editorial, we can do a little 
to help correct that attitude among 
at least a few of our clients and 
prospective clients. May we have 
your permission to reproduce it? 

L. C. BROWNSON, 
The Brownson Co., Minneap- 
olis. 

ase 68 


Wooed by PR Men, Snubbed 
by Admen: ‘Kiwanis’ Problem 
To the Editor: There are two 
kinds of people chasing us. One 
kind wants to catch us, and the 
other chases us away. This poses 
a paradox which some kind reader 
of AA may be able to explain. 
Ours is a service club publica- 
tion for members who are, by by- 
laws provision, top-flight business 
and professional men. The maga- 
zine is not the old “house organ” 
type but of a more general nature 
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appealing to the class of men com- 
prising our readership. The claim 
that our readers are the leaders 
in business and community life 
is documented and beyond re- 
proach. 

Now here’s the paradox. Pub- 
lic relations men in all sorts of 
agencies, trade associations, busi- 
ness and industrial firms love us 
like Romeo loved Juliet. The ad- 
vertising fraternity, on the other 
hand, with but rare exceptions, re- 
fuses to recognize our existence. 
We are not alone in this—all ser- 
vice club publications are victims 
of the same scourge. 

Almost daily we are wooed by 
the public relations departments of 
agencies and advertisers whose 
advertising departments give our 
representatives the icy treatment 
on every call. While the PR boys 
feed us releases and full-length 
articles complete with dinner and 
entertainment, advertising staffs 
treat us as though we were peddl- 
ing short courses in the contrac- 
tion of leprosy. While public rela- 
tions departments court us and 
tell us our readers are “America’s 
thought leaders,” advertising de- 
partments write us off as “join- 
ers,” “knife-and-fork clubs,” and 
“two-bit Babbitts.” One group begs 
us to run their handouts on as- 
sorted wares, causes, and cures so 
the important gents in America’s 
communities can read their stuff, 
while the other crowd claims our 
reader-interest is lower than the 
subway. 

Because of the nature of our 
organization and its records, we 
know who our members are, where 
they are, and how good their buy- 
ing power is. Apparently the PR 
boys have discovered the facts, 
too. 

We have a lot of fun with the 
situation, largely at the expense 
of the public relations crowd, as 
it challenges us to convince ad- 
vertisers and their agencies that 
our readers are as important to 
ther as they are to public rela- 
tions men and their clients. 

We are surprised that public 
relations and advertising men, 
often in the same firm or agency, 
haven’t compared notes. 

Ray MILLARD, 
The Kiwanis Magazine, Chi- 
cago. 


Color Is Wonderful, But— 


To the Editor: With regard to 
your writer’s caption over the let- 
ter of my old home-towner George 
D. Gaw (Voice of the Advertiser 
July 4 issue)—neither of whom I 
care to even start an argument 
with—perhaps a campaign towards 
the production of Cadillac cars at 
Ford prices might be in order. 

There always were, and probably 
always will be people with a cham- 
pagne appetite but only a beer 
income. Is it George D.’s idea, and 
that of some in my own industry, 
to give ’em beer with the state- 
ment: “It’s champagne, damn you, 
and you'll like it!” I’ve heard that 
shipwrecked persons often chew 
up their shoes and make believe 
it’s tenderloin—but boy! what a 
battle they all put up to be res- 
cued. 

Not half enough color is being 
used today, but even so, too much 
is being used to “keep up with the 
Joneses” and by people who could 
not possibly give you a clean-cut 
answer to “What is color?” Purple 


LAKE SHORE 


ELECTROTYPE Co. 
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trees, pink elephants, red grass, 
black oranges, blue office build- 
ings, green horses—all color—and 
such use of color will certainly get 
attention. But I expect the atten- 
tion a waiter would get this even- 
ing if he plunked down in front 
of you a brilliant Persian orange 
filet mignon, would be mostly to 
said waiter’s rear end. 

I will not challenge George D.’s 
statement that he can get full color 
printing from ordinary halftone 
plates, but faithful reproduction in 
full color from ordinary black and 
white halftones is something I 
would like to see. We, too, will 
gladly demonstrate what we mean 
by faithful reproduction. Just ask 
us for a copy of “Orchids or Eggs.”’ 

Rocer F. Ows.Ley, 


President, Arandell Litho 
Corp., Milwaukee. 
aan 


Clippings Escape; Wants 
AA Data in Booklet Form 


To the Editor: I did my best to 
save tear sheets covering all of 
your articles concerning methods 
used in selecting an advertising 
agency and the subsequent series 
covering the agency viewpoint. 

Unfortunately, several of these 
seem to have escaped me and I 
will appreciate it very much if 
you will either send me tear sheets 
cover.ng the missing articles or 
complete copies of ADVERTISING 
AGE for those dates. The articles 
I have are the ones that appeared 
on March 21, March 28, April 4, 
April 11, April 18, April 25, and 
May 16. 

Why not reprint both series in 
booklet form, together with the 
compilation of agency billings that 
appeared in your Feb. 21 issue? 
You might also include the ex- 
penditures of magazine and radio 
network advertisers as carried by 
you on March 21 and the result 
would be a compact, complete and 
valuable volume that almost every 
major agency and advertiser would 
be tickled to death to have. 

R. G. DRown JR., 
Vice-President, Wembley, Inc., 
New Orleans. 

AA’s booklet, “How to Pick an 
Advertising Agency,” containing 
the two series of articles on 
agency-client relationships, is 
available at 75¢. 


Appliance-Selling Editorial 
Used for Dealer Mailing 

To the Editor: Our client, the 
Rocky Mountain Electrical League, 
would like to quote your editorial, 
“Fanny Doesn’t Sell Here Any 
More,” which appeared in the May 
23 issue of ADVERTISING AGE, in a 
letter they are preparing for mail- 
ing to electrical dealers in~ the 
Rocky Mountain region. 

May we have your permission to 
quote this editorial, giving proper 
credit to ADVERTISING AGE? 

C. G. HENDERSON, 

Arthur G. Rippey & Co., Den- 

ver. 


Adds One for the Book 

To the Editor: Here’s one for 
the book. 

The Werking Press is the name 
of a printing establishment in 
Anderson, Ind. 

Ray HOWARD, 

R. B. Howard & Associates, 

Columbus, O. 


CBS Appoints Chester 

Edmund Chester, former direc- 
tor of news, special events and 
sports for CBS-TV, has been ap- 
pointed director of news for the 
network for both radio and tele- 
vision. The appointment followed 
the integration of radio and tele- 
vision public affairs broadcasts 
under direction of Davidson Tay- 
lor, CBS vice-president and di- 
rector of public affairs. 


Klee Resigns Biow Post 

Louise Klee has resigned as 
newspaper space buyer of Biow 
Co., San Francisco. 


Video Influences 
Current Toy Trends 


New YorK—Because of the num- 
ber of children’s programs on tele- 
vision that use puppets, cowboy 
equipment and sound effects, there 
is a growing interest in toys of the 
type. 

This was reported by manufac- 
turers’ representatives at the an- 
nual toy preview of the Toy Guid- 
ance Council, held here last week. 
Nearly 500 playthings made by 
300 companies were exhibited, 
most of them to go on retail 
counters for the first time next 
fall. 

Melvin Freud, president of the 
Toy Guidance Council, which 
sponsors the exhibit, predicted that 
Christmas sales this year will be 
comparable with the peak season 
of 1948. He attributed this to three 
factors: increased birth rate since 
the beginning of the war; more 
intelligent approach on the part 
of modern parents in evaluating 


play equipment for their young- 
sters, and somewhat lower prices. 
Quality in design, materials and 
production has also increased, he 
said. 

Scale models of cars, trucks and 
farm machinery are more realis- 
tic, and the use of dry-cell bat- 
teries for their operation, in many 
instances by remote control, has 
become quite general. Magnets 
play an important part this year 
in new products. There are mag- 
netic educational toys, magnetic 
dart boards, and a magnetic air- 
field with which small craft can 
be whirled into the air, landed 
and rolled into hangers by means 
of one instrument panel. 


Joins San Jule & Stofle 

Hal’ Dunleavy has joined San 
Jule & Stofle, San Francisco, ad- 
vertising and public relations firm. 
He was formerly assistant to the 
director of the western region of 
Federal Public Housing Authority. 
San Jule & Stofle has moved to 
9g quarters at 604 Montgomery 

t. 


Joins State U. of lowa 


Professor John V. Lund, of the 
University of California, has been 
named head of the advertising se- 
quence in the college of commerce 
and the school of journalism at 
the State University of Iowa. He 
succeeds Professor Philip W. Bur- 
ton, who has taken a position in 
the school of journalism at Syra- 
cuse University, Syracuse, N. Y. 
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Golden Leaves WPAT 


David T. Golden, for the past 
six years publicity, promotion and 
special events director of WPAT, 
Paterson, N. J., has resigned. 


Pilla Joins WCOP 


Edmund Pilla, formerly with 
WEEI, Boston, has joined the sales 
staff of WCOP, Boston. 


paper merchant to show you samples of Ariel Cover. Note well its brilliance, 
folding strength and superb printability. See for yourself Ariel’s wide range 
of colors, weights and finishes. Contrast this obvious quality with modest 
price. No wonder Ariel Cover gives complete satisfaction—every 


The Champion Paper and Fibre Company, 


THERE’S A 


KROMEKOTE 


For excellent reproduction with 
catalog covers, post cards and 
inserts, or for packaging and 
labeling quality products, 


cast coated stock is ideal. 


Mills at Hamilton, Ohio; Canton, North Carolina and Houston, Texas. 
District sales offices: New York e 
Cincinnati ¢ Atlanta ¢ Dallas © San Francisco 


Detroit © St. Louis © 


CHAMPION PAPER 
SATIN REFOLD ENAMEL 
Meets every requirement for 
quality publication and adver- 
tising printing—thanks fo top- 


grade e | coating, folding 
strength and its receptivity to ink. 


this 


Hamilton, 


Oe eee 


i ails 
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Chicago 7 


FOR 
WEDGWOOD OFFSET 
Superior in color, finish, and 
printability, this paper is un- 


excelled for fine lithography. It 
is available in a wide variety of 
weights, sizes and special finishes. 


wrap, 


WHATEVER YOUR PAPER PROBLEM .. . 


ts a Challenge to Champion [ 


Philadelphia ; 


Champion's specialties 
coffee bag, drawing papers, gift 
end leaf, food container 
stock, red patch stock, stencil 
board and pattern board. 


EVERY PRINTING NEED 


SPECIALTY PAPERS 


include 
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Richfield Spends 
$300,000 to Launch 
Rust-Proof Gas 


Los AnceLtes—Richfield Oil 
Corp. is spending an extra $300,- 
000 this summer in a special cam- 
paign to tell motorists about the 
harmful effects of rust to gaso- 
line tanks, and to launch its new 
Richfield Rust-Proof gasoline. 

Ads point out that rust in gaso- 
line tanks reduces car performance 
and increases repair and replace- 
ment costs. Copy says Richfield’s 
new gasoline contains “Sinclair 
RD-119, a sensational new com- 
pound that stops rust and cor- 
rosion in your car’s gasoline tanks, 
gasoline lines, fuel pump, car- 
buretor and intake manifold.” 

The ingredient is said to differ 
from other rust inhibitors in that 
it will stay in the gasoline until 
the gasoline is used up, whereas 
others require frequent replenish- 
ment. 


es Two hundred sixty-five daily 
and weekly newspapers will carry 
a series of five ads, two-color 
where possible. Outdoor posters, 
the “Richfield Reporter” radio 
show and television are being 
used. Trying TV for the first time, 
Richfield is sponsoring a “Panto- 
mime Quiz” and a news show in 
Los Angeles and one-minute spots 
in Los Angeles, San Francisco, San 
Diego and Seattle. 

Richfield dealers are also using 
a demonstration kit to show cus- 
tomers how metal can get rusty in 
48 hours in ordinary gasoline with 


+ moisture added. 


Hixson & Jorgensen here is 
Richfield’s agency. 


Uses Liquidating Catalog 


Newell-Emmett Co. has prepared 
a new, self-liquidating camera 
catalog for Graflex, Inc. Distrib- 
uted through 3,500 camera stores 
and advertising, the catalog, which 
sells for 15¢, makes generous use 
of color, and 70% of its content is 
devoted to articles by photo- 
graphers on how to make photo- 
graphs. 


Chemical Division Set Up 


Reynolds Metals Co., Louisville, 
has established a chemical division 
to handle its line of specialties 
used by the chemical industry. I. 
P. Macauley, Reynolds vice-presi- 
dent, will head the new division, 
with headquarters at 19 E. 47th 
St., New York. 


“Fact f % 
and 
inter- 
pretation 
in a readable 
balance.” 
—The Atlantic Monthly ff 


Magazines 
United States 


By JAMES PLAYSTED WOOD 


A vivid and penetrating study of 
the role of magazines in American 
social and economic life. Highlight- 
ing the significant episodes of 200 
years of magazine activity in this 
country, here is the only compre- 
hensive one-volume presentation of 
the subject, and a veritable Who’s 
who of the magazine world in the 
making. 

*% “An ideal book for a reader who would 
like to understand this force without 


involving himself in a major research 
project.”"—AP Newsfeatures 


*% “Interesting material, intelligently ar- 
ranged . .. a convenient a informative 
survey of a fascinating field of social 


history .’’—frank Mott in the New 
York Times 
$4oo 


THE RONALD PRESS COMPANY 
15 East 26th Street, New York 10 


Two Appoint Mann Agency 
George Hine Products Co., Santa 
Monica, Cal., national distributor 
of Harnell spun glass fishing rod 
blanks and kits, and Triad Trans- 
former Mfg. Co., Los Angeles, have 
placed their advertising with Mann 
Advertising Co., Los Angeles. 


Starts Copywriting Service 

Sylvia Brown, formerly with 
William H. Weintraub & Co., has 
established her own fashion copy- 
writing service at 20 E. 49th St., 
New York. 


Appoints Walsh Agency 
Walsh Advertising Co., Mont- 
real, has been named to handle 
the advertising of Reprint Society 
of Canada Ltd., book publisher. 
Metropolitan dailies, direct mail 
and point-of-sale material will be 


Appoints Rumrill Agency 
John Wiley Jones Co., Caledonia, 
N. Y., maker of Sunny Sol bleach, 
crystals and chlorine, has placed 
its advertising with Charles L. 
Rumrill & Co., Rochester, N. Y. 


Edward Hart Retires 

Edward H. Hart, export sales 
manager of Stanley Works, New 
Britain, Conn., hardware manu- 
facturer, has retired and Gerald 
M. Coholan has been appointed 
as his successor. 


Grant Advances Clark 

Sanford S. Clark has been ap- 
pointed vice-president and account 
group chief of the international 
division of Grant Advertising, 
New York. Mr. Clark joined the 
Grant agency in 1946. 
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Henderson Names Knollin 

Knollin Advertising Agency, 
San Francisco, has been appointed 
by Henderson Furnace & Mfg. Co., 
Sebastopol, Cal., to direct its trade 
publication and direct mail adver- 
tising. 


Names Thompson and Cahley 

W. K. Thompson has been named 
sales manager of Canadian Wm. 
A. Rogers Ltd., Toronto, division 
of Oneida Ltd., Niagara Falls, Ont. 
E. J. Cahley has been appointed 
assistant sales manager. 
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’.Oz. Lucky U 
3eer Introduced 


DENVER—Tivoli-Union Brewing 
‘‘o. has introduced a new beer, 
uucky U Brand, in six western 
tates. The product is packaged in 

seven-ounce bottle retailing at 
0¢. 

Full-page space is being used 
\veekly in 21 newspapers in Colo- 
,ado, Arizona, Kansas, New Mex- 
i:0, Nebraska and Utah. Weekly 


radio shows will be used over 
Stations KLZ and KMYR here, 
and English and Spanish-language 
spots will be aired on Station 
KGGM, Albuquerque; KTRC, San- 
ta Fe, and stations in other New 
Mexico cities. 

Outdoor posters are being used 
throughout Colorado, and various 
dealer aids have been distributed. 
The campaign is handled by Curt 
Freiberger & Co. 

J. H. Waldner, former chief ex- 
perimental engineer with Kaiser- 


Frazer Corp., has been appointed 
executive vice-president and sales 
manager of Tivoli. 


Red Cross Names Bowman 


Mare Bowman, who has han- 
dled public relations for the Red 
Cross blood bank, Portland, Ore., 
and -previously was promotion 
manager for Station KOIN, has 
been named director of public in- 
formation for the Multnomah 
County chapter of the American 
Red Cross, succeeding Kay Lar- 
son, resigned. 


Joins Liller, Neal & Battle 


John K. Ottley Jr., formerly 
advertising director of the Atlanta 
Constitution and Atlanta Journal, 
has been named an account execu- 
tive of Liller, Neal & Battle, At- 
lanta. 


Wilde to Pittsburgh Agency 

Betty C. Wilde, formerly stylist 
and copy executive of Badger, 
Browning & Parcher, Boston 
agency, has joined the copy staff 
of Ketchum, MacLeod & Grove, 
Pittsburgh. 


Take a long, careful look at the Pulse of Boston*...study it month by month, 
year after year... and you get a true, undistorted picture of WEEI leadership. 
Day and night throughout the peak listening season—Fall through Spring - 
“Columbia’s friendly voice in Boston” leads all other Boston stations in 

share of audience, top-rated programs and quarter-hour wins. Want a close-up 
on how you can enlarge your sales in Boston? See WEEI or Radio Sales. « 


*® January 1947-April 1949 


g 
neets the eye 


Layout Handbook 
Has Usable Models 


New YorK—Barney Abrams of 
Rapid Grip & Batten Ltd., Mont- 
real, has written “The Techniques 
of Fashion Layout,” in which he 
points out that good layouts come 
from observation, trial-and-error, 
and from feeling rather than from 
studying theory. He has therefore 
devoted most of his book to illu- 
strations which deal with balance, 
emphasis and the association of 
ideas, from which a beginner may 
develop his individual style and 
an experienced artist may obtain 
fresh ideas. 

Among the techniques of lay- 
out with which a beginner is ad- 
vised to familiarize himself are: 
Simple illustrations, study of the 
copy for a lead, art work that 
doesn’t sublimate the sales mes- 
sage, a knowledge of the rudiments 
of typography and revision of ad- 
vertisements already published to 
gain experience. 

The book, published by Harper 
& Bros. at $6, also offers a section 
of photographic layout. 


Forms Merchandising Service 


H. Vaughan Black, formerly 
manager of advertising and public 
relations for Dyke Associates, Inc., 
has formed Building Products 
Merchandising Service, with head- 
quarters in Little Rock, Ark. The 
service will be syndicated to mer- 
chants of building products 
throughout the United States. One 
of the copyrighted features will 
be “Certified Building Products,” 
which will become the trademark 
of the local dealer. 


Tums Airs New Show 

Tums, Inc., began sponsor- 
ship of a new comedy program, 
“Me and Janie,” on 151 NBC sta- 
tions Tuesday, July 12, 5:30 p.m., 
PT. Dancer-Fitzgerald-Sample is 
the agency. 


. . 
KEEP YOUR 
BLOOD PRESSURE 
—DOWNE 


Call us “Doctor” and 
tell us your troubles—but in all 
seriousness, STATISTICAL has the 
remedy to calm down blood pressure 
built up by the pressure of 
business. It may be the need for 
marketing research tabulations that 
causes the trouble. Or your depart- 
ment may be too short-handed to 
handle your calculating or typing 
needs. Or maybe just a need for 
temporary office help. Relax . . . 
because all needs like these are 
right down our alley. Call our 
nearest office today and get the 
soothing details. 


TABULATING + CALCULATING + TYPING 
MARKETING RESEARCH TABULATIONS 


(in your office or ours) 


L 
sTATI sSTICA 
TABULATING COMPANY 


M. R. Notaro, President 


53 W. Jackson Bivd., Chicago 4, Ill. HA 7- 2700 
50 Broadway, New York 4, N.Y. WH 3-8383 
Arcade Building, St. Lovis 1, Mo. CH-5284 
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Expenditures 
in Newspapers 
Told by BofA 


(Continued from Page 1) 
circulation of 43,244,000—or 88.3% 
of total U. S. weekday and 93.4% 
of total U. S. Sunday circulation. 
Media Records’ measurements of 
218 newspapers in 104 cities were 
supplemented by data reported di- 
rectly to the BofA by 690 other 
newspapers. Weekend “newspaper 
magazine” sections are included. 

More than half of newspapers’ 
$389,000,000 national advertising 
total was provided by three major 
classifications: Groceries, with 
$103,568,000; automotive, $59,296,- 
000, and alcoholic beverages, $34,- 
006,000. 


ws Other major groups in order 
were toilet requisites, $23,563,000; 
housing equipment and supplies, 
$19,913,000; transportation, $19,- 
156,000; medical, $18,896,000; to- 
bacco, $16,302,000; publications, 
$14,844,000; radio and television, 
$14,401,000; industrial, $9,651,000; 
wearing apparel, $8,681,000; hotels 
and resorts, $7,990,000, and public 
utilities, $7,192,000. 

Agriculture was $5,123,000. Other 
classifications ranged in order from 
insurance, $3,339,000, through con- 
fections, jewelry and silverware, 
sporting goods, and educational, 
down to professional and service, 
$318,000. 

Miscellaneous totaled $14,793,- 
000. 

Newspapers’ national advertis- 
ing—and the figures do not include 
cooperative advertising by manu- 


facturers with their distributors 
and dealers, placed at local rates 
—increased exactly 130.7% from 
the total of $168,735,000 in 1939 to 
$389,261,000 in 1948. 


es All 22 major classifications 
spent more money in newspapers 
in this period, with 12 expanding 
more and ten less than the 130.7%. 

Largest gains were made by 
radio and television, 683.1%; in- 
dustrial, 588.9%, and wearing ap- 
parel, 459.3%. Other sharp in- 
creases were made by agriculture, 
381.9%; professional and service, 
374.6%; jewelry and silverware, 
355.4%; household equipment and 
supplies, 259.8%, and confections, 
213.5%. 

Although groceries expanded 
182.7%, such major classifications 
as automotive (including gasoline 
and oil), expanded only 101.3%, 
alcoholic beverages, 81.4%, and 
toilet requisites, 116.2%. 

On the other hand, “miscellane- 
ous” grew in the ten-year period 
from $1,586,000 to $14,793,000, or 
832.7%. 

Smallest gains were reported for 
tobacco, 2.5%, and public utilities, 
7.4%. But all the other major 
classifications, starting upward 
with medical at 58%, were sub- 
stantially ahead. 


ws Seven of the top ten national 
advertisers in newspapers in 1948 
also were in the top ten in 1939. 
General Motors led in both years, 
but the standings of all the others 
changed. Procter & Gamble moved 
‘rom fifth in newspapers in 1939 
to second in 1948; Colgate-Palmol- 
ive-Peet from tenth to third; Lever 
Brothers from seventh to fourth; 
Ford Motor from sixth to fifth; 
Schenley from eighth to sixth. 
General Foods, which had been 
19th in 1939, was seventh in 19468, 


and Distillers Corp.-Seagram’s 
climbed from 16th to eighth. Rey- 
nolds Tobacco dropped from second 
in 1939 to ninth in 1948, but Gen- 
eral Electric rose from 25th to 
10th. 

Liggett & Myers, third in 1939, 
dropped to 27th last year; Chrysler 
from fourth to 17th, and National 
Distillers from ninth to 11th. 


ws Although 46 of the top 100 na- 
tional newspaper advertisers in 
1939 spent less in this medium in 
1948, only nine of the 100 leaders 
in 1948 spent less than they did in 
1939. 

The 46 newspaper leaders of 
1939 that reduced in this medium 
over the ten-year period included 
five tobacco, ten automotive, seven 
grocery, two soft drink, three pub- 
lishing, eight drugs and cosmetics, 
six railroads, two utilities, and 
Eastman Kodak, Prudential Insur- 
ance, and Lamont, Corliss, which 
promotes both foods and drugs. 

Tobacco advertisers for whom 
smaller newspaper expenditures 
were reported in 1948 than for 
1939 were Bayuk, General and 
G.H.P? cigars, Liggett & Myers 
and Reynolds. Automotive adver- 
tisers reducing were Chrysler, 
Studebaker, Firestone and NasH- 
Kelvinator, the Standard Oil com- 
panies of California, Indiana and 
Ohio, and Conoco, Gulf and Tydol. 


a Grocery companies that reduced 
expenditures in this medium were 
Beeeh-Nut, Corn Products, Cream 
of Wheat, Florida Citrus Com- 
mission, National Biscuit, Ralston 
Purina, and the Tea Bureau—the 
last of which discontinued prac- 
tically all advertising efforts. 
Others reducing were: Drugs 
and cosmetics: Block Drug, Bris- 
tol-Myers, Carter Products, Emer- 
son Drug, Johnson & Johnson, Mc- 


Kesson & Robbins, Plough Chemi- 
cal, Vick Chemical. 

Soft drinks: Coca-Cola 
Pepsi-Cola. 

Publishing: Chicago Tribune, 
Curtis Publishing and William H. 
Wise & Co. 

Railroads: Burlington, Chicago 
& North Western, New York Cen- 
tral, Pennsylvania, Santa Fe and 
Southern Pacific. 

Utilities: Consolidated Edison of 
New York, and New York Tele- 
phone. 


and 


a These reductions, however, were 
more than overcome by increases 
among other “old” advertisers and 
arrival or expansion of “new” 
newspaper leaders. 

The 100 top national newspaper 
advertisers in 1948 included such 
newer advertisers as Kaiser-Fra- 
zer, Admiral Corp, U. S. Army and 
Air Force, War Assets Administra- 
tion, Gold Seal Wax, and Life In- 
surance Companies, as well as 
such older advertisers, not in- 
cluded in the bureau’s data for 
1939, as Liebmann Breweries and 
Sunshine Biscuits. 

Also, among the 100 leaders last 
year, 42 had more than trebled 
their newspaper expenditures of 
1939. This group included Armour, 
Cudahy and Swift, meat packers; 
Best Foods, California Fruit Grow- 
ers, General Foods, General Mills, 
Gerber Products, Knox Gelatine, 
Libby, Nestle, Quaker Oats, Pills- 
bury and Wesson Oil—and that 
widely diversified food, drug and 


home-product advertiser, Amer- 
ican Home. 
The “treblers’” also included 


such appliance and radio-television 
advertisers as Avco (Crosley, etc.), 
Bendix, General Electric, Philco, 
RCA, Westinghouse and Zenith; 
American, Eastern, Pan American, 
TWA and United Airlines; Union 
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Pacific Railroad; Packard ar 
Willys-Overland; Standard Oil | 
New Jersey; Goodyear; Phil p 
Morris cigarets; Walter J. Blac <. 
Inc., Crowell-Collier, Doubled: 

and Time, Inc., publishers; Pu - 
licker and Seagram, distillers; Cc - 
gate-Palmolive-Peet, Lady Esth« 

Purex, and William R. Warner, an | 
Glidden and Sherwin-Williams. 


w In fact, several in this group- 
among them Philip Morris, Pill: 
bury, American Home, Zenit), 
Glidden, Sherwin-Williams an‘ 
William R. Warner—boosted new: - 
paper expenditures more than te - 
fold in this period. 

However, a list of 100 leading 
national advertisers in newspapers, 
general and farm magazines and 
network radio time puts magazines 
first, with 47 of the 100, followed 
by network radio, first with 2), 
and newspapers, first with 24. 

Procter & Gamble, which ranked 
first among all advertisers in the 
three-media totals for 1948, spent 
$18,199,384 of its three-media to- 
tal of $31,620,501 in network radio 
General Motors, second in total 
placed in newspapers $15,282,575 
of its $26,553,014 in the three 
media. 


ws Among others in the _ three- 
media top ten, General Foods, 
third; Sterling Drug, seventh, and 
Reynolds Tobacco and General! 
Mills, ninth and tenth, made net- 
work radio their first medium. 

In addition to General Motors, 
newspapers led with such former 
leading radio advertisers as Lever 
Brothers and Colgate-Palmolive- 
Peet, fourth and fifth in totals, 
and with Ford Motor, eighth. 
Among the top ten in total, maga- 
zines led only with General Elec- 
tric, sixth. 


Advertisers’ Expenditures in Newspapers, 1948 


The data presented here are copyright, 1949, by the Bureau of Adver- 
tising, American Newspaper Publishers Association, and presented 
here by permission. Included are all national advertisers (except in 
the financial and hotel and resort classifications) which are calculated 
to have invested $25,000 or more during 1948 in the 908 daily (includ- 
ing Sunday) newspapers included in the Bureau’s study. These 908 


ABBOTT'S DAIRIES, INC. ........ $29,598 
Se OD Seo ic acccutneae 5,557 
Abbott's Ice Cream ............. 10,541 
Abbott’s Products .............. 3,478 
Jane Logan Ice Cream ........... 10,022 

ACME BREWERIES 
i i ion tee veneece cee os 110,716 

ADAM HAT STORES, INC. ........ 75,869 

ADLER CO. 

CS vovcccseescuess 29,709 
: Ge cccncecvcéoen nee 1,086,970 

EE eT er 546,601 

Admiral Radio & Television ........ 258,885 

Admiral Refrigerator ............ 31,490 

Admiral Television .............. 249,994 
ALABAMA POWER CO. ............ 32,398 
ALD INC. 

Laundromat Service ............. 90,736 
ALLES & FISHER INC. ......... 29,002 

Se SPE ocnccecescenes 27,575 

Be GE aude hk ncescccocussee 1,427 
ALLIED ARTISTS PRODUCTIONS 

Riatiets PiRNES wccccccesscvecce 25,816 
ALLIED FOOD INDUSTRIES INC. 

Holiday Macaroon Mix .......... 46,391 
ALLIS-CHALMERS MFG. CO. ...... 25,579 
ALUMINUM CO. OF AMERICA .... 79,517 

Alcoa Steamship Co. Inc. ........ 16,653 

OT TTP TTT 62,864 
AMERICAN AIRLINES INC. ........ 1,179,250 

American Airlines ..........+55- 1,170,738 

American Overseas Airlines ...... 8,512 
AMERICAN BAKERIES CO. 

PTT TTT TTT EL 101,412 
AMERICAN BREWING CO. 

Genel Geer & AMD ..ncccsccccees 93,677 
AMERICAN BROADCASTING CO. 25,027 
AMERICAN BUSLINES INC. ...... 68,059 
AMERICAN CHICLE CO. .......... 93,247 

Adams Chewing Gum ............ $8,152 

PT, Scie eeeeceeeveasdeoes 3,439 

Dentyne Chewing Gum .......... 150 

 ticcteccebaa vs seat 1,506 
AMERICAN CRANBERRY EXCHANGE 

Eatmor Cranberries ...........- 42,479 
AMERICAN DAIRY ASSN. ........ 140,761 
AMERICAN DISTILLING CO. INC. .. 55,046 

Burton's 51 Whiskey ............ 20,254 

Good Old Guckenheimer .......... 29,523 

Stillbrook Whiskey .............. 3,224 

DT acedbecedacenenueesens 2,045 
AMERICAN ELECTRICAL HEATER CO. 

American Beauty Electric Iron .... 40,459 
AMERICAN EXPORT LINES INC. 

Steamship Transport ............ 118,948 
AMERICAN EXPRESS CO. 

a 251,261 
AMERICAN FAT SALVAGE 

NEUE sw ocececescoccccce 387,392 


AMERICAN FEDERATION OF LABOR 
AMERICAN FRIGID DOUGH INC. 


35,074 


_, ££ ” Rae eae 35,063 
AMERICAN FRUIT GROWERS INC. .. 46,343 
Blue Goose Frozen Foods ........ 34,829 
Blue Goose Fruits & Vegetables .... 1,357 


Blue Goose Oranges 10,157 
AMERICAN HOME PRODUCTS CORP. 1,875,246 


Pn  stotwhacksdadceeaeeenex 42,674 
American Home Foods Products 1,239 
a re 41,645 
DET vnchvcavesweukess ben oes 92,838 
Boyle-Midway Inc. Products ...... 36,884 
i CE cee cteu ek kao eee 79,687 
Chef Boy-ar-dee Spaghetti Dinner .. 159,931 
Chef Boy-ar-dee Spaghetti and 
Se EE chaSeAbeudce sees we 2,992 
Clapp’s Baby Foods ............ 387,251 
herr 160,208 
Duff's Gingerbread Mix ......... 45,781 
Duff's Hot Roll Mixes .......... 111,533 
i ff 2 re 204,831 
yf fre rc 2,897 
re ee GD nccnceceeksseas 10,252 
TURE. shtececervssedevessees 9,925 
Frey's Pin Worm Remedy ........ 1,681 
G. Washington Instant Coffee .... 123,973 
DE sha cedetessi ence cteeseeune 2,870 
| 2 eer eee 37,193 
Kolynos Dentifrices ............ 119,555 
a x6seaebedadeedecesseunsen 29,634 
Old English Wax Products ........ 151,685 
DD -suncawesyes 4e00s6 er «e 5,118 
PE WEED cucovecsevnesces 5,540 
A re ee ee ee 745 
 diaekeskuwedwekea $0 4,452 
DE. TE kde ceedceccescenee 2,232 
AMERICAN IRON & STEEL 
DY ictevseekasdined>'s 365,216 
AMERICAN MAIZE PRODUCTS CO. . 47,078 
Amazo Instant Dessert .......... 32,885 
RD GD oc vccccvesvevvveces 13,135 
err 710 
CE EE nc ccakseceivxnest 348 
AMERICAN MEAT INSTITUTE ...... 352,310 
AMERICAN MOLASSES CO. ........ 26,312 
American Molasses .............. 508 
Grandma's Fruit Syrup .......... 152 
Grandma's Molasses .............. 25,652 
co re 72,983 
Pe Mn aehaedcé¢attcenessn cee 51,225 
nt Oh Me sis¢eechuare® 21.758 
AMERICAN POP CORN CO. 
Jollytime Pop Corn ........ 29,093 
AMERICAN PRESIDENT LINES 
Steamship Transport ............ 72,135 
AMERICAN SAFETY RAZOR CORP. .. 242,142 
Gem Razors & Blades .......... 107,156 
Star Razors & Blades .......... 134,986 


AMERICAN SUGAR REFINING CO. .. 131,553 
Pe ae ee 107,793 
Franklin Cane Sugar ............ 1,942 
ee ee Se sp vavoweuseuyes 20,621 
RES ee 1,197 

AMERICAN TELEPHONE & 

EE: . kewecs eserves 361,023 
Bell Telephone System .......... 302,127 
Western Electric Hearing Aid 58,031 
Western Electric Products ....... 865 

AMERICAN TOBACCO CO. ........ 2,108,266 
Lucky Strike Cigarets .......... 2,106,911 
SD MD os ne adit ea roe F 1,355 

AMERICAN ZIONIST EMERGENC 
ry eee 50,230 

AMERICANS FOR HAGANAH INC. .. 30,596 

AMITY LEATHER PRODUCTS CO. 
Re re 41,124 

ANCHOR HOCKING GLASS CORP. .. 34,150 
Fire King Dinnerware ............ 14,150 
Fire King Ovenglass ............ 20,000 

"GS a 43,307 
Anco Clear Flex Wiper Blade ...... 7,518 
Anco Rain Master Wiper Blade .... 35,228 
EE oa CUE Sg ewe 66-09 bi 561 

ANDREA RADIO CORP. 

EE Pe eee 35,744 

ANHEUSER-BUSCH INC. ......... 387,411 
Anheuser-Busch Syrup .......... 2,154 
DT Gisectein nds ens te ead 3,197 
re Mee. ou dpediveds ods ces 4,385 
vecens a eeseeenad 375,988 
PE CE sstcdencaevenenees 858 
er TOP cecccctrseccess $29 

ANTHRACITE INSTITUTE .......... 414,958 

APPALACHIAN ELECTRIC 

EE ME nobis Bn on 4 baa * 30,284 

APPLETON CENTURY CROFTS INC. 

0 eer ee ee 30,558 

ARAKELIAN INC., K. ..........-- 32,240 
i, Ce venss oe bnes eau es 796 
Mission Bell Wines ...... ..... 31,444 

GE HEED. pe ccesererecvesce 45,058 
SE NEED cocckvetvecescses 40,842 
LAE er 4,216 

ARKANSAS RICE GROWERS ASSN. 
ME ciccennnnes ee ede os 72,816 

ceckainicn se veeeke nd 1,472,593 
Armour Canned Meat ............- 2.809 
dg eer 5,134 
Armour’s Chop Suey ............ 1,191 
i CE ccs codecs esen 560 
Armour’s Frankfurters .......... 9,575 
Armour’s Mayflower Margarine .. 48,801 
Armour’s Mince Meat ............- 363 
Armour’s Pork Sausage .........- 2,538 
Armeer’s Glar Lard ..cccccscccs 68,985 
Armour Star Meat Products ...... 324,703 
Armour Velvetgreen Plant Food .... 33,513 


Armour Soap Works ............ 1,299 
Chiffon Soap Flakes ............ 419,502 
 § 3. ree 18,246 
ere 165,761 
fe oe 368,304 
BY i tet eon t aaa kuwe 1,309 
ARNOLD BAKERS INC. .......... 86,489 
Arnold Brick Oven Bread ........ 5,975 
Co | ee 79,717 


i MEY 650 oe cube lien cae 797 
ARTISTIC FOUNDATIONS INC. .... 343,625 
... 2. ee ee errr 950 
0 ae ere ree 19,801 
EE ee ee 322,874 
ATCHISON, TOPEKA & SANTA FE 
iE AE er 404,703 
ATLANTIC COAST LINE RAILROAD . 168,197 
ATLANTIC MUTUAL INSURANCE CO. 29,613 
ATLANTIC REFINING CO. ........ 129,505 
ATLANTIS SALES CORP. .......... 202,252 
French's Instant Potato .......... 195,074 
Good Luck Pie Crust Mix ........ 1,324 
SY - stvesckcusemiarhhder estas 5,854 
ATLAS BREWING CO. ............ 66,351 
ee PE ND cv avers cecers 328 
Pe EE EY nv icesecccecess 66,023 
AUDEL PUBLISHERS 
PE SeMGtes bes gledscadaabessé 29,733 
AUSTIN MOTOR CO. LTD. 
ee 120.105 
ES IS Seldéicovesbece 720,689 
RamereeeN TUGNOME 2c ccc ccc cece 901 
MY bo cdné nc ceeseees 16,271 
Crosley Frestmatior .......0000% 17,424 
he ee 309,199 
Crosley Refrigerator ............ 179,941 
2, jaye er 21,930 
GCrestey TVelOwistem 2... cc cccccccss 125,265 
I I ac vin ex sae eHeee 49,758 
AVILITE INC. 
, itecates dd eesna bas 26,526 
B. B. PEN CO. INC. 
even ch eawcwws 79,925 
i ¢ Seer ree 183,475 
i re 247,217 
chi ep bs wh even aware 85,275 
A 161,942 
BABEE-TENDA CORP. 
Babee Tenda Safety Chair ........ 29,419 
BACARDI IMPORTS INC. 
OS 38,278 
BALL BROS. CO. 
i ee Ce vette eh eed om $2,821 
CR ee 104,093 
BALLANTINE & SONS, P. 
Ballantine Beer & Ale ............ 642,200 
BALLARD & BALLARD CO. ........ 180,574 
Ballard Pancake Flour .......... 1,532 
Se GD GEE acdcecsccesave 1,442 


newspapers account for 88.3% of the total U. S. weekday newspaper 
circulation and 93.4% of the total U. S. Sunday circulation. The ex- 
penditures of advertisers using a substantially larger number of news- 
papers are, as the Bureau points out, understated. Advertising in The 
American Weekly, Parade, This Week Magazine and other publica- 
tions distributed with newspapers is included in these figures. 


A BS er eee 31,210 

RE ME a aii vedo o0u% od ace 10,700 

Ballard Hot Roll Mix ....... 7,260 

Ballard Ovenready Biscuits ........ 122,980 

Ballard Pie Crust Mix ............ 983 

EE eet be wk reba a chet 4,457 
BALTIMORE & OHIO RAILROAD ... 200,337 
BANKERS LIFE CO. 

ee 54,936 
BARBARA ANN BAKING CO. 

rere Gee BONE. cccccccccecss 28,529 
BARRON’S NATIONAL BUSINESS & 

FINANCIAL WEEKLY .......... 31,106 
PO MENU UU sec ccsecccccss 92,090 

Dyanshine Shoe Polish ........ 85,18 

fh OR rrr eer 5,825 

Shoe Polishes & Products ........ 1,078 
eve GEMM BUG cvessccccves 141,98 

Te See 1,342 

LS 140,643 
A 223,01 
BEAR BRAND HOSIERY CO. ...... 57,80 
BEATRICE FOODS CO. .......... 61,63 

La Choy Chinese Dinner .......... 4,40 

La Choy Food Products .......... 19,51 

3 fF Serre 1,04 

Meadow Gold Bufter ............ 87 

Meadow Gold Ice Cream .......... 36 

Meadow Gold Egg Nog .......... 7 

Meadow Gold Milk .............. 9,22 

Meadow Gold Products .......... 25,65 

Ore. 3 
BEECH-NUT PACKING CO. ...... 542.6 

SE cagasecencvcen 125,3 

Beech-Nut Products ............ 29,2: 

Beech-Nut Strained Foods ........ 188,0' 1 
BELL & CO. 

NN WA ala shia desta oid o'a¥.0% 124,90 
BELTONE HEARING AID CO. ...... 117,15 
BENDIX AVIATION CORP. 

PE MN siteWaebbodececse 98, 3« 
BENDIX HOME APPLIANCES INC. .. 979,0 

rer pe 24,5¢ 

Bendix Home Laundry .......... 775,3 

PE eee 8,7 

Re 98,7! 

Se in vided yee cenke 716 
BEN HUR PRODUCTS INC. ........ 51,5¢5 

All Breeds Dog Food ............ 1 

ee Te, S. ncdacacdsdsace ve 28,22 

Ben Hur Food Products .......... 7,02 

Golden West Coffee ............5. 15,71 

GE ciswondan cee ttdeene a J. 
BENJAMIN & JOHNES INC. 

Foundations & Brassieres ........ 62,51 
BEN MONT PAPER INC. 

Ben Mont Draperies ............ 56,782 
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31,210 
10,700 
7,260 
122,980 
983 
4,467 
200,337 


54,936 
28,529 


31,106 


Advertising Age, July 18, 1949 


National Newspaper Advertising: 1948 
By Classifications and Sub-Classifications 


AGREED Fa beneecocsaness $ 5,123,000 A $ 9,651,000 
A COHOLIC BEVERAGES . . Total $ 34,006,000 EE Saco hdd >. ce an ed $ 3,339,000 

Gas 6 BORE 0. Fétbe dacccve 13,313,000 

+ i epee nantes 1.856.000 JEWELRY & SILVERWARE..... $ 1,612,000 

GE Ba bs dane hence «+ 18,837,000 ee $ 18,896,000 
CO $ 1,258,000 MISCELLANEOUS ............. $ 14,793,000 
a he. ada teeereerees Total $ aay PROFESSIONAL & SERVICE.....$ 318,000 

Gasolines & Oils............. 7.870.000 PUBLICATIONS ......... Total $ 14,844,000 

Parts & Accessories.......... 1,250,000 Book Publishers ............. 9,154,000 

Passenger Cars (New)... 32,707,000 I Fe ile a a et 4,366,000 

Tires & Tubes.......... 1,670,000 Pr 6s ceseesekacbade 1,324,000 

bnew hn Neg eh cobeecios sencies PUBLIC UTILITIES ........... $ 7,192,000 

Miscellaneous Automotive ..... ’ 

CONFECTIONS 0.2.0.2. 00, $2,616,000 ee enn 10479,000 
ee $ 1,135,000 NR Bett 3,736,000 
GREE ties ctcice ns Total $103,568,000 Miscellaneous Radio .......... 186,000 
Baking Products ............. 13,099,000 
| OS Total $ 16,076,000 a ee igen eek $ 10 
OY Rae 8,286,000 TOBACCO ........ -Total $ 16,302,000 
ons ss cece 6,780,000 1 2,764,000 
Miscellaneous Beverages ..... 1,010,000 Cigarets ....... 22.0. scenes 12,541,000 

Cereals & Breakfast Foods.... 7,369,000 Tobacco eee Sees seeccccecocece 662,000 

ST ee 5,004,000 Miscellaneous Tobacco ........ 335,000 

ped aa ogl warns saene$ +>: wr TOILET REQUISITES ..... Total $ 23,563,000 

isinfectants xterminators. . , ‘conti 

Laundry Soaps & Cleansers..... 25,032,000 Dentifries |... 4,157,000 

Meats, Fish & Poultry........ 6,349,000 Perfumes & Cosmetics........ 6,223,000 

Miscellaneous Groceries ....... 20,137,000 a 8,220,000 
HOTELS & RESORTS........... $ 7,990,000 Miscellaneous Toilet Requisites. 4,726,000 
HOUSING EQUIPMENT & TRANSPORTATION ...... To‘al $ 19,156,000 
QUGIEE ccnaseiecessi>> Total $ 19,913,000 "i aa AS Maan 6,867,000 

Air Conditioning ............ 220,000 | Sac Ra aaa ogi 2,095,000 

Automatic Heating ........... 1,082,000 NL «obsess win tite So eialalals 6,144,000 

Automatic Refrigeration ...... 1,481,000 I ibis sia'a wah shia ile 1,553,000 

+ lees a htdaee —— ST sthsashaeiitiacasevdee 1,382,000 

ae Bab thew eeN Es ce nes bob» .321,000 , ; 

Furniture & Furnishings....... 6,691,000 a enone + Sane 

Heaters and Stoves........... 1,335,000 WEARING APPAREL ..... ...$ 8,681,000 

Misc. Housing Equipment & TOTAL GENERAL AND 

RE Ne eee 7,741,000 AUTOMOTIVE ..... . .$289,261,000 
BERGHOFF BREWING CORP. BOTANY MILLS INC. ... 36,307 

0 eer 5: 56,419 ee 20,378 
GR SD seccsccccccscccees 27,227 EPA eee 15,929 
BEST FOODS INC., THE .......... 1,104,497 | gouRJOIS INC. ............... 163,920 

Aristos Flour ...........++.04. 4,983/ Bourjois Preparations ........... 160,826 

Best Foods Products ........... 4,469) Evening in Paris Preparations ..... . 3,094 

Best Foods Mayonnaise .......... 85,477 | BOWMAN DAIRY CO. ............ 93,623 

a See 47,179 algae 2,935 

H-O Farina Cereals .............. 37,408 et gb ey 2 ME a 12,953 

EE Gib Ge Woks 60:00 vaeke'e's 141,961 aS et Coa 3,310 

EE in ds 4s0.n id son th 9,812 Dairy Products ............... 3,886 

Hellmann's Mayonnaise .......... 201,337 OO)  —E SCO 8,320 

Nucoa Margarine .............. et vvcbeazaue 7,120 

SD, CE Bi pcevindedene 52,379 pn ee a 8.797 

DE ‘AtsiUdepeeetecscedses'ss 2,546 4 4 9 RR ae 33,515 
BEVERWYCK BREWERIES INC. Quick Whip .............. 9,851 

Beverwyck Beer & Ale .......... 132,244 ET Pee 2.936 
BIGELOW-SANFORD CARPET CO. BRACH & SONS INC., E. J. ........ 119,838 

Carpets & Rugs ................ cc ec akaneus 118,738 
BIRK BROS. BREWING CO. Swing Candy Bar .......... 1,100 

RE cdadcksasnacedvees 28,172| BRADFIELD CO., THE ....... 57,115 
BLACK INC., WALTER J. ........ | yo Seong eeenennnnees 35,048 

SE ME cs nceewaees cussed’ 197,813 NS 22,067 

Detective Book Club ............ 320,475 | BRANDENFELS, CARL 
BLACK’S READERS SERVICE CO. .. 74,709 Scalp & Hair Treatment .......... 52,052 
BLACKSTONE CORP. .......c00000 41,973 | BRANIF INTERNATIONAL AIRWAYS 130,799 

Blackstone Home Laundry ........ 40,503 | BREWING CORP. OF AMERICA 

ee 1,470 Carling’s Beer & Ale ............ 389,867 
BLANTON CO. BRIDGEPORT BRASS CO. 

Creamo Margarine .............. 82,369 ea eee 101,222 
BLITZ-WEINHARD CO. BRILLO MFG. CO. 

Blitz-Weinhard Beer ............ 41,016 et © he 115,523 
BLOCK DRUG CO. ........ 230,020 | BRISTOL-MYERS CO. .... 365,469 

DE «Ss tccenteneacseecsas 5,891 Bristol-Myers Products 4,251 

SA reer reer 488 Ipana Tooth Paste .......... 203,817 

EE” BUSNGARS TE Kon ve Ceenee 143,015 0S a Se 14,699 

ES Wc ks ween sdes badenese 64,751 ae. |g RE eae 91,164 

Pycopay Tooth Powder ........... 118/ Sal Hepatica ...............--- 26,681 

ES Ath Ceci vactis 15,757 eS ERS epee 24,857 
BLUE CROSS HOSPITAL PLAN BRITISH OVERSEAS AIRWAYS CORP. 142,447 

EE | Vb web b0seNb bse 0604000 71,821) BROADWAY FASHIONS 
BLUE MOON FOODS INC. ......... 27,926 | Wearing Apparel ............. 179,973 

Blue Moon Cheese Products ....... 4,408 | BROOK HILL FARMS 

June Dairy Products ............ ee as 31,657 
BLUE SWAN MILLS INC. BROOKLYN UNION GAS CO. ...... 51,798 

Blue Swan Undies ............ 39,570 | BROWN FORMAN DISTILLERS CORP.. 402,612 
BOBBS-MERRILL CO. Brown Forman Whiskies .......... 6,762 

Pe een ld ddbecedveesé 67,173 Early Times Whiskey ere. ae 30,219 
BOEING AIRPLANE CO. .......... 53,105 King Black Label Whiskey ........ 248,812 
BOHEMIAN BREWERIES INC. King Label Whiskies ............ 94,205 

Bohemian Club Beer ............ 40,959 King Red Label Whiskey ......... 22,614 
SOE  Riwiaeoscesccicess 101,156| gBrowN SHOE CO. INC. ......... 46,012 

PEE se candeeccocccccncvess 79,834 Buster Brown Anklets .......... 801 

Pb .idessaadees bnee 6 21,322 Buster Brown Shoes ............ 19,793 
BONNIE GAYE FASHIONS MED cckatdédctctapeeses 25,418 

Wearing Apparel ............... 56,661| BROWN & WILLIAMSON TOBACCO 
B00K-OF-THE-MONTH CLUB INC. Se . 360,994 
BOOTH FISHERIES CORP. Se ME sececceseceas 351 

RT cistuenee nace esses 28,730 Kool Cigarets ................. 109,578 
SO SE ow bnveveccceees 960,504  £ RSs 127,329 

Borden’s Cheeses .............. 11,415/ Raleigh Cigarets ............... 25,693 

Borden’s Chocolate Milk ......... 5,306 Viceroy Cigarets ............ 98,043 

Borden’s Cottaye Cheese ......... 1,326 | BRUCKMAN CO. 

Borden's Eagle Brand Condensed Milk 35,595 ee 28,736 

Borden's Egg Nog Milk .......... 912 | BRUNSWICK-BALKE-COLLENDER CO. 106,958 

Borden's Eskimo Pie ............ 600 | Brunswick Bowling Equipment 62,724 

Borden’s Evaporated Milk ........ 47,560) Brunswick Sporting Equipment 44,234 

EE vee beto0n 0040206 70,444 ES PAM 43,508 

Ce OG ee 44,508 BULOVA WATCH CO. ........ 233,938 

3orden’s Instant Coffee .......... 173,616 BURGER BREWING CO 

3orden’s Instant Mix ............ 3,801  igghieeapapaceoet i ae 67,653 

3orden’s ee err 119,126 BURLINGTON BREWING CO. 

SE UE, ies ccevssions a oun Mente Ger 25.956 

Worton’s Ice Cream -..........., 37,381 | BURLINGTON MILLS CORP. 

Lady Borden Ice Cream .......... 27,179| OF NEW YORK 

Reid’s Ice Cream .......... 41,694 DE  <awawiresersssece<ess 309,433 
BCRG-WARNER CORP. ........... 367,990 | BURNHAM & MORRILL CO. ...... 78,477 

Ec cvbsarisdseecssas 13,577 B & M Baked Bears ............ 73,350 

So ee 43,712 B & M Meat Products .......... 5,127 

Se ee 90,843 | BURROUGHS ADDING 

SE EE oi ness ceawesevndes 594 MACHINE CO. ... 63,329 

Nerge Range .......2ccceeseese 37,068 | BU-TAY PRODUCTS LTD. 56,777 

Norge Refrigerator ......... BREE TE GOUT sisccccscccccccccsne | §©6<SRMS 

Norge Water Cooler ....... 12,519 Bu-Tay Products .............. 2,614 

EE wkanaceeuaccedveres 37,149 | BUTLER MFG. CO. : 

Norge Water Heater ............ 1,709 | Butler Covered Aluminum Buildings 33,533 
BISTON EDISON CO. ............. 98,168 | CAIN CO., JOHN E. .............. 55.483 
BISTON & MAINE RAILROAD ..... 59,232 Cain’s Horseradish ............. 4,301 
B)STON POST Cain’s Mayonnaise .............. 43,737 

CY 250s pendvcr eb eneed ne 35,713 i CE tas deena seen seas 7,445 
3 s rita 
aaa , sre ut z 


CATERPILLAR TRACTOR CO. 
CAT'S PAW RUBBER CO. 


CALIFORNIA CLING PEACH ADVISORY 


BOARD 
CALIFORNIA DAIRY INDUSTRY 
ADVISORY BOARD ; 
CALIFORNIA FRUIT GROWERS 
EXCHANGE 
Sunkist Lemons 
Sunkist Oranges 
Sunkist Products 
CALIFORNIA OIL CO. 
Gasoline & Oil 
CALIFORNIA PACKING CORP. 
Del Monte Coffee 
Del Monte Food Products 
Del Monte Tomato Sauce 
CALIFORNIA PRUNE & APRICOT 
GROWERS ASSN. 
Sunsweet Prunes 
CALIFORNIA SPRAY-CHEMICAL 
ES eee 
Ant-B-Gon Ant Poison 
ee 
Bug-Geta Pellets ............. 
California Spray Chemical 
Ortho Pet-Flea Powder 
Ortho Products 


135,599 


92,995 


658,740 
98,329 
516,605 
43,806 


26,432 
383,644 
264,781 

3,760 
115,103 


87,056 


48,567 
405 
17,592 
410 
1,360 
13,543 
15,257 


CALIFORNIA WALNUT GROWERS ASSN. 


Diamond Walnuts ............... 

CALIFORNIA & HAWAIIAN SUGAR 
REFINING CORP. LTD. 

Eo oe aed cs 
CAMFIELD MANUFACTURING CO. 

EE cers cceravece 
CAMPANA SALES CO. 

Campana Preparations 

D D OD Prescription 

Solitair Preparations 
CAMPBELL SOUP CO. 

ET kd i ys ccs ven eucede 

V-8 Vegetable Juice ............ 
CAN MANUFACTURERS INSTITUTE 

a nae 
CANADA DRY GINGER ALE INC. .. 

Canada Dry Beverages 

Canada Dry Ginger Ale 

Canada Dry Hi-Spot ............ 

Canada Dry Sparkling Water 

Johnnie Walker Scotch Whisky 

EAS eee Se 
CANADA STEAMSHIP LINES LTD. .. 
CANADIAN NATIONAL RAILWAYS . 
CANADIAN PACIFIC RAILWAY CO. . 
CANNED PEA ASSN. 
CANUTE CO. 

Canute Water ............ 
CAPITAL AIRLINES INC. ...... 
CAPITAL CITY PRODUCTS CoO. 

fees 

King Taste Mayonnaise 

King Taste Products ............ 
CAPITOL RECORDS INC. . 

CAPITOL TRANSIT CO. 
fe eee 
CAPUDINE CHEMICAL CoO. 

Capudine 
CARDINET CANDY CO. 

Baffle Bar 

Cardinet Candy Co. 

U-No Candy Bar . 
CAREY SALT CO. ..... 
CARLEY CO. 

Ayds 
CARNATION CO. 


Albers Flours 
Albers Instant Wheat 
Albers Oats 
Albers Pancake-Waffle Flour 
Albers Products 
Carnation Corn Flakes .. 
Carnation Cottage Cheese 
Carnation Fresh Milk 
Carnation Ice Cream 
Carnation Malted Milk 
Carnation Milk 
Carnation Co. Products 
Friskies Dog Food 
Gold Cross Milk 
CAROLENE PRODUCTS CO. 
Milnot Milk & Butter 
CARR-CONSOLIDATED BISCUIT CO. 
Crackers 
CARTER PRODUCTS INC. 
Arrid 
Carter’s Liver Pills 
Nair 
Natrasan 
Stet Deodorant 


Cat’s Paw Heels & Sales 
CELANESE CORP. OF AMERICA 
Fabrics 
CHAMPLIN REFINING CO. 
Gasoline & Oil 


CHARIS CORP. 


Foundation Garments 
CHASE CANDY CO. 
CHATTANOOGA MEDICINE CO. 

Black Draught 

Cardui & Black Draught 
CHELSEA MILLING CO. 

Jiffy Biscuit Mix 

Jiffy Doughnut Mix 

Jiffy Hot Roll Mix 

Jiffy Mixes 

Jiffy Pie Crust Mix 
CHESAPEAKE & OHIO RAIL- 

ROAD CO. 
CHESAPEAKE & POTOMAC 

TELEPHONE CO. 
CHESEBROUGH MFG. CO. 

Vaseline 

Vaseline Hair Tonic 

Vaseline Shampoo 
CHICAGO, BURLINGTON & QUINCY 

RAILROAD 

Bus Transport 

Rail Transport 
CHICAGO & EASTERN ILLINO!S 

RAILROAD 
CHICAGO, MILWAUKEE, ST. PAUL 
& PACIFIC RAILROAD 


CHICAGO NORTHERN ILLINOIS PUB- 


LIC UTILITIES 
Electric Service 
CHICAGO & NORTH WESTERN RAIL- 

ROAD 


64,632 


50,837 


59,951 
120,237 
7,991 
14,313 
97,933 
220,740 
81,747 
138,993 


190,300 
615,021 
249,768 
174,791 
5,930 
83,676 
96,424 
4,432 
56,621 
86,672 
149,822 
26,690 


97,438 
291,901 
77,355 
70,659 
4,574 
2,122 
127,668 


29,553 


62,674 
39,491 
11,914 
13,807 
13,770 
47,102 


377,516 
221,642 
6,593 
3,612 
1,125 
11,095 
1,196 
11,656 
23,145 
3,878 
6,571 
48,777 
15,673 
35,029 
31,702 
20,235 
1,355 


101,366 


217,387 
315,078 
193,119 


34,387 
26,477 


34,760 
71,789 
28,253 
12,831 
15,422 
40,768 
6,134 
3,496 
1,418 
19,962 
9,758 


227,708 


193,771 
292,591 
3,366 
221,828 
67,397 


171,510 
1,458 


170, 352 | 


49,556 


267,703 


43,627 
76,487 


fe teaser 4h 


Newspaper Ad Expenditures—1948 
Data compiled by Bureau of Advertising, ANPA 


CHICAGO, ROCK ISLAND & PACIFIC 
RAILROAD 


Pinafore Chicken 
CHRIS-CRAFT CORP. 
Chris-Craft Cruisers 
CHRYSLER CORP. 
Chrysler Airtemp 
Chrysler Cars 
Chrysler Institutional 
Chrysler Marine Engines 
Chrysler & Plymouth Cars 
De Soto Cars 
De Soto & Plymouth Cars 
Dodge Cars 
Dodge & Plymouth Cars 
Dodge Trucks 
Plymouth Cars 
Stokol Stoker .. 
CHURNGOLD CORP. 
Churngold Margarine 
CINCH PRODUCTS INC. 
i § ) ae 
Cinch Corn Bread Mix 
Cinch Mixes 
Cinch Flour 


CINCINNATI GAS ELECTRIC CO. ... 
CINCINNATI & SUBURBAN BELL 
ow, L.A eee 
CITIES SERVICE CO. 
Fuel Oil 
oe 9 Cerrar ere 
CITIZENS GAS & COKE UTILITIES .. 
CITY BAKING CO., THE 
Ee 
CIVIL AIR PATROL 
CLARIDGE FOOD CO. 
Claridge Meat Products 
CLARK-CLEVELAND INC. 
Fasteeth 
eo Bee oa we on 
CLAYTON & LAMBERT MFG. CO. 
Hoffman Water Heaters .......... 
CLEMENTS PRODUCTS CO., F. W. .. 
Buckley's Canadiol Mixture 
PE sc ttnetitenetc-s dvniees 
Moone’s Emerald Oi! ............ 
CLEVELAND ELECTRIC ILLUMINA- 
| Serer 
CLEVELAND VON CO. 
|” 
CLICQUOT CLUB CO. ...... 
Clicquot Club Beverages 
Clicquot Club Cola ............. 
Clicquot Club Ginger Ale ......... 
Clicquot Club Sparkling Water .... 
CLIMALENE CoO. 
Bowlene 
Ee eee bs 
CLINTON INDUSTRIES, INC. ...... 
Clinton Products 
ee PUD, iv ccdcccccccveses 
CLOROX CHEMICAL CO. 
ME « 220 Webebs< cckedeua seve 
CLUETT, PEABODY & CO. INC. 
OS ee See 
Cluett, Peabody Products 
Sanforized Tested Fabrics 
COCA-COLA CO. .......... 
COHEN GOLDMAN & CO. 
Wearing Apparel ....... ; 
COLEMAN CO., INC. ........ 
Coleman Floor Furnace 
Coleman Oil Heater 
Coleman Products .............. 
Coleman Water Heater 
Aer 
COLGATE-PALMOLIVE-PEET CO. 
i. a ere 
Cashmere Bouquet Soap 
Coleo 
Colgate Dental Cream 
Colgate-Palmolive-Peet Products 
Colgate Shave Cream 
Colgate Shave Cream & Eversharp 
Shick Injector Razor 
Colgate Tooth Powder 
errr 
Halo Shampoo 
Kirkman Flakes .......... 
Kirkman Granulated Soap 
Kirkman Products ........... 
Lustre Creme Shampoo . 
Palmolive Shave Cream .. 
Palmolive Soap 
Peet's Granulated Soap .. 
Super Suds 
Vel Beauty Bar Soap 
Vel Soap Powder 
SPOR RPS Ee ee 
COLLEGE INN FOOD PRODUCTS CO. . 
College Inn Chicken a la King 
College Inn Chicken Broth .... 
College Inn Chili con Carne 
College Inn Food Products 
College Inn Frozen Foods ... ' 
College Inn Tomato Juice Cocktail .. 
COLONIAL AIRLINES INC. 
COLONIAL MOLASSES CO. 
Colonial Molasses 
COLUMBIA BREWING CO. 
Alpen Brau Beer 
Columbia Beer & Ale 
COLUMBIA RECORDS INC. 
Columbia Records 
COLUMBUS & SOUTHERN OHIO 
ELECTRIC CO. 
Electric Service 
COMET RICE MILLS 
Comet Rice 
COMFORT PAPER CORP. 
Paper Products 
COMMERCIAL SOLVENTS CORP. 
Norway Dry-Ex 
Norway Peak Anti-Freeze 
Products 
COMMERCIAL TRAVELERS MUTUAL 
ACCIDENT ASSN. OF AMERICA 
Insurance 


ee 


122,868 


37,062 


36,036 


1,870 


24,000 


40,863 
44,551 


28,21 
52,0 
26,066 
15,850 
10,090 


COMMUNITY TRACTION CO. 
Transit 
CONGOLEUM-NAIRN INC. 
Congowall 
CONGRESS CIGAR CO. INC. 
La Palina Cigars 
CONSOLIDATED CIGAR CORP. 
Dutch Masters Cigars 
Harvester Cigar 
CONSOLIDATED EDISON CO. OF 
NEW YORK 
Gas & Electric Service 
Westchester Lighting Co. ......... 
Yonkers Electric Light & Power Co.. 
CONSOLIDATED GROCERS CORP. 
Kenny's Fruits 
Kenny's Norwood Coffee 
Kenny's Products 
Kenny's Tomato Catsup 
Kenny's Vegetables 
Richelieu Canned Foods 
CONTI PRODUCTS CORP. 
Conti Shampoo 
CONTINENTAL AIR LINES INC. .... 
CONTINENTAL BAKING CO. 
Hostess Cakes 
Wonder Bread 
Products 
CONTINENTAL CASUALTY CO. 
Insurance 
CONTINENTAL OIL CO. 
Gasoline & Oil 
CONTINENTAL PHARMACEUTICAL 
CORP. 
Kyron Tablets 
CONTINENTAL TRAILWAYS 
Bus Transport 
CONVERTED RICE INC. 
Uncle Ben’s Converted Rice .. 
COOK CHEMICAL CO. 
Cook Kill Em 
COOK & SON INC., THOMAS 
Tours 
COOK CO. INC., F. W. 
Cook’s Beer 
CORN PRODUCTS REFINING CO. ... 
Karo 
Kre-Mel Desserts 
Mazola Salad Oil 
Products 
CORNING GLASS WORKS 
Products 
Pyrex Utensils 
COROAIRE HEATER CORP., THE 
Coroaire Heater 
CORWIN CO., THE 
Martin Outboard Motors 
CORY CORP. 
Cory Glass Coffee Brewer 
Cory Products 
COTY, INC. 
Coty Preparations 
COWLES MAGAZINES INC. 
Look 
CREAMETTE CO. 
Creamettes 
CREOMULSION CO. 
Bren Laxative 
Creomulsion 
CROSLEY MOTORS, INC. .......... 
Crosley Car 
Crosley Truck 
CROWELL-COLLIER PUBLISHING 
co. 
American Magazine 
Books 
Collier's 
Woman’s Home Companion 
CROWN CORSET CO. 
Rengo Belt Corsets 
CROWN PUBLISHERS 
Books 
CUDAHY 
Cudahy 
Cudahy 
Cudahy 
Cudahy 
Cudahy 


PACKING CO. .. 
Bacon 
Beef & Gravy 
Deviled Ham Spread 
Meat Products 
Puritan Ham 
Cudahy Sausage 
Delrich Margarine 
Old Dutch Cleanser .... 
Puritan Pork Sausage 
Tang 
CUNARD-WHITE STAR LTD. 
Steamship Transport 
CURTIS PUBLISHING CO. 
Holiday Magazine 
Saturday Evening Post 
DAWSON’S BREWERY, INC. 
Dawson Beer .. -e 
DEAN MILK CO. 
Dean's Milk 
Dean's Products , 
DEARBORN STOVE CO. . 
Dearborn Gas Heaters 
Dearborn Stoves 
DEARBORN SUPPLY CO. ... 
Mercolized Wax Cream 
Saxolite Astringent Cream 
DECCA RECORDS INC. 
Decca Records . 
DE JUR AMSCO CORP. 
De Jur Photographic Equipment ... 
DELAPENHA CO. INC., R. U. 
Hartley's Orange Marmalade 
Hartley's Preserves 
Myers Rum 
DELL PUBLISHING CO. INC. 
Modern Romances 
DELTA AIR LINES INC. 
DELTA MFG. CO. ...... 
DENTUR-EZE INC. 
Denture-Eze +. 
DENVER CHEMICAL MANUFACTUR- 
ING CO. 
Antiphlogistine 
DERBY FOODS INC. 
Peter Pan Peanut Butter ... 


TION CO. 
Steamship Transport 
DETROIT EDISON CO. 


261,265 
47,729 
148,767 
73,343 
117,579 


72,479 
291,187 
49,942 
170,530 
70,106 
609 
150,612 
16,282 
134,330 


15,205 


40,748 
47,237 
19,078 
28,159 


111,772 
32,304 


62,002 
210,144 
207,498 

2,646 


65,623 
29,833 


ee a Deen: shag Rati haa a ee ane A oe! eae aes Bre ee hy etc ee Spee 
ae CMe ee! SO oy ee Fae Pe eee PP ee oh: BASS Gone ; ae biale 
*.' ; F ioe os ae Seok a. a ee 4 - a a Pe) ee ve om Avid at Fa Wie fa ee ao 
Te. ee 2 fee el ee! eee ee ae oe tg il ee ick aorceimneias se iS sae ee poi oe ee. Ue. ae ae 
194) 31 
ee | 
ard — 
Dil 
Phil p = 
Blac a) ee EEE 
lede », 
Pu - 
“Co. Le ae 
sth CHICAGO & SOUTHERN AIRLINES | 
; Ya ote 50,460 
r, ani CHICAGO WESTERN CORP 
ns. Zz 151,542 
251,682 
27,343 160,080 
2,341,585 91,602 
21,955 
rs 310,613 120,078 
148,499 83,260 
7,425 32,738 
80,036 4,080 
100,811 43,986 
25,896 3,326 
787,028 18,816 
40,832 12,169 
126,905 2,414 
| bare 3S68 
— 2,147 3,310 
79,248 112,692 
178,050 63,669 
7 124,239 463.239 
5,501 20,250 
| 7,242 438,079 
470 4,910 
( P . 40,598 
39,147 25,815 
35,894 412,816 
222,788 
2,623 
220,165 
| 
26,011 
27,686 
50,710 
232,601 
227,860 
4,741 
26,908 
45,324 
20,320 
7,561 
17,443 
81,227 
29,498 
70,805 | 
58,645 
| 2'596 
6,516 
3,048 
224,885 
35,601 
189,284 183,288 
26,984 
7 366,365 
25,114 
. 93,544 
: 625,556 280,558 
’ %s 101.700 368 
+ 1,491 280,190 
. 76,209 101,704 
. Td 100,145 
1,475,059 1,559 
‘ 143,841 703,064 
’ 138,086 113,131 
: 47,111 35,651 
70,278 252,744 
. 15,583 | 201,538 
572 
4,542 78,611 
7,969,983 
7 67,974 Bay ts 
662,794 Y 
/ 101,864 1,094 
1,521,075 619 
51,063 2,253 
13,062 216,289 
1,180 
—— ; 65,738 127,741 3,080 
onus 38,591 299,763 295,961 
+ 10,984 1,648,518 241,899 
1.07% he 6,646 250.210 1,257 
07 ceeees © 28,444] 226,897 58,773 
141,98 37,696 
venes: eee. 32,086 | 5,919 64,530 
223.01 325,971 443,662 
23, = 295 | 35,513 
57,80 805,152 | 408,149 
61,65 a 29,372 
me _ 838,326 73,595 
19,51 1.738 79,762 
1,04 953,452 36,072 
87 1,101 43,690 
3€ 54,655 32,735 
li ’ 18.238 | 30,072 
9,22 2,622 | 2,653 
25,6 3,987 97,129 
3 1,160 79,482 
542,6 ; 224 | 17,647 
125,3 28,424 
29,2: 53,938 | 72,192 
188,0'1 §f 
25,637 | 31,020 
124,9 27,030 | 43,917 
117,115 3,049 65 
. 23,981 14,688 
98,3 29,164 
' 143,473 
979,0: | _— 
24.5% 
8,7 
‘ Z a 
TL __| 
51,5 
1: 
28,2: — 
7,02 . 
15,71 a 
44 a Products ; yy 
DETROIT & CLEVELAND NAVIGA- 
62,51 
a oe P| Mi ann ng 
56,782 | COMMONWEALTH EDISON CO. ..... 212,940 Dd lc P| 
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Newspaper Ad Expenditures—1948 
Data compiled by Bureau of Advertising, ANPA 


DEVOE & RAYNOLDS CO. INC. .... 


R. G. Dunn Cigars ..... 


DISABLED AMERICAN VETERANS 
D.A.V. Service Foundation 

DISTILLERS CORP.—SEAGRAM'S 

RE Oe err 3,991,375 

Calvert Reserve & Special Sa Tay 

Carstairs 1788 Whiskey Pri th ee: 

Carstairs Whiskies 

Carstairs White Seal Whiskey 

Four Roses Whiskey 

Gallagher & Burton’s Black Label 

Gallagher & Burton's White Label 

Gallagher & Burton’s Whiskies .... 

Lord Calvert Whiskey . .. 

Paul Jones Whiskey 

Seagtam’s Distribution Corporation 

Seagram's Ancient Bottle Gin .... 

Seagram's Crown Whiskies 

Seagram's 7-Crown Whiskey 

Seagram's Whiskies 
White Horse Cellar Whiskey ..... 

DIXIE BREWING CO. INC. 

DODD, MEAD &CO.INC. 
DT tT eelacAdudesiassccccves 

DOUBLEDAY & CO. INC. 

Book League of America 
Doubleday One-Dollar Club Pose 
Family Reading Club 
Literary Guild of America Inc. .... 
Nelson Doubleday Inc. ........... 

DOUGLAS AIRCRAFT CO. INC. .... 

DRESS OF THE MONTH CLUB 


DREWRY’S LTD.(U. S. A.) INC. 
Drewry'’s Old Stock Ale & Beer .... 
DUELL, SLOAN & PEARCE INC. 
DUFFY-MOTT CO. INC. 
Duffy-Mott Products 
Motts Apple Juice 
Sunsweet Prune Juice 
DUKE POWER CO. ........000.05- 
DU MONT LABORATORIES INC., 


DUNCAN COFFEE CO. 
Admiration Coffee 
Bright & Early Coffee 
Duncan's Maryland Club Coffee .. 

DUNN & McCARTHY INC. 

Enna Jettick Shoes 

DU PONT DE NEMOURS & CO. 

en ik cae ke bbe esos 
du Pont Agriculture Products 


EE coc genccccecees 
Zerone-Zerex Antifreeze 


DUQUESNE BREWING CO. OF 


DUQUESNE LIGHT CO. 
DUTTON & CO. INC., E. P. 


E & B Beer & Ale 
EAST OHIO GAS CO. 


EASTERN RAILROADS 
EASTERN, SOUTHEASTERN & WEST- 
ERN RAILROADS 
EASTERN STEAMSHIP LINES INC. . 
EASTMAN KODAK CO. 
Tennessee Eastman Corp. 
EASY WASHING MACHINE CORP. 
ECONOMICS LABORATORY INC. 


EDRIS CO., WILLIAM 
Dennison Condiments 
Dennison Food Products 

EHLERS INC., ALBERT 


EKCO PRODUCTS CO. 
Ekco Pressure Cooker .. 


ELCAR COACH CORP. 
Duo Elcar Trailers 

ELECTRIC AUTO-LITE CO. 
Auto-Lite Batteries 


Auto-Lite Spark Plugs 
ELECTRIC CO. (MILWAUKEE) 
ELECTRIC LIGHT & POWER 
ELGIN NATIONAL WATCH CO. ..... 
EMERSON DRUG CO. 
EMERSON RADIO & PHONOGRAPH 
Emerson Radio & Television ...... 
Emerson Television Sets 


ENGLANDER CO. INC., 


EQUITABLE LIFE ASSURANCE SO- 
CIETY OF THE U. S. 
ERIE RAILROAD CO. 


Cee eee eee ee eeeeeeseees 


ES eer eee 
EUREKA WILLIAMS CORP. ........ 
Ss CED -Swreusecsdscecee 
Williams Oil-O-Matic ............ 
Sc iivcdectacséence 
Eversharp Pens & Pencils ........ 
Eversharp Products .............. 
Eversharp-Schick Razor & Blades .. 
_ § §. 2. 
EX-LAX INC. 
Dri tetdes sb enweeséeeesbten 


EXQUISITE FORM BRASSIERE INC. . 


FAIRMONT FOODS CO. ........... 
ee 
Fairmont Frozen Chicks .......... 
Fairmont Frozen Foods .......... 
Fairmont Ice Cream ............. 

FALLS CITY BREWING CO. ........ 
PCM Sevcbeectvagda ke 
Pe v6 occuseeeldas 
i a thee cen cones swe 

FALSTAFF BREWING CORP. 
tt Mr Chde ess sesese ceed 

FANT MILLING CO. 

I svtcadentesuneae « 


FARNSWORTH TELEVISION & RADIO 


ES ie ae eechann oye Fok 

Capehart Radio Sets ............. 

Farnsworth Radio Sets .......... 

Farnsworth Radio & Television Sets . 
FARRAR STRAUS CO. INC. 

Pn. snnec¢hie tandeedslcbess i 


FATHER JOHN'S MEDICINE CO. INC. 


Father John’s Medicine .......... 
ee err 


Charles Denby Cigars ............ 


DD WED ockecces vases 
EE PE leon sé caevdikwed sie «de 
DEE “hive 06 6s oun eb @ea® 
ES ee 
Mertox Compound ............... 
, g¢  % Saree. 
Mrs. Filbert’s Mayonnaise ........ 
Mrs. Filbert’s Margarine ........ 
Mrs. Filbert’s Products .......... 
FINANCIAL WORLD 
DT Side eens oeeckaeseee 
FINE PRODUCTS CORP. .......... 
Hollingsworth Candy ............ 
ETD GE cccccesceeeses 
FIRESTONE TIRE & RUBBER CO., .. 


Pt MEE chiccednnseces 


ere 


Dt rn so,arebeases codes 

ec ecksceadaneees 

ee Ce ccsswk neeens 

Fisher's Pancake Mix ............ 

» cc eheenysee ses 

keds eeseecececesade 
Pe in te Svcs cccccsreses 

Fitch’s Ideal Hair Tonic .......... 

PE MED no ccteceseneest 
FITZGERALD BROS. BREWING CO. 

Fitzgerald Beer & Ale .......... 
FITZPATRICK BROS. INC. ........ 

Automatic Soap Flakes .......... 

Er 
FLAKO PRODUCTS CORP. ........ 

Flakies Cookie Mix ............. 

EE dts dure scés osese 
FLEER CORP., FRANK H. 

Dt ctogeamtel ts éssebe< 
FLEISCHAKER & BAUM 

REE dba etn ess seceees 
FLORENCE STOVE CO. 

Florence Ranges & Heaters ...... 
FLORIDA CITRUS COMMISSION .... 

EE EE, cccccdes si'vecsee 

PE IR ccoccctcneccne 

Pe EEE nwkbsccceesciveds 

Plerida Pralt dulees .....cccceee 

Florida Tangerines .............. 
FLORIDA FASHIONS INC. 

Wearing Apparel ............... 
FLORIDA POWER & LIGHT CO. .... 
FLORISTS TELEGRAPH DELIVERY 

EL A ee ee ee 
PE £0 d8iesvcesuedes ce 

EE cncecwuseedbaée00 es 

Foley's Honey & Tar Compound ... 

Pt Ce ha kweebedeeeusea tas 

 ” ¢ccecervenee sew 
FOLGER & CO., J. A. 

PP EE crvesccececaeees 
yd rer 

ES sessecneeveese 

ee keianccsbensunddse 

Ford Institutional .............. 

Pt civevasen cies ean ee ve 

EE coc. eh akabee xen 

PE cccepcereekhs eeuewes 

PP ince cehad ohiakers 

Lincoln & Mercury Cars .......... 

CE -<ccccusbaedeeesees 
FORMFIT CO. 

EE ga peees wanes aces Keone 
FORSTNER CHAIN CORP. 

i  pthitncvvedee Gee ob sus 
FORT PITT BREWING CO. 

8 fo ee eee 
EEE EE. oe ownc es 0s sve 

- .§ § re 

King’s Men Toiletries .......... 
FOSTER-MILBURN CO. ............ 

EE: vcrcescaséeteve 

Py ee Tey ee 

er 
FOX BREWING CO., PETER ...... 

ek 8) | ere 

Be FO GO ceccescccescsces 
FRANKLIN COUNTY DISTILLING CO. 

Old Poindexter Whiskey .......... 
FREIHOFER’S BAKING CO. ....... 

eer 

. gf ire 
FRENCH NATIONAL AIRLINES .... 
FRENCH NATIONAL TOURIST 

ee 
FRENCH SARDINE CO. INC. 

Star Kist Tuna ....... . i 
FRIEND BROS. INC. ............ ‘ 

Friend's Baked Beans ............ 

Friend's Brown Bread ............ 

Friend’s Mince Meat ............ 


TD cn ccs aue bheed 


FRITO CO. 


PUD cvcccedseectcccccesccecs 


FROMM & SICHEL INC. .......... 


Christian Bros. Wines ............ 
Christian Bros. Brandy .......... 
See GD GENET ccc cccccccces 


FRUEHAUF TRAILER CO. ......... 


FRUIT INDUSTRIES LTD. ......... 


Aristocrat Brandy .............. 


Dolly Madison Wine ............. 


Pn, etbseecece 00ds6e6e 
ES ee 
Pe sccacceereeesees 


tt CC. bo ewheecete vss 
FULLER & CO., W. P. 


CE Ee Tree 


FUNK & WAGNALLS CO. 


PT. S600 e0 seakbw 66 64 4000s: 


FUNK INC., WILFRED 
$s 


MED SS coc essd vecsccrsccceves 


G. H. P. CIGAR CO. INC. 


eae vp oe ccweee 


GARRETT & CO. INC. 


Virginia Dare Wine ............. 


GEBHARDT CHILI POWDER CO. .... 
Gebhardt’s Chili con Carne ....... 
Gebhardt’s Chili Powder ......... 


Gebhardt’s Products ............. 


GENERAL BAKING CO. 
Pt GD Bie ywktes ¢os-c0ceses 
GENERAL BREWING CORP. 
General Brewing Corp. .......... 
St Pe crcegbeceuesets 
GENERAL CIGAR CO. 
Robert Purns Cigars ............ 
«os con dueeeenee 
 Y 2 eS 
GENERAL ELECTRIC CO. ......... 3,285,160 
Ge MEE wicowsseedecccescs 
Ce PONE ET ccccccccccscce 
GE Automatic Dishwasher ........ 
PE, ifeece6 ebteddeer ese 
4 FS eee 
GE Commercial Refrigeration ..... 
TE DS oaks ced nekseeene 
— ke rr 
PT oti veucddeneeeeeseoed 
LED s6nnccencesceadeaeean 
Te 
Aa 
i Pe <ctiverseacectes 


i . ccnabunetecteseéeeen 
Dy <ieesheucbods baneussy 
DL sav6 é4 bees deeeseeeees 
i vo csienedeee eons 


GE BE cevdevesccccccsccesses 


GE Sunbow! Heater ............ 
he rc kcecesneeues 
win 6 eke seb oneee ne 
GE Television & Radio .......... 
GE Vacuum Cleaner ......ccccece 
et eek as kee d00+b000-0-00 
et ee Ce co ecskecseckrers 
Hot Point Appliances ........... 
Hotpoint Dishwasher ............ 
Hotpoint Disposal .............. 
Hotpoint Inc. Institutional ....... 
SE ENED. daeseeeccencesce 
Hotpoint Water Heater .......... 
Premier Vacuum Cleaner ........ 


GENERAL FOODS CORP .......... 


Ce <tidrbiedesovoes 
Baker’s 4-1 Cocoa Mix .......... 
"FES 
Birds Eye Frosted Foods ........ 
Birds Eye Orange Juice .......... 
Ce  Sseeas es kacpews 
Bireley Orangeade .............. 
Se westecvcreaeeadies 
Ee ee 
Diamond Crystal Salt ............ 
40-Fathom Sea Foods ............ 
Gaines Dog Foods ............... 
General Foods Corp. ............ 
General Foods Cereals .......... 
DE. scenreerdccecaccscve 
Grape-Nuts Flakes .............. 
Grape-Nuts and Grape-Nuts Flakes .. 
Grape-Nuts Wheat Meal .......... 
PPR rer errr rr rere 
La France Bluing Flakes .......... 
GO GHRID BUD ccc ccccscsecces 
Maxwell House Coffee ............ 
Maxwell House Coffee & Instant 

DE - cde epikedeaesee net s-.40 
Maxwell House Instant Coffee ..... 
Maxwell House Products .......... 
MS OO bewesceces sce 
MD vnndenenbeae seausa 
8 -, Aer, 
ME sb666606 ssenc00a0 
i CE, sc cesecccesane 
Post’s Rice Toasties ............ 
rrr 
PL inc tebeeunenaeeeaeeedae 
Sanka Instant Coffee ..........-; 
Snider’s Canned Food ............ 
Snider's Chili Sauce ..........05. 
Snider’s Condiments ............. 
Snider’s Potato Chips ............ 
Be GOED sccccccecocecce 
DT cccneeundeetaeeeeenses 
Swansdown Cake Flour .......... 
Swansdown Cake Mix ............ 
Swansdown Corn & Bran Mix ..... 
Swansdown Gingerbread Mix ...... 
SO GD sea edsecececers 
Swansdown Muffin Mix .......... 
Swansdown Products ............. 
ee ere 


GENERAL MILLS INC. ............ 


Betty Crocker Breakfast Tray ..... 
Betty Crocker Cake Mix .......... 
Betty Crocker Cereals ........... 
Betty Crocker Mixes ............. 
Betty Crocker Products .......... 
Betty Crocker Soups a cial atte we 


SEE. ‘Dewedeuecesceser ; 
eS ee ce 
PI iceceedeetbesecesane 
General Mills Home Appliances .. 
General Mills Products .......... 
General Mills Pressure Cooker .... 
a aaa ree 


Gold Medal Spanhetti & Macaroni 
EE Sete e ae kd eee ees ae 


PRIN AM Ewe 


S228 SESSESBRaRAEs! 


Advertising Age, July 18, 194 


100 Leading National Advertisers, 1948 


Procter & Gamble Co...... (R) 
General Motors Corp....... (N) 
General Foods Corp........ (R) 
 . | 2 See (N) 
Colgate-Palmolive-Peet Co... (N) 
General Electric Co........ (Mm) 
- Sterling Drug Inc......... (R) 
gS ee (N) 
Reynolds Tobacco Co., R. J. (R) 
General Mills Inc.......... (R) 
ge (Mm) 
Distillers Corp. - 
Seagram's Ltd. ....... (M) 


Gillette Safety Razor Co... (R) 
Liggett & Myers Tobacco Co. (R) 


. Campbell Soup Co......... (R) 
. Schenley Industries Inc..... (N) 
Chrysier Corp. ........... (M) 
American Home Prod. Corp..(R) 
American Tobacco Co...... (R) 
ER ee (N) 
Morris & Co., Ltd. Inc., 
DT Seda scwes auld ss (R) 


Miles Laboratories Inc.....(R) 
National Distillers Products 
Ns 66 oc kec teu wes (N) 


. Westinghouse Electric Corp.. (N) 


National Dairy Prod. Corp..(M) 


Quaker Oats Co........... (R) 
Bristol-Myers Co. ........ (M) 
Coca-Cola Co. ........... (R) 
Kalser-Frazer Corp. ...... (N) 
£2 eae (R) 


Goodyear Tire & Rubber Co. (M) 
American Tel. & Tel. Co...(M) 


Pillsbury Mills Inc........ (N) 
Ro ESE (N) 
. Standard Brands Inc....... (N) 

Gerden Co., The.......... (M) 


Radio Corp. of America. ...(M) 
Libby, McNeill & Libby....(R) 
Nash-Kelvinator Corp. ....(M) 


. Manhattan Seap Co........ (R) 
. Walker & Sons, Inc., Hiram (M) 
| aaa (N) 
gO ee ee (M) 
Johnson & Johnson........ (M) 


Sa wietedenaee veers (M) 
National Biscuit Co....... (R) 

. dergens Co., Andrew....... (M) 
a 9 (aa (M) 
. Studebaker Corp. ........ (M) 


Prudential Insurance Co. 
SE cusdenwee ss (R) 
U. S. Army & Air Force... (N) 


. Cudahy Packing Co........ (M) 
International Silver Co.....(M) 
3} ee (M) 
Babbitt Inc., B. T......... (R) 
Goodrich Co., B. F........ (M) 
Best Foods Inc., The...... (M) 


RKO Radio Pictures Inc... .(M) 
Publicker Industries Inc... .(N) 
International Harvester Co..(M) 


Packard Motor Car Co...... (N) 
AS  — oer (R) 
Carter Products Inc........ (R) 
DL MS We ewimnde sees ds (R) 
International Cellucotton 
Pre@uats Co. ..ccccse. (M) 
Johnson & Sons Inc., S. C..(R) 
Park & Tilford........... (M) 
Ralston Purina Co......... (R) 
Se (N) 
\ | (aaa (R) 
. Standard Oil Go. (N. J.)..(N) 
Eastman Kodak Co........ (Mm) 
Borg-Warner Corp. ....... (M) 
Doubleday & Co., Inc...... (N) 
Chesebrough Mfg. Co....... (M) 
International Shoe Co...... (M) 


Firestone Tire & Rubber Co.(M) 


: American Meat Institute... (M) 


Nestle’s Co. Inc., The..... (N) 
. Socony Vacuum Oil Co. Inc. (M) 
. Zenith Radio Corp......... (M) 

Lamont, Corliss & Co...... (Mm) 

eee (R) 

Avco Mfg. Corp........... (M) 

 \ > = Sa (R) 

Willys-Overland Motors Inc. (M) 

Greyhound Lines ......... (N) 

Cluett, Peabody & Co. Inc..(M) 

Hudson Motor Co.......... (N) 

SS 5 Serre (Mm) 

Hunt Foods Inc........... (M) 

American Airlines Inc...... (N) 

Glenmore Distillers Co. Inc.. (M) 

California Packing Co......(M) 

Brown & Williamson 

A, 655400000 (R) 

Metropolitan Life Ins. Co..(M) 

fo rere (N) 

SE T, nce wcaccesas (M) 

Lehn & Fink Products Corp. (M) 

| 2 rr (M) 

TOTAL 


4,313,131 
7,216,128 
7,969,983 
3,285,160 
2,307,495 
5,763,933 
3,566,162 
1,671,882 
2,091,574 


2,108,266 
3,132,492 


2,491,134 
168,105 


3,270,153 
2,713,101 


2,808,661 
1,472,593 


1,525,515 
424,060 


260,803 
669,316 
470,537 

36,691 
828,994 


100,642 
1,047,592 
822,405 
50,199 
414,183 
247,217 
122,718 
1,104,497 
459,648 
1,316,294 
128,063 
1,446,463 
344,469 
315,078 
122,357 


212,374 
416,668 
945,915 


1,022,287 
101,700 
1,107,552 
297,680 
162,709 
1,179,250 
491,323 
383,644 


GENERAL & 


FA 
NEWSPAPERS MAGAZINES 


$ 8,373,006 $ 5,048,111 
15,282,575 


9,293,670 
5,782,182 
3,763,350 
3,692,274 
7,932,935 
1,390,142 
3,849,177 
3,586,038 
2,320,021 
4,532,963 


6,018,592 
1,711,299 
2,203,839 
2,846,537 
3,750,536 
4,473,128 

769,830 
2,469,471 
1,624,847 


1.418.912 


1,830,326 
1,479,416 
613,905 


1,138,492 
1,235,210 


76,031 ~ 


1,075,136 

701,217 
1,509,585 
1,426,930 


TOTAL 


$ 31,620,5 | 
26,553,0 4 
16,869,9 « 
16,296,5. ; 
16 0045 
14,501,4 
12,761,0 
11,242,2) 
11,228,6: 
11,182,5¢ 
10,011,8) 


10,009, 


8,928,0« 3 
8,890,8- 5 
8.887,0°5 
8,343,3:4 
7,634.00 
7,237,8-8 
7,178,3.0 
6,992,155 


6,535,590 
6,319,298 


6,290,477 
6,154,321 
5,913,620 
5,785,369 
5,703,862 
5,458,182 
5,032,934 
4,844,554 
4,371,774 
4,200,838 
4,097,955 
4,052,672 
3,905,932 
3,825,187 
3,729,886 
3,721,882 
3,575,119 
3,512,602 
3,402,892 
3,272,569 
3,125,994 
3,083,676 


2,991,034 
2,846,985 
2,777,862 
2,697,501 
2,676,901 


2,590,533 


} Ge? ot fet Fe Ot et ep 
gan Ana 
RORSRBRS: 


$s 


Letters in parentheses indicate medium receiving largest share of advertiser’s expenditure. N—new 
papers, M—magazines, R—network radio. Sources for the figures shown here are the Bureau of Adve - 
tising’s ‘Expenditures of National Advertisers in Newspapers, 1948,’’ and the Publishers Informati: » 
Bureau data on magazines and network radio, which was published by Advertising Age, March 21, 194 
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Sperry Drifted Smow ............ 
Sperry Pancake & Waffle Flour 
Dn <tbeberd anaes bas peewee oes 
a ee 
Co Ee 
ee ee 
es | 
GENERAL MOTORS CORP. .... 
2 fb. |e 
ee 
See 
Buick Engines 


38,053 


Cadillac Cars 
133,317 Chevrolet Accessories 
803 Chevrolet Cars 
Chevrolet Soap Box Derby 
Chevrolet Trucks 
Delco Heat 
Delco Heat Stoker 
Delco Products 
Electro-Motive Division 
Frigidaire Automatic Washer 
Frigidaire Electric Range 
Frigidaire Products 
Frigidaire Refrigerator 
General Motors Diesel 
General Motors Institutional 
General Motors Trucks . 
Oldsmobile Cars 
307,387 Pontiac Cars 


1,509,9° 
1,755,40 
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GcNERAL SHOE CORP. ........... 
a, — ME ela ikae eheuthitedaite 
Gee GD GE. wo cccncteveecs 

GENERAL TIME INSTRUMENTS 


Westclox Products 
GENERAL TIRE & RUBBER CO., ... 


CO ee 


GENESEE BREWING CO. INC. 
Genesee Beer & Ale 
G°O MINERAL CO. 
GERBER PRODUCTS CO. 
Gerber's Baby Foods 
G'BSON ART CO. 


GiBSON REFRIGERATOR CO. ...... 


Gibson Electric Range 
Gibson Refrigerator 
GILBERT CO, A.C. 200t—~* 
GILLETTE SAFETY RAZOR CO. .... 
Gillette Razors & Blades 
Gillette Shaving Cream 
Toni Permanent Wave 
GLENMORE DISTILLERIES CO. .... 
Glen Garry Scotch Whiskey 
Kentucky Tavern Whiskey 
Old Thompson Whiskey 
Glenmore Whiskey 
Yellowstone Whiskey 
Durkee’s Condiments ............ 
Durkee’s Famous Foods 
Durkee’s Margarine 
Durkee’s Whipped Dressing 


GODCHAUX SUGARS, INC. ........ 

GOEBEL BREWING CO. 

GOETZ BREWING CO. M. K. 
Goetz Country Club Beer 


GOLDEN STATE CO. LTD. 
Golden State Cottage Cheese 
Golden State Fresh Milk 
Golden State Ice Cream 


GOODALL-SANFORD INC.  — 
GOODRICH CO., B. F. ............ 
Mood Rubber Division—Camas 
GOODYEAR TIRE & RUBBER CO. 
eaters innil 
Goodyear Institutional .......... 
GORTEN-PEW FISHERIES CO. LTD. 
GOSSARD CO., THE H. W. 
Foundations & Brassieres 
GRABOSKY BROS. INC. 
GRAPETTE CO. INC. = 
GRAYBAR ELECTRIC CO. INC. ... 
Graybar Electric Co. 
Universal Bantam Range 
GREAT LAKES STEEL CORP. 
Great Lakes Steel Products 


GREAT NORTHERN RAILWAY CO. .. 
GREAT NORTHERN WINE CO. 
GREYHOUND CORP., THE 
GREYSTONE CORP., THE 

Fiction Book Club 
GRIESEDIECK BROS. BREWING CO. 


GRIESEDIECK WESTERN BREWERY 


GRIFFIN GROCERY CO. 
Polar Bear Coffee 
GRIFFIN MFG. CO. 
Griffin Shoe Polish 
GROCERY STORE PRODUCTS CO. .. 
Fould’s Macaroni Products 
GROVE LABORATORIES, INC. ...... 
Grove’s Cold Tablets 


GRUEN WATCH CO. 
GULDEN INC., CHARLES 


GULF BREWING CO. 
Grand Prize Beer 
GULF OIL CORP. 


GUNTHER BREWING CO.” 
HAFFENREFER & CO. 28 =—t—w 


KALDEMAN-JULIUS CO. 


FALLER CORP., W. A. 
Haller’s Reserve Whiskey 
bAMM BREWING CO., THEO. ..... 
Hamm's Preferred Stock Te ete a 
/AMPDEN BREWING CO. 
Hampden Beer & Ale 
+ ANCOCK OIL CO. OF CALIFORNIA 


eee eee eee eee eee 


“3 


HANES KNITTING CO., P. H. 


EET Geb nb esesnesene 121,955 
HANLEY CO., JAMES 

Hanley’s Beer & Ale ............ 46,265 
HANSEN'S LABORATORY, CHRISTIAN 

SE ag 66 cna ceonenee 158,727 
Ct bcvesccccives 34,899 
HARCOURT, BRACE & CO. 

Se 68,477 
EY GE. en <vecaéscdces 251,531 

Dt . sehahweane urs cecveckeers 242,706 

Og ee 8,825 
HARTFORD ELECTRIC LIGHT CO. .. 25,682 
HARVARD BREWING CO. 

Harvard Beer & Ale ............ 70,038 
HASTING MFG. CO. 

Hasting Spark Plugs ............ 37,791 
Wa! WEEE cvllweceeecsi 224,881 

American Weekly, The ........... 97,059 

Hearst Newspapers ......... .... 191,462 

New York Journal-American ....... 25,870 

i i Cs ec envesbcdse 490 
HEARST MAGAZINES, INC. ....... 34.248 

| Sevialdscadoeecd tse 131,616 

Good Housekeeping .............. 219,619 

GS ee 35,617 

Motor Book Department .......... 6,396 
HEILEMAN BREWING CO., G. 

Heileman’s Old Style Lager Beer .. 144,318 
fo Sarr 1.525.515 

 f fg 3 236,042 

Heinz Baked Beans .............. 167,161 

ge EE ee 168,715 

Heinz Macaroni & Spaghetti ...... 34,935 

2 ae 324,752 

PR ee en 298.289 

EE Ret Sa ee A 295,621 
HELENA RUBINSTEIN, INC. ...... 27,521 
HENSLER BREWING CO., JOSEPH 

ff eae 37,301 
HERSHEL CALIFORNIA FRUIT 

PE Sits tdenuveess ieee 72,453 

Contadina Products ............. 459 

Contadina Tomato Sauce ......... 71,378 

Hershel California Fruit ......... 625 
HEUBLEIN & BRO. INC., G. F. .... 84.710 

EER rare 34,903 

Bell’s Scotch Whiskies .......... 52 

clea vaded eteret 49,250 

vivas socks meee ts 221 

RET a ee 284 
HEURICH BREWING CO., CHRISTIAN 

ee GD GPM boeaed encecae 60,882 
HEXOL INC. 

then iwel ns enndhes sous 34,194 
HILEX CO 

0 RS ee 76,657 
Cees ee Gig VUE ceciswccces 177,586 

Dromedary Cake Mix ............ 53,353 

DU ccc cnsaseenees 1,076 

Dromedary Fudge & Frosting Mix .. 4,302 

Dromedary Gingerbread Mix ...... 2,136 

EE 111,288 

Dromedary Muffin Mix .......... 3,369 

Dromedary Products ............ 2,062 
HILLS BROS. COFFEE, INC. ....... 693,772 
HILTON, PETER 

Seabrook Frozen Foods .......... 71,404 
HOLEPROOF HOSIERY CO. 

Wearing Apparel ............. 26,507 
HOLLAND-AMERICA LINE 

Steamship Transport ............ 27,881 
HOLLY SUGAR CORP. ............ 28,325 
HOLT & CO., HENRY 

EG Ee ere 29,693 
nM a Ldbes reves ec 82,237 

Hood's Dairy Products ........... 19,108 

Hood’s Ice Cream ......... 28,658 

ee cit anaes we 34,471 
HORMEL & CO., GEORGE A. ...... 298,820 

Hormel Canned Meats ........... 8,837 

Hormel Chili con Carne .......... 23,259 

i ee eee cesses kee 249 

Hormel Meat Products .......... 255,797 

BD GEE Sse ei ddcerveccce 438 

eee een ideieeud'e te 10,240 
HOUBIGANT SALES CORP. ........ 64,832 

Chantilly Houbigant Preparations .. 1,034 

Houbigant Preparations .......... 60,862 

Quelques Fleurs Perfume ........ 2,936 
HOUGHTON-MIFFLIN CO. 

| CORE IRI 9 138,952 
HOUSTON LIGHT & POWER CO. .... 70,176 
HUDEPOHL BREWING CO. 

EE cena eeres.osci eee 109,193 
HUDSON MOTOR CAR CO. ........ 1,107,552 
HUDSON RIVER DAY LINE 

Steamboat Transport .......... 59,890 
HUDSON MFG. CO., H. D. ........ 38,759 

Hudson Garden Products ........ 23,725 

Hudson Sprayers & Dusters ...... 15,034 
og Pree 162,709 

Hunt’s Tomato Sauce ............ 118,738 

yg Ree — 43,971 
HYDE PARK BREWERIES ASS'N. 

SS GE ce tsecdedeees vce 32,587 
HYGIENIC PRODUCTS CO. 

EE ee ed Baa tuee's o<:0 2 78,921 
HYGRADE FOOD PRODUCTS CORP. 

on 66s esdnedne se ee-+6 38,898 
IDAHO ADVERTISING COMMISSION 

ee 34,970 
ILLINOIS BELL TELEPHONE CO. .. 257,385 
ILLINOIS CENTRAL RAILROAD .... 114,584 
SE GHEE GE ceccecccesecs 70,215 

Broadcast Corned Beef Hash ...... 21,960 

Broadcast Meat Products ......... 48,255 
ILLINOIS WATCH CASE CO. 

Elgin American Products .......... 30,456 
INDEPENDENT MILWAUKEE BREWERY 

FPL ree 30,160 
INDIANA BELL TELEPHONE CO. .. 52.145 


INDIANAPOLIS POWER & LIGHT CO. 29,571 
INDUSTRIAL PLANTS CORP. ...... 34,190 
INGERSOLL PRODUCTS CO. ...... 26,396 
Ingersoll’s Chicken Products ...... 3,751 
Ingersoll’s Meat Products ........ 22,645 
INNER AID MEDICINE CO. 
DO SE or eee 159,676 


INSTITUTE OF LIFE INSURANCE 
(see also Life Insurance Cos. of America) 


Insurance Promotion ............ 380.155 
INSTITUTE OF MENTALPHYSICS .. 25,460 
INSTRUCTIVE BOOKS, INC. 

St Shot ceekvuerseneed ses 59,037 
INTERNATIONAL BUSINESS MA- 

i... ea chekheeh wee 5,106 
INTERNATIONAL CELLUCOTTON PRO- 

DE GE sencoesoravesdecee 212,374 

oe 36,845 

Dt. stvesstansasetvens unane® 175,529 


INTERNATIONAL HARVESTER CO. 


International Harvester Freezer .... 
International Harvester Products .. . 
International Harvester Refrigeration 
International Trucks ............. 


Tractors 


INTERNATIONAL LATEX CORP. .... 
INTERNATIONAL MILLING CO. .... 
rer Tr 
Robin Hood Flour .............. 


INTERNATIONAL NICKEL CO. ..... 


INTERNATIONAL PEACE ARCH 
ASSN. 
INTERNATIONAL SALT CO., INC. 


- a eA eee 
INTERNATIONAL SHOE CO. ...... 
Conformal Shoes ............... 
International Shoe Co. ........... 
. fo | er eee 
Queen Quality Shoes ............. 
_ 2 fF are eee 
en Bee sdbadudnecee ts 


kk. Pare 


INTERNATIONAL SILVER CO. 


Holmes & Edwards Silverplate ..... 
INTERSTATE BAKERIES CORP. .... 
Butter-Nut Bread .............. 
Interstate Bakeries Corp. ........ 
ss er 


IODENT CHEMICAL CO. 


Iodent Toothpaste .............. 


IRON FIREMAN MFG. CO. 


8 ee eee 


JACKSON BREWING CO. 


gee A EE Sa ee 


JACOBS CO., F. L. 
Launderall 


Jelke’s Products 


Dryad 


Candy 


Modess 


Tek Toothbrush 


JORDEAU, INC., JEAN 


Be SEY ccccsccecacess 


KLM ROYAL DOTCH AIRLINES .. 


KAISER-FRAZER CORP. .......... 


Frazer Cars 
Kaiser Cars 


KARAGHEUSIAN, INC., A. & M. 


Gulistan Rugs & Carpets ......... 


KAYSER & CO., JULIUS 


Wearing Apparel ...... bec e 


KELLER MOTORS CORP. 


2 Se 
ME vacccagenrenesevavas 
 ,§ © AA 
ST GEE covccccecvecess 
Kellogg’s Corn Flakes ........... 
Kellogg’s Corn Soya ............ 
FSS ee 
ae a 
Kellogg's Raisin Bran Flakes ..... 
Kellogg’s Rice Krispies .......... 


Kellogg’s Variety 


gE 


KEM CO., THE 


Kem Instant Water Heater ........ 


KENDALL CO. 


Bauer & Black Brace Supporters .. 
Blue Jay Foot Products ......... 
G6 UE. Seevees ceeescaees 
Kingan Meat Products .......... 
Kingan Seafoam Shortening ...... 


KLEIN CO., INC., D. EMIL 


Se OE EE nace sovesces 


KNAPP-MONARCH CO. 


Fans & Electric Appliances ...... 
“KNIGHTS OF COLUMBUS ........ 


KNOPF, INC., ALFRED A. 
Books 
SEE Fenoncsadees eens 


A 


SE: Detcacevasavece - 
Knox Drug Products ......... 
Mendaco 
Romind 
Urotex Remedy 
KNUDSEN CREAMERY 
Dairy Products 
KOPS BROS., INC. 


Foundations & Brassieres ........ 


KREISLER MFG. CORP., JACQUES 


PT cdacnhepaeeseuetoudeess 


KRESS & OWEN CO. 


TENTED oc cteccscccsesss 


KROEHLER MANUFACTURING CO. 
Furniture 
KRUEGER BREWING CO., G. 


Krueger Beer & Ale ............ 


KUNER-EMPSON CO. 


Kuner’s Food Products ...... : 


Kuner’s Vegetables ......... 
LACO PRODUCTS, INC. 

Laco Shampoo 
LADY ESTHER LTD. 


Lady Esther Preparations ........ 


LAMBERT PHARMACAL CO. 


Actifoam Cream Shampoo ........ 
dewelite SHAMPOO ....... ccc eees 


Listerine Antiseptic ........... 

Listerine Shaving Cream . 

Listerine Toothpaste ....... 

Listerine Tooth Powder .... 

Polite Deodorant ......... 

DT ceenuceaeenesenees 
LAMM BROS., INC. 


Wearing Apparel .........-0e00s 


ee 


Se Ge MD Ge. ccececusives 
Jelke’s Good Luck Dressing ....... 
Jelke’s Good Luck Margarine ...... 

JERGENS CO., ANDREW .......... 


es 


Jergens Preparations ............ 
Woodbury Preparations ........... 
Woodbury Toilet Soap ............ 
JOHNSON CANDY CO., WALTER H. . 


EE .ckiriedéevhbuceee sees 
JOHNSON & JOHNSON ........... 
Johnson's Back Plaster .......... 
Johnson’s Foot Soap ............ 
Johnson & Johnson Band Aid ..... 


ET a cih ecodecesetes67; ct 
0 Se tu ee 


Oe) i a ore 
JOHNSON & SON, INC., S.C. ...... 
lt déndeecdaeedebust desea ids 


470,537 


54,362 


127,676 
167,677 
120,822 
172,000 


17,049 


154,951 
424,060 


84,741 

7,200 
72,215 
13,182 


152,396 


22,194 
62,871 

9,121 
61,489 


416,668 


52,478 


364,190 


27,294 


50,621 


1,813,025 
247,979 


77,371 


347,834 
442,990 
151,373 
269,344 


13,186 
90,612 
92,994 
79,342 


42,705 


174,457 


34,065 


140,392 


29,979 
10,038 
19,941 


32,339 


25,609 
30,432 


131,462 
599,906 


24,138 


247,170 


1,808 


114,492 
194,097 


18,201 
40,352 
46,003 


122,289 


32,280 
62,493 
93,220 
32,532 
29,383 

3,149 


59,082 


Newspaper Ad Expenditures—1948 
Data compiled by Bureau of Advertising, ANPA 


LAMONT, CORLISS & CO. 


of aaa 
Nestle’s Semi-Sweet Chocolate .... 
re 
.. SU Pee 
LAND 0’ LAKES CREAMERIES, INC. 
Land O° Lakes Butter ........... 
Land 0” Lakes Dairy Products .... 
Land 0’ Lakes Evaporated Milk .... 
LANDERS, FRARY & CLARK 


Universal Electric Blanket 
Universal Vacuum Cleaner 


LANGENDORF UNITED BAKERIES, 
RY ES ee 
Dr. Penland Bread ........... 


Hollywood Bread 


Langendorf Bread 
LAVOPTIK CO. 

Lavoptik 
LEA & PERRINS, INC. 


Lea & Perrins Worcestershire Sauce . 


LEE & SON, JAMES 


i <.scnadewsiel tucde ss 
LEEMING & CO., INC., THOMAS 
Dt avinenahdittae wx v'seat 
LEGGETT & CO., FRANCIS H. 
. £2. Pwr 
LEHN & FINK PRODUCTS CORP. ... 
Dorothy Gray Preparations 


Etiquet 


LEVER BROS. CO. 
Breeze 


Lipton’s Spaghetti Sauce 


ED nie icn Nae'ek 6 hadaee 
Ss tebe sh vee bs SOA ee 
8 EE ere - 


Pepsodent Products 


Pepsodent Tooth Powder 
Rinso 


a ciben ied ewennsee sen 
pO ee 
LEWIS CIGAR MFG. CO. ....... 
Flor de Melba Cigars ...... 
John Ruskin Cigars .......... 


LEWIS-HOWE CO. 


ee or 


LIBBY, McNEILL & LIBBY 


yd 9 eee 
Sg Se 
Libby's Canned Foods ......... 


Libby's Corned Beef Hash 


Libby’s Frozen Foods ......... 
ST MEE bcc abun teed cues 
i Er 
ge BO Re See 
Libby’s Sandwich Spread ....... 
Libby’s Tomato Juice ............ 
LIBERTY BAKING CORP. ...... 
EE Ss ncee dauve bendds 
Me eceteiaueees as 
LIBERTY COACH CO., INC. 
ee eer 
LIBERTY MUTUAL INSURANCE CO. . 


LIBRARY GUILD, INC. 
Books 


Alkaid 
Life Savers ...... 


Pine Bros. Glycerine Tablets 
LIGGETT & MYERS TOBACCO CO. .. 
Chesterfield Cigarets ............ 
EE WD cosas anced ews 
LILY OF FRANCE CORSET CO., INC. 


LIONEL CORP. 


th gtivwersxyeaektdesa deve 


LIPPINCOTT CO., J. B. 
Books 
LITTLE, BROWN & CO. 
Books 
LO-CALORY FOOD CORP. 


ae MD. snvrvawresectsveses 


LOEW'S, INC. 


PD. cach eebyeeae ee eos 
LOWE STAR GAS CO. ........... 
LONG ISLAND RAIL ROAD .. 


LONGMANS, GREEN & CO. 
Books 
LORILLARD CO., P. 


0 Sa eee 

Old Gold Cigarets ........ 
LOS ANGELES BREWING CO. 

ES eee 


LOS ANGELES MIRROR 
Newspaper 


LOS ANGELES SOAP CO. ....... 
Merrill's Rich Suds ........... 
i  Siceeere seed cesens 


Louisiana State Rice .......... 
LOUISIANA SWEET POTATO CAM- 


PAIGN 


LOUISVILLE & NASHVILLE RAIL- 


ROAD 
LOWE BROS. CO. 
Paint Products 
LOWE CORP., JOE 
Popsicle 


LUCKY TIGER MFG. CO. .......... 
Lucky Tiger Hair Preparations .... 


Never-Tel 


Holsum Baking Products ....... 
gf ga Rae 
ee ii conan ole wa 


Hinds Preparations .......... 
Ct sitet ee Pitt ee een ens 
. &£§ ' ff aa 


Harriet Hubbard Ayer Preparations 
Lever Gres. Products .......000.. 
arse Ane 
Lipton’s Froster Dessert Mix 
Lipton’s Noodle Soup Contest .... 
Lipton’s Products ........... 
Ee ae 


Pepsodent Toothpaste ........... 


LIEBMANN BREWERIES, INC. 
FPP rere 
LIFE INSURANCE COS. OF AMER- 
RAS are rr 
(See also Institute of Life Insurance) 
LIFE INSURANCE CO. OF GEORGIA . 
LEPE GAVENS GORP. ...cccccese 


228,717 


2,288 
15,994 
23,480 
98,673 

2,599 
85,683 


27,042 
50,816 


1,160,257 


110,299 


29,604 
47,267 


863,537 
882,080 
102,534 


96,179 
29,576 


105,327 
221,276 
126,013 


54,676 
77,077 


29,336 


- 1,170,112 


56,703 


_. 1,113,409 


55,422 


48,556 
78,130 

2,375 
17,834 
57,921 


30,756 
42,337 
38,865 
53,680 
40,342 
78,605 


74,588 
4,017 


BM. 6. B. GR cccccsccces 


ns a PD ssceccceee oq 

Tree Tea : 
MACMILLAN CO. 

Books 
MACY GEORGE COMPANIES 

Heritage Club Books ............ 
MAIDEN FORM BRASSIERE CO. ... 
MAIER BREWING CO. 

DCM ocwaceceseeove 6 un 
MAINE DEVELOPMENT COMMISSION 

State of Maine Potatoes .......... 

State of Maine Shelled Beans .... 
MALLEABLE IRON RANGE CO. 

Monarch Electric Range .......... 
MANHATTAN BREWING CO. 

Canadian Ace Beer & Ale ....... 
MANHATTAN SOAP CO. .......... 

LE nin cd sthdid's ch diene od ee 

SweetHeart Toilet Soap .......... 
MARATHON CORP. 

Waxtex 
MARITIME MILLING CO., INC. .... 

PD Kdeee due se cach o de 


Franklin Farmers Supply .......... 


Hunt Club Dog Food ............ 
MARS, INC. 

i <2tt atthe tenets ibe 46% 0% 
MARTIN CO., THE GLENN L. ...... 

Aircraft 

Chemical Division .ncccccccccces 
MAY CO., GEORGE S. 

Business Engineers .............. 
MAYER & CO., OSCAR 

Se DOMED cvtondccccrnosedes 
MAYTAG CO. 

Maytag Gas Ranges .............. 

| 

Maytag Washers 
McCORMICK & CO., INC. ......... 

Bee Brand Insecticides ........... 

McCormick Extracts 

McCormick Products ............ 

fo eee ee 

SE WE och dec cdedebbene 

Schilling Coffee 

Schilling Condiments ............ 

CT Er 

Selitting Products ..ncccccccvens 

Schilling Spices 
McGRAW-HILL PUBLISHING CO. .. 

McGraw-Hill Publishing Co. ...... 

ee 

Whittlesey House 
McILHENNY CO. 

ff SPS rece 
McKESSON & ROBBINS, INC... . 

Calex Veoth Powder ............ 

SD BR kb 4646 dv dcigwea vine 

Chapin & Gore Whiskey .......... 

Old Reserve Whiskey ............ 

Me  neadecseSSeel> 00 geen ws ows 

Soretone Linimeft .............. 

Tawn Preparations .............. 
McKETTRICK-WILLIAMS, INC. 

SD PEE bea coevecess cee 
McLAUGHLIN & CO., W. F. 

Manor House Coffee ............ 
MEDLEY DISTILLING CO. 

Medley Bros. Whiskey .......... 
MELTOWAY REDUCING PLAN, INC. . 
ES is adore o.¢ateu se we > aioe 

Mennen Baby Products .......... 

Mennen Brushless Shave .......... 

Mennen Products 

Mennen Skin Bracer ........ 
MENTHOLATUM CO. 

Mentholatum 
SD GP Gis Sie cecdcsccccccne 

Creolin 

Di-Chloricide 
MERRIAM & CO., G. & C. 

Books 
MESECK LINES, INC. 

Steamship Transport ......... 
MESSNER INC., JULIAN F. 

Books 
METROPOLITAN LIFE INSURANCE 

ret ithnns 6o0keS ee ae > <an-x8 
MEYERS & CO., J. A. 

Pt Pe ve¢ecsveko kuna dee 
MIAMI MARGARINE CO. 

ee Ee CIEE wiocvecucess 
MICHIGAN BELL TELEPHONE CO... 
MICHIGAN BULB CO. 

i 2 parca ee bnseeks sone 
MICHIGAN MUTUAL LIABILITY CO. 

Insurance 


MICKELBERRY’S FOOD PRODUCTS CO. 


i PE. ssdbhovsedseeennes 
MID-CONTINENT AIRLINES, INC. .. 


MID-CONTINENT PETROLEUM CORP. 


SS Te 
MILES LABORATORIES, INC. .. 

CE CE ccaweswnodewe sevens 

Miles Anti Pain Pills ....... mm 

fe” ee , 

PP ciesedseres 

One-A-Day Vitamins 
MILLER BREWING CO. 

Miller High Life Beer ........... 
MINNEAPOLIS BREWING CO. 

 § «ae 
MINNESOTA MINING & MFG. CO. 

Scotch Cellulose Tape .... =e 
MINNESOTA VALLEY CANNING CO. . 

rrr eee 

Kounty Kist Peas ..... ee ae 

Kounty Kist Vegetables ........ 

Niblets , 

Minnesota Valley Canning Co. 

Tendersweet Vegetables ...... wai 
MISSOURI-KANSAS-TEXAS LINES 

Rail Transport . 
MISSOURI PACIFIC LINES 

| I 
MODERN FOOD SALES, INC. 

X-Pert Mixes 
MODGLIN CO., INC. 

Perma Broom ........... 
MOJUD HOSIERY CO. ..... 
MONTICELLO DRUG CO. 

Candilax 

i ccaboenevs nun dies 


CORR 


nL cer ate | dy ae 
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8,694 1,029 
105 | 36,204 
-" 28,672 
L CORF 39,972 
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53,0 4 oan ... 117,033 A. 
59.9 5 renew ee 18,263 . ee owe 508, PT 
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m4: erort) « aaa eT ory 73,966 
ol eee. (85,359 185,823 16,404 . 
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52,51 Greeting Cards Sa 169,601 8,829 123,384 
11,8) Ss = 58,697 452,876 252,104 
. . 30,186 21.028) iis77| 28,587 
09.9 5,102 315,502 -«» 141,877] 71,792 
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949,445 a - 
7 ; ; 343,033 i ae A 
8-8 53,042 ve 954 
92,155 190,458 275,001 . 188.352 
| 969 48,381 
35, 0 385 , 
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’ ee 
328,716 ee sd 4 
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66,608 
102,031 


107,428 
25,205 
35,037 


44,151 
66,285 


93,469 
334,590 


76,101 


40,088 
28,518 
27,718 


14,610 


219,695 
49,234 
12,062 
15,335 
21,837 

138,178 
26,216 
26,322 


14, 351 
178,561 


MOORE-McCORMACK LINES, INC. 7-Minit Pie Crust ............. 
Steamship Transport ............ 45,864 7-Minit Pie Filling .............. 
MORRIS & CO. LTD., PHILIP ...... 2,491,134} 6 O'Clock Corn Muffin Mix ........ 
Bend Street Tobacco ............ 134,977| 6 O'Clock Foods ................ 
Marlboro Cigarets .............. 71,686| 6 O'Clock Puddings ............ 
Philip Morris Cigarets .......... 2,204,176 | NATIONAL SUGAR REFINING CO. 
Revelation Tobacco ............. 80,295 en ee... aceecsieee 
MORROW & CO., WILLIAM NATIONAL TEXTILE & CHEMICAL CO. 
civ adeeesédvescovet 50,699 DE s0S. sHib Gs 0s ov sed 
MORTON SALT CO. NATIONAL TRAILWAYS BUS 
ED ane nanectoesysew tt 167,844 Dh. ciccendingsecédcedes 
MOTOR WHEEL CORP. NATURAL GAS COMPANIES ...... 
Duo-Therm Oi! Heater ........... 105,444/ NEHI CORP. ................... 
MOTOROLA, INC. ............... ee. ecncvses 
Motorola Radio Sets ............ 82,084 Dt Aided eted oe ccoatweeela 
Motorola Radio & Television Sets .. 179,257 Royal Crown Cola .............. 
Motorola Television Sets ......... RODISTS | WEBTEE 6B.. BMC. ..cccccccccccee 
MOUNTAIN VALLEY WATER CO. OF oi Masei’s Bouillon Cubes .......... 
fi eee 6, Maggi’s Seasoning .............. 
MRS. TUCKER FOODS, INC. ...... udebece 
Mrs. Tucker's Meadowlake Margarine. 485,783/ Nestea Instant Tea ...:.......... 
Mrs. oes Products .......... ‘<a oa Evaporated Milk .......... 
Mrs. Tucker's Shortening ........ ’ estle’s Food Products .......... 
—— CO., GEORGE NEW ENGLAND CONFECTIONERY 
Muehlebach Beer .............. sires Fabs <f 
MULLINS MFG. CORP. Bolster Candy Bar ............. 
Youngstown Kitchens ... ...... L7DACT | Confections ......cccceseseeees 
MURINE CO., INC., 1)” 
EEE EES POTEET ET ITT 101,187 | NEW ENGLAND TELEPHONE 
MUSCLE-RUB CO., INC. & TELEGRAPH CO. ............ 
PE UD -cosdececccccssevdce 32,501 NEW JERSEY BELL TELEPHONE CO. 
— i tes eeadseeubwe e — NEW ORLEANS PUBLIC SERVICE 
wsterole  ..- sees e cence eercees , EE aga pla ea 
oo Rcrnaend are bbbam te'ooa | NEW YORK CENTRAL RAILROAD 
EPEC . GVGTEM oo ceseccccccccveces: 
MUTUAL oe HEALTH AC- NEW YORK HERALD TRIBUNE .... 
CIDENT ASS'N. 52,969 | NEW YORK LIFE INSURANCE CO. . 
aia uareus ‘eb seeseeeeresecers aa'seg | NEW YORK, NEW HAVEN & HART. 
b eeeveceseusons , FORD RAILROAD CO. ......... 
ee CORP. ss OHA | NEW YORK TELEPHONE CO. ...... 
Kelvinator Refrigerators .......... 52,370 Re ord my Bazorsene+ sees 
Home Freezer ........... 518 > ’ nines 
Leonard 746.166 CY pete sc ansece tice 
— ewe neekess es es ee ans NINETEEN HUNDRED CORP. 
———<—- . F Whirlpool Washer ............... 
NATIONAL BISCUIT CO. -......... 669,316 | NOBLITT-SPARKS INDUSTRIES, 
Milk Bone Dog Biscuit .......... 66,979 gh os elaine ial tal dala lactis 
Nabisco 100% Bran ............ 113,480 = — thee e eee e ener ees 
Nabisco Shredded Wheat ......... am Ss.” 
National Biscuit Co. Crackers ...... 10,583 ee ee 
cua baub be ce eet 56,040 ereress Greating Cards 
a OF FIRE UNDER: 410 | NORFOLK & WESTERN RAILWAY .. 
NATIONAL BREWERIES LTD. —o co, 
SE SEE ED ar cccnccocscec’ 92,662 NORRIS. INC ~caiabhediaiadale ialidthaiaai 
NATIONAL BREWING CO. ........ 56,551 sa 
} om gl onal ia'oya |NORTH AMERICAN ACCIDENT 
lata : epee 
NATIONAL BROADCASTING CO. .... 62,270 
NATIONAL CRANBERRY ASS'N. .... 102,300 aati 
Ocean Spray Cranberry Products .... 19,392 NORTHERN INDIAN P wb eeeree 
Ocean Spray Cranberry Sauce ...... 82,908 SERVICE CO IANA PUBLIC 
—- —— 1,908,673 | NORTHERN PACIFIC RAILWAY CO. . 
Breakstone’s Dairy Products ...... 40,672 — — MILLS 
Breakstone’s Ice Cream .......... 1,037 " Orthern TISSUE owe eeeee renee 
SMD cschcathe ducks 85,639 | NORTHWEST AIRLINES, INC. ..... 
a aie 12 46g | NORTHWESTERN BELL TELEPHONE 
sd alata lala ' ie dN git a 
aay Produsts ....-++.-0+- ann NORTON & CO., INC., W. W. 
oe en ‘ ithe cei aacenicaedvawe¥ 
Hydrox Ice Cream .........-.-.. 210 
Jersey Gold Ice Cream .......... 243 ye PHARMACAL CO. ...... 
Jersey Gold Milk ..........505- waa Pepto-Bismol ’ pi san weer 
dersey Gold Creameries, -------"""  gy'57| NOXZEMA CHEMICAL Co. 
ee ee err 337,484 P a mumean reernrees ds 
Kraft Cottage Cheese ........-.- hea Blue Ribbon Coffee ............ 
Kraft — PUOREEE oe 2 0c seeess 61.920| Blue Ribbon Food Products... 
— eee 14612 | _ Blue Ribbon Potato Chips ....... 
Kraft Malted Milk... 246g | OAKITE PRODUCTS, INC. 
Kraft Mayonnaise .............. 247,034 odinan ee ee 
Kraft Miracle Whip Salad Dressing . 182,262 O’Cedar Floor M ee ceserecrserecrs 
“rrr 11,556 hs ‘ i 
EE cn secuncboveeses 4,824| 0'Cedar ~ WM wees eeeeeeeceeees 
Parkay Margarine .......... 346,046 By axe 
Philadelphia Cream Cheese ..... 30 |S Geen an bone e ees 
Sealtest Ice Cream 103,953 OHIO FUEL GAS co i ttt intial 
tga Salou. ana A caeiaietealae nike 
Sealtest Products ....-.----- py Gasoline & oil PO Se Cee eT Tere 
een eee 77sse ss 1'973| OIL INDUSTRY INFORMATION COM- 
, ghee : Bape hanetapertameseyitterse 
Southern Dairies Ice Cream - 58,251 rory 
str Ba El See 
a bea. 1'g99 | OLD MONASTERY WINE CO., INC. 
Supplee Ice Cream... 5... Al OLIN INDUSTRIES, INC... 
Telling-Belle Vernon Ice Cream .... $1053 Bond Flashlight Batteries... 
Pena s erotand Dairy Milk... 23,817 | _ Winchester Flashlight Batteries 
NATIONAL DISTILLERS PRODUCTS SS a 
3,270 153 r. dward’s Olive Tablets ....... 
Sie ee Lec eacéeat . eyaeen Gnmenne €2. 
Bellows & Co. Products ......... 50,521 01 ia B 
Bellows & Co. Whisky dal 32 53,870 onan. Ine i «0606666000086 
Bellows Cruzan Rum er 4,327 rsa Bakeries eeceeeeceesesesesesess 
Bellows Fine Club Gin .. Re gy lla 
og Re oP A 
Bond & Lillard Whisky ... 141.998 | ORANGE CRUSH CO. ............ 
Bourbon De Luxe Whisky . 74,336 | Orange Crush ................- 
Century Club Whisky .... 12,236 | Old Colony Ginger Ale .......... 
Crab Orchard Whisky .... 16,371| Old Colony Root Beer ........... 
G. & D. Vermouth ...... 31,639 | OSTREX CO. 
te MED cccecceesss 760 Pt “SE devdedsbeedensaeters 
NE acddc doses: 88,645 | OUTBOARD MARINE & MFG. CO. 
Hill & Hill Whisky ‘Pole se 330,975 Johnson’s Sea-Horses ............ 
Italian Swiss Colony Wine .. $1,623 | OWENS-ILLINOIS GLASS CO. 
Mount Vernon Whisky 598,320 Duraglas One-Way Bottles ........ 
Old Crow Whisky ......... 80 | OWEN NURSERY, JAMES W. ...... 
Old Wermitage Waiay yo OXFORD PRODUCTS CO. 
Old McBrayer isky , ey 
ol Suenstrest Waicty = an OXFORD UNIVERSITY PRESS 
e oes , eer ieee 
BEE cca s echoes: 51,028 
White Rock Beverages 40,000 gy Say A teen eee e eee e es 
NATIONAL OATS CO. .... ae eee eee 
National 3-Minute Oats . ee ee ee eee eee eee eece 
Ns UE elie divin xd das 11,292 =o AMERICAN SHIP OWNERS 
NATIONAL PRESSURE COOKER CO.. 325,429; ASSN. ......--. se eeeeeseeees 
National Pressure Cooker ........ 10,374 PACIFIC COAST PAPER MILLS OF 
Drette GQeeter 2c. ccccccvecccces 310,843 WASHINGTON, INC. .......... 
Presto & National Pressure Cookers . 4,212 ON RET eeTe 
NATIONAL SELECTED PRODUCTS, 0 Ea 
Sr tcl ceshcankeapeonibivs 52,084 | PACIFIC GAS & ELECTRIC CO. 


PACIFIC MILLS 


etl te i oe 73,921 
PACIFIC POWER & LIGHT CO. .... 25,043 
PACIFIC TELEPHONE & TELEGRAPH 

ag aie ee 374,368 
PACKARD MOTOR CAR CO. ....... 1,446,46 

ln RS 1,446,175 

Packard Marine Engines .......... 
PACQUIN, INC. 

Pacquin’s Preparations .......... 50,133 
PAL BLADE CO. 

£63 wed odgdaadhasek6-< 688 
PAN AMERICAN WORLD AIRWAYS. 474,839 
SWE enc ccccescces 945,915 

Park & Tilford Preparations ...... $2,052 

Park & Tilford Products ........ 155,682 

Park & Tilford Reserve .......... 360,781 

Park & Tilford Whiskies ........ 41,076 

 }, 271,314 

Vat 69 Scotch Whisky ........... 35,010 
Ee 

Parker Pens & Pencils .......... 276,350 

PT On cit bweenwesceeess 34,381 
PATTEN FOOD PRODUCTS ........ 26,162 

Mis’ Julie’s Biscuit Mix .......... 1,032 

Mis’ Julie's Hot Roll Mix ....... 4,385 

TTT TTT 8,321 

Mis’ Julie’s Pie Crust ........... 12,424 
PATTERSON-SARGENT CO. ....... 157,226 

RS a eee ee 10,070 

 Civesaveenseners 147,156 
PAULSBORO MFG. CO. 

KR 32,554 
PAXTON & GALLAGHER CO. 

Butter Nut Coffee .............- 78,980 
PEARSON PHARMACAL CO. ....... 57,100 

EEE ae ee 23,818 

ES TT ee Tee eee 33,282 
PENICK & FORD LTD., INC. ...... 196,415 

Brer Rabbit Molasses ........... 4,953 

Brer Rabbit Syrup .............. 2,922 

PD MEE SG cnupcesccese 182,939 

My-T-Fine Pie Filling ............ 1,281 

Vermont Maid Syrup ............ 4,320 
PENNSYLVANIA RAILROAD CO. .. 306,000 
PEOPLE’S BOOK CLUB ........... 29,586 
PEOPLE’S GAS, LIGHT & COKE CO. . 52,216 
PE EE, cecacctudesessese 434,672 

EE ch netebeueece¥éessds vc 61,002 

DED wobeseSdooedsssee cee 373,670 
PERKINS PRODUCTS CO. 

DE <beteedk60e60060ee80n0@ 68,002 
PERSONNA BLADE CO. 

ED HE once dasicd cscsee 94,253 
PERUVIAN INTERNATIONAL AIR- 

ae ee ee ee 42,597 
PET MILK SALES CORP. .......... 58,450 

4 er 1,249 

EE on coches 4 eee 574 

Pet Evaporated Miik ............. 46,389 

Pe Mt SD caccceakeoeeeseve 10,238 
PETER HAND BREWERY CO. 

Meister Brau Beer .............. 142,884 
PETERSON OINTMENT CO. 

Peterson’s Ointment ............ 74,441 
PETRI WINE CO. 

FO EE 30,837 
PETROLEUM HEAT & POWER CO. 

Pe MD vccovdeeeseeens 61,820 
PFEIFFER BREWING CO. 

ee 65,968 
PHARMACO, INC. 

ER 90,854 
PHENIX PABST-ETT CO. ......... 66,085 

 — fo er 1,251 

a eee 50,285 

Salad Bowl Salad Dressing ....... 14,549 
PHILADELPHIA ELECTRIC CO. .... 138,173 
PHILADELPHIA GAS WORKS CO. .. 45,298 
PHILADELPHIA INQUIRER ........ 55,579 
PHILADELPHIA TRANSPORTATION 

i Sidieseteseeeessaeseeea 30,163 
Soe ces cane ess 6.9.4 3,132,492 

Philco Air Conditioner .......... 71,561 

ven ededveeeceoens 56,393 

fF er 110,241 

 - | Rrerrre 1,179,201 

Philco Radio & Television Sets .... 171,968 

Philco Refrigerators ............. 52,632 

Philco Refrigerator & Freezer ..... 12,669 

Philco Television Sets ............ 1,477,827 
PHILLIPS PACKING CO., INC. ..... 204,313 

Se MEE shecuadecscrs so 3,478 

Phillips Food Products .......... 147,897 

Phillips Meat Products .......... 15,605 

EE kine kop + 6.0 02 «6 37,333 
PHILLIPS PETROLEUM CO. 

Fg a rere 625,665 
PICTSWEET FOODS, INC. ......... 135,625 

Pictsweet Canned Foods .......... 52,788 

Pictsweet Frozen Foods ........... 34,842 

Pictsweet Vegetable Products ..... 47,995 
PIEL BROS. 

DM + crendeuan habeas ee 255,373 
PIERCE’S PROPRIETARIES, INC. 76,947 

Dr. Pierce’s Favorite Prescription .. 28,067 

Dr. Pierce's Golden Medical 

DE  iccceudhodheweseuns > 43,629 

Or. Pleves’s Products ....0..0...- 5,251 
PILLSBURY MILLS, INC. ......... 2,067,469 

Se WN ME  sebndeceeesencces 

Globe A-1 Biscuit Flour Mix ...... 16,236 

Globe A-1 Flour Products ........ 45,502 

Globe A-1 Pancake Mix .......... 2,884 

Globe A-1 P/C Waffle Flour ...... 28,526 

Pillsbury’s Best Flour ........ 444,016 

Pillsbury’s Best Mixes .......... 38,521 

Pillsbury’s Cake Mix . Se ee 

Pillsbury’s Feed & Soy ........... 407 

Pillsbury’s Hot Roll Mix ........ 563,779 

SI EE Sak bdaoccecscse 4,789 

Pillsbury’s Pancake Mixes ........ 173,320 

Pillsbury’s Pie Crust Mix ........ 392,208 

Pillsbury’s Products ............. 70,892 

Pillsbury’s Sno Sheen Cake Flour .. $1,046 
PINEX CO., THE 

Dl <esbanssadwicneee ceeadue 89,961 
PINKHAM MEDICINE CO., LYDIA E. 562,752 

Lydia E. Pinkham Products ...... 297,852 

Lydia E. Pinkham Tablets ........ 16,156 

— E. Pinkham Vegetable Com- 

Be EE reer 248,744 
PloneER AIRLINES, INC. ........ 53,716 
PIPER BAKING CO. 

i Cn My ocncccdeceesss 111,923 
PITTSBURGH BREWING CO. ....... 26,714 

Pn re ccecenpeevecscse 9,477 

Pe MT 653.565 ab endn6es se 17,237 
PLANTERS NUT & CHOCOLATE 

ee ee 206,197 

Pieetens BURG ccc cvtecesccss 101,255 

Planters Peanut Butter .......... 22,856 


Planters Peanut Oi! ............. 9,758 
Planters Peanut Products ........ 72,328 
PLAYBOY MOTOR CAR CORP. 
ED ie eee nds che by 26,549 
— aa eae 489,113 
Black & White Ointment ......... 30,810 
 Sinass dew tdbnes ate oanee 6,895 
Kremola 3,323 
EE aw cabusccav Gace 41,025 
Moroline ... padaodud’s ¥eee 28,999 
Mufti Dry Cleaning batdesdvecuaak 13,191 
Penetro Nose Drops ............. 35,218 
a 33,314 
Mn i oh vag dbs ceeeten ne 330 
Prescription C-2223 ............ 8,138 
Ce aban awa devban 653 
le ME PIED occ. c vowels cdvee 287,217 
POPPER-MORSON CORP. ......... 69,936 
Pete Hagen’s Cocktails .......... 2,511 
Pete Hagen’s Cordials ........... 4,954 
Pete Hagen’s Rock and Rye ...... 15,349 
Pete Hagen’s Whisky ............ 47,122 
PORTLAND CEMENT ASS'N. ....... 33,527 
PORTLAND TRACTION CO. ........ 27,326 
POSTAL LIFE & CASUALTY IN- 
is Ui onchesese6éekte 27,123 
POTOMAC ELECTRIC POWER CO. .. 61,491 
POTTER DRUG & CHEMICAL CORP. 
Cutioura Produsts ...5.. ccc ceess 237,408 
PRENTICE HALL, INC. 
PT eee ddan ek ess Hers cerane 43,467 
PRESCOTT CO., J. L. 
Dazzle Stove Polish ............. 39,066 
PRESSED STEEL CAR CO. 
Presteline Electric Range ........ 88,531 
PREVIEW FASHIONS SHOPS 
CE Sli dnccckencse 80,726 
PROCTER & GAMBLE CO. ......... 8,373,006 
American Family Flakes .......... 11,400 
American Family Soap Products . 117,896 
Ry GED aveéccdesdecseevea’ 872,593 
EN tad ibe ide inc adeeted 73,585 
en adebie pak as wane $17,815 
EY GBM edhe dir aes heuds oat 614,454 
Gat eanwandvadeeaessaets 1,629 
Duz 587,814 
Fluffo Shortening dedeceticcedvvel 33,179 
Ivory Soap .. 743,439 
Se ED dvb-v bee ce ees és 334,617 
I cceepeeeesescccseure 310,002 
EE “gedensasdcodesobsesénia 738,567 
gf RPA re 164,133 
Procter & Gamble Soap Products .. 279,134 
Shasta Cream Shampoo .......... 279,134 
Spic & _ eeeetabeadercesees 202,507 
2,325,783 
0 rere eee eer Te rrr 78,351 
PROCTOR ELECTRIC CO. ... 41,451 
SN, 66 GAUG doweseesesses 40,884 
i MD a acon cagedsece ve 567 
PRODUCERS CREAMERY CO. ..... 27,738 
CD ivucseasecsonns 1,457 
Daricraft Evaporated Milk ........ 26,281 
PRUDENTIAL INSURANCE CO. OF 
Dh i236 ceiebeemseeae hs 100,642 
PUBLIC SERVICE CO. OF COLORADO 28,587 
PUBLIC SERVICE CO. OF NEW 
ee ee oak ee meas b 6 154,952 
PUBLICKER INDUSTRIES, INC. .... 1,316,294 
tS csv iben seen eeane 73,545 
Pe WE on is cnaeewe¥ee 1,112 
4 ee 50,918 
TD occ ce cunnsscens 27,309 
i Ct cekeees eae see's ses 55,964 
Kinsey Gold Label ee 37,259 
Kinsey Label Whiskies .......... 335,762 
Kinsey Silver Label ............. 14,427 
Re 117,954 
Old Hickory Whisky ............. 347 
Philadelphia Blended Whisky . 479,467 
DEED «© eb Geet behbeedscrneese 9,798 
Rittenhouse Square Whisky ........ 1,851 
Thermo Antifreeze .............. 110,581 
PUERTO RICO AGRICULTURAL CO. 
eee 26,278 
PURE OIL CO. 
EM ctheunds 00s << 27,014 
 ¢ Sean rer 470,603 
ee 179,092 
Trend Soap .... 291,511 
PURITY BAKERIES ‘CORP. Seta 34,442 
Grennan Baking Products ........ 11,224 
ere 4,371 
et akeeetkeees whee. 18,847 
PUTNAM’S SONS, G. P. 
. Rtekcén ed tle eesbdes dabes 37,878 
QUAKER CITY CHOCOLATE & CON- 
FECTIONERY CO. 
Good & Plenty Candy ........... 63,961 
Ee 2,402,040 
Aunt Jemima Cake Mix .......... 108,912 
Aunt Jemima Corn Bread Mix ..... 13,418 
Aunt Jemima Corn Meal .......... 18,155 
Be. Be TE 55.0506 000800. 1,214 
Aunt Jemima Pancake Flour ...... 447,924 
Aunt Jemima Products .. 42,992 
Aunt Jemima Ready Mix ......... 20,323 
_. LL. rare 137 
tet ods ones 46s nats 489,746 
Lettuce Leaf Salad Oi} .......... 3,080 
eee 60,270 
Muffets ... 140,813 
Pettijohn’s 29,134 
PP eee 201 
Quaker Corn Meal ............... 108,107 
ED rie cach bdan vores 7,296 
EP ee 12,017 
Le 189,351 
Quaker Oats Cereals ............. 160,101 
Quaker Pak-O-Ten .............. 132,334 
Quaker Puffed Grains ............ 11,350 
ES er 405,165 
RKO-RADIO PICTURES, INC. ...... 459,648 
RADIO CORP. OF AMERICA ....... 1,293,873 
Radio Corp. of America .......... 2,883 
RCA Communications System ..... 9,261 
 & ££ eran 290,250 
ROA Vieter Records ............. 76,146 
RCA Victor Wire Recorder ........ 389 
RCA Victor Television ........... 914,944 
RAILROAD INTER-REGIONAL ADVER- 
TISING COMMITTEE .......... 90,318 
RAILWAY EXPRESS AGENCY, INC. . 56,902 
2 2 a 14,170 
Gee NS TINE nc ccc cceces 42,732 
RAINIER BREWING CO. 
fo ee 63,821 
RALSTON PURINA CO. -........ 365,867 
ME vedcicensée er dne $3,593 


Ralston Purina Co. Products 


BE PPR ESS er ey 110,% 

Shredded Ralston ............... 167,6 
RANDOM HOUSE, INC. 

A ee re 92,9 
Se ED EL, Sodénedessonce 139,7 4 
OE 17 

Rath Black Hawk Meat Products ... 136.6 4 

Rath Black Hawk Sausage ........ 12° 3 
RAYCREST MILLS, INC ........... 32,5 ) 
READER'S DIGEST ASS'N. 

ee BRIE re 187,2 
REARDON CO., THE 

EE ee ere 214,0 
RED TOP BREWING CO. .......... 1431s 

EE ddtbanescacevesecs 72,77 

rt wodesceckbabacav ons 48,32 

Red Top Brewing Co. Products .... 12,54 

Twenty Grand Ale .............. 9,54 
REGENSBURG & SON, E. 

SD TID cccdcdeccecese 75,38 
RELIANCE MFG. CO. 

Sc ccc dusacddds 4s 60,80 
RENFIELD IMPORTERS LTD. ...... 274,34 

DT 040666000068 6002065 93,440 

Haig & Haig Scots Whiskies ...... 140,842 

King William IV Scotch Whisky .... 40,06) 
RENNELL CO. 

Rennell Concentrate ............. $1,953 
REPUBLIC STEEL CORP. .......... 64,944 
RESINOL CHEMICAL CO. 

DE Gindbbedede canes oe do oes 114,617 
RETONGA MEDICINE CO. 

AS 2 pt 130,897 
REVERE COPPER & BRASS, INC. .. 67,791 
REVLON PRODUCTS CORP. 

Revion Preparations ............ 168,631 
REYNOLDS METALS CO. .......... 94,539 
REYNOLDS TOBACCO CO., R. J. 3,566,162 

tT d6sneck cubeennsade 3,470,322 

Prince Albert Tobacco ........... 57,512 

PE Baten 0:6 066b-6 o-nned baw 38,328 
i re i os ons 6408 endl 36,468 

I 19,580 

Rheem Water Heater ............ 16,888 
RICE, INC., WILLIAM S. 

i TE alt oceans cohansy 68,112 
RICHARDSON & ROBBINS ......... 42,082 

R & R Boned Chicken ........... 1,230 

R & R Plum Pudding ............ 921 

Richardson & Robbins Products .... 39,931 
RICHFIELD OIL CORP. 

tt tT Sitkbaseeence cane 43,990 
RICHMOND-CHASE CO. .......... 56,080 

Heart's Delight Apricot Nectar .... 15,473 

Heart's Delight Products ......... 19,129 

Heart's Delight Prunes .......... 21,478 
RIGGIO TOBACCO CORP. 

tM t8esbek00ceenaes 47,290 
RINEHART & CO., INC. 

Dh chee weeesasee s 66600004 90,424 
a A ee EE on cnbdeanie 110,896 

Titian eiebedee eden * sui 108,942 

on DEE Aiea deaeet esas ans 1,954 
re 31,940 

eee 13,608 

Ritter Chili Sauce Relish ........ 5,916 

Ritter Pork & Beans ............ 1,657 

ee 10,759 
RIVAL PACKING CO. 

EE i vk bed eb cde e ue 50,962 
ROCKNOLL NURSERY ............ 40,441 
ROCKWOOD & CO. ............5.- 206,616 

Rockwood Chocolate Bits .......... 144,436 

Rockwood Products ............. 34,442 

Rockwood Semi-Sweet Chocolate 27,738 
ROMAN CLEANSER CO. 

GE coccccccseceves 64,261 
eh Mh esocecessiére 35,057 
RONSON ART METAL WORKS ..... 64,224 

Ronson Lighters & Accessories .... 63,122 

ESE SS a ge 1,102 
ROSICRUCIAN BROTHERHOOD 

eM ccccocunile chebeas 32,991 
ROSS JAMES 

RR eee 28,311 
ROYAL LACE PAPER WORKS 

Royledge Shelving ............... 49,293 
RU ED FASHIONS 

CI EEE 150,207 


RUBSAM & HORRMANN BREWING CO. 


DT cscdec hanks ebenesed 112,992 
ke | are 28,305 
Hearth Club Baking Products ...... 1,283 
Si cahieamsaeeGees vedede oa. 7,059 
Rumford Potato Pancake Mix ..... 5,221 
Rumford Baking Powder .......... 14,742 
Ss MEE cc cccaceencevs 277,733 
re  Sedcceewssesees oe 1,859 
Ruppert Beer & Ale .....°....... 275,874 
RUSHMORE PAPER MILLS ........ 48,195 
Blue Ribbon Paper Napkins ...... 3,850 
RS aE 20,747 
SE ee 23,598 
Mite i cicescusdocshs 56,261 
ee 7,874 
Rusco Storm Windows ........... 48,387 
RUSSELL-MILLER MILLING CO. ... 389,7l« 
American Beauty Cake Mixes ...... 25,77) 
American Beauty Elour ........ 9,106 
Occident Cake Flour ............ 54! 
CE scecceescecbes 157,58 
Occident Cookie Bake ........... 29,22 
heaves nc eewe ses 46,72 
ED, on Sas good See o dearwe 94,54 
Gesldent Ple Babe ..........000% 9,58 
| 3,67 
Goesident Rell Gabe ... 0.5... cceee 12,96 
S. S. S. CO. 
nT ncrecsnew sands ews 428,21 
S & W FINE FOODS, INC. ........ 190,88 
Pk pS eee 102,51 
S & W Fine Food Products ....... 55,28 
S & W Liquid Apple ............ 22,18 
FS See 1,16 
ee er e ccisineesceweevss G 
S & W Tomato Juice ............ 5,44 
Be We PD cowesccsceccas 4,18 
ST. LOUIS INDEPENDENT PACKING 
Sr Ratabkh tnéadnks oaees yes 76,76 
Independent Mayrose Lard ........ 2,62 
Independent Mayrose Meats ....... 59,00 
Mayrose Products ............... 15,14 
ST. LOUIS & SAN FRANCISCO 
EE 450-46004666406 04044 38,38 
EEL «ne ccndevedsiices 410,87 
SALES AFFILIATES, INC. ......... 61,19 
Hair Permanent Products ......... 3,29 
ere 57,90% 
SALES BUILDERS, INC. 
Max Factor Hollywood Preparations . 96,224 


CaNAUPwNHe 
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19,129 


1,657 
10,759 


50,962 
40,441 
206,616 
144,436 
34,442 
27,738 


64,261 
35,057 
64,224 
63,122 

1,102 


32,991 
28,311 


Advertising Age, July 18, 1949 


Top 100 National Newspaper Advertisers: 
1948 vs. Their Newspaper Investments of 1939 


PANAVEwNe 


Philco Corp. 
Kaiser-Frazer Corp. 


Morris & Co., Ltd., 


Chrysler Corp. 
Sterling Drug Inc.......... 


Kellogg Co. 


Heinz Co., 
Coca-Cola Co. 


Lorillard Co., P 


Doubleday & Co., The...... 
Hudson Motor Car Co...... 
Best Foods Inc., The...... 
. Admiral Corp. 
U. S. Army & Air Force... 
Greyhound Corp. 


Walker Inc., Hiram.......... 


Life Insurance Cos. 


General Motors Corp........... 
Procter & Gamble Co........... 
Colgate-Palmolive-Peet Co. ........ 
EN ln on Seaweed Ws 6 ou 
a 
Schenley Industries Inc......... 
General Foods Corp............ 
Distillers Corp.-Seagram’s Ltd... 
Reynolds Tobacco Co., R. J...... 
General Electric Co............ 
National Distillers Products Corp... . 


Westinghouse Electric Corp...... 
Inc., Philip. ... 
ae 


. American Tobacco Co........... 
i es o2c008 a6 adeasar 
Pillsbury Mills Inc............. 
Standard Brands Inc........... 
National Dairy Products Corp... 
American Home Products Corp... 


EE Se Th oss cr anwenad 90.05 


in ch senakesnsegus 
Packard Motor Car Co.......... 
Standard Oil Co. (New Jersey). . 
Publicker Industries Inc........ 
Radio Corp. of America......... 
American Airlines Inc.......... 


Libby, McNeill & Libby..... .. 


. War Assets Administration. ... +e: 


Bendix Home Appliances Inc........ 
Se MS ed i oi oin'b tees 
Gillette Safety Razor Co........ 
Sn (ae UNIS 6 iads aude ¥h 4 6 


1948 1939 
EXPENDITURE EXPENDITURE 


.. $15,282,575 $ 


8,373,006 
7,969,983 
7,216,128 


-. 5,763,933 


4,592,788 
4,313,131 
3,991,375 
3,566,162 
3,285,160 
3,270,153 
3,132,492 
2,808,661 
2,713,101 
2,491,134 
2,402,040 
2,341,585 
2,307,495 
2,108,266 
2,091,574 
2,067,469 
1,919,547 
1,908,673 


1 Excludes Thomas J. Lipton Inc. and Pepsodent Co. 
2 Excludes Browne Vintners Co. Inc. and Frankfort Distilleries Inc. 


3% Excludes Globe Grain & Milling Co. 


4 Excludes Chef Boy-ar-dee and Duffs Mixes. 


5 Known as Continental Distilling Co. 


9,136,853 
3,143,057 
2,127,298 
2,900,401! 
3,008,072 
2,397,644 
1,048,758 
1,237,309? 
5,197,597 


4,924,327 
1,245,005 


729,554 


1948 1939 
EXPENDITURE EXPENDITURE 


51. Liebmann Breweries inc............ $ 863,537 © vaseteds 
52. Nash-Kelvinator Corp. ............ 844,340 862,189 
53. Socony-Vacuum Oi! Co. Inc......... 840,787 424,243 
oa ti‘(‘«z RR 828,994 1,152,650 
55. Cudahy Packing Co., The.......... 822,405 167,135 
i EP is ee écbdbedesceevenee ae. ~teeeeuns 
ee TW ccc cccdeess 808 060 420,642 
58. Willys-Overiand Motors, Inc........ 792,796 198 466 
ey EE, Ms awe ccccccssecens 720,689 17,1359 
60. Nestle Co. Inc., The............. 766,688 33,232 
61. Time Inc. .... 706,169 229,488 
62. Crowell-Collier Publishing Co.. 703,064 84,523 
63. Hills Bros. Coffee Inc...... 693,772 351,041 
64. General Cigar Co. Inc............. 689,026 798,382 
65. National Biscuit Co............... 669,316 1,269,782 
66. Zenith Radio Corp.............. 662,260 41,317 
67. California Fruit Growers Exchange 658 740 144,230 
— PT Peet eee Ga & aes 
69. Ballantine & Sons, P.............. 642,200 281,414 
lg i, 641,525 63,069 
Pi eins bd dede Ces eeeen 633,905 366,981 
72. Phillips Petroleum Co............. 625,665 347,463 
73. Clerex Chemical Ce............... 625,556 225,565 
es BR Os cidivebiccedvcses 624,615 143,883 
75. Eastern Airlines Inc.. ewadeis 622,600 85,008 
76. Canada Dry Ginger Ale ine... Prior per 615,021 300,521 
OR OS PTT TT eTe 614,049 143,305 
(EE eae 599,906 154,363 
79. Goodyear Tire & Rubber Co. Inc..... 564,002 166,129 
80. Pinkham Medicine Co., Lydia E..... 562,752 275,679 
$l. Union Pacific Railroad Co.......... 554,999 168,845 
et edn bo Bawais o ceec ye 552,314 43,941 
83. Sherwin-Williams Co. ............. 546,697 36,478 
84. Mrs. Tucker Foods Inc............ OF ees 
85. Wesson Oil & Snowdrift Sales Co.... 533,515 162,917 
518,333 534,895 
Fe GO eee 518,288 125,486 
88. Foster-Milburn Co. .............. 516,161 268,402 
89. Lament, Corliss & Ce............. 508,083 737,726 
90. Standard Oil Co. (Indiana)........ 500,698 931,805 
91. Sunshine Biscuits Imt.............. Sa 
92. Glenmore Distilleries Co. Inc....... 491,233 201,201 
ee I, nica c acne eeenteees 489,113 376,619 
94. Pan American World Airways....... a 8 8 ewnenane 
Se EE es Oe dake s van cccess 472,238 162,852 
96. Transcontinental & Western Air Inc.. en: "seenemen 
Se ce Gi caswtccese 470,603 56,761 
98. Jergens Co., Andrew.............. 470,537 178,331 
99. Warner & Co. Inc., William R...... 465,959 21,2571° 
100. Continental Baking Co............. 463,239 294,481 


© Excludes Hecker Products Corp. 
7 Bendix Home Appliances Included in Bendix Aviation Corp. expenditures. 


5 Excludes Toni Inc. 


® Crosley Corp., excluding Crosley car expenditures. 
10 Excludes Richard Hudnut. 


SAN ANTONIO BREWING ASS'N. 
a 8 ae errr 
Bus Line 

SARATOGA SPRINGS AUTHORITY 
Saratoga Beverages 

SAUNDERS CO., W. B. 
Books 


SAVANNAH SUGAR REFINING CORP. 


Dixie Crystals Sugar 
SCANDINAVIAN AIRLINES SYSTEM . 
SCHAEFER BREWING CO., F. & M. 

Schaefer Beer 
SCHEIDT BREWING CO., ADAM .... 

Prior Beer 

Rams Head Beer & Ale 

Scheidt Brewing Co. 

Valley Forge Beer 
SCHENLEY INDUSTRIES, INC. 

Ancient Age Whisky 

Belmont Bourbon Whisky 

Blatz Beer 

Bravo Wine 

Cream of Kentucky Whisky 

Cresta Blanca Wine 

Dewar’s White Label Scotch Whisky 

Du Bouchett Brandies 

Du Bouchett Cordials 

Du Bouchett Sloe Gin 

Dubonnet Wine 

Gibson’s Selected Eight 

Gibson’s XXXX 

Gibson’s Whiskies 

Golden Wedding Whisky 

Green River Whisky 

I. W. Harper Whisky 

Institutional 

J. Bavet Brandy 

James E. Pepper Whisky 

La Boheme Wine 

MacNaughton’s Whisky 

Many Blanc Co., Inc. 

Mayflower Whisky 

Melrose Whisky 

Old Charter Whisky 

Old “95"" Whisky 

Old Quaker Whisky 

Old Stag Rum 

Pebbleford Whisky 

Roma Wine 

Rum Carioca 

Schenley Products 

Schenley’s Gin 

Schenley’s Reserve 

Schenley’s Wines 

Schenley’s Whiskies 

Silver Wedding Gin 

Sir John Schenley Whisky 

Three Feathers Whisky 

Wilken Family Whisky 
SCHMIDT BREWING CO. 

Schmidt’s Beer .... 
SCHMIDT & SONS, INC. 

Schmidt's Ale 

Schmidt's Beer & Ale 
SCHMIDT BREWING CO., JACOB 

City Club Beer 
SCHOENHOFEN-EDELWEISS CO. 

Edelweiss Beer 
SCHOENLING BREWING CO. 

Schoenling Beer 
SCHOLL MFG. CO. 

Dr. Scholl’s Foot Balm 

Dr. Scholl's Foot Powder 

Dr. Scholl’s Kurotex 

Dr. Scholl's Products 


Tere ee reece eee eee 


a ES OID occ cvccccaces’s 5,183 
57,226 Dr. Scholl's Zino-Pads .......... 115,868 
SCHULER POTATO CHIP CO. .. 46,349 
76,495 Schuler’s Potato Chips ....... 41,073 
Schuler’s Products ........... 5,276 
29,196 | SCOTT & BOWNE 
EE £25 geo vckee-0006 57,137 
65,433 | SCOTT PAPER CO. 
ES Ritts Be eitndg Sh Gid sat 99,367 
32,091 | SCRIBNER’S SONS, CHARLES 
79,043 NG ee ae ee 112,762 
SCRIPTO MFG. CO. 
458,102 Scripto Pens & Pencils .......... 26,869 
229,695 |SCUDDER FOOD PRODUCTS .. 69,986 
133,943 | SCULL CO., WILLIAM S. ... 137,099 
25,482} Boscul Coffee ............. 127,676 
9,313| Boscul Coffee & Tea .... 9,310 
J i 2 errr 113 
SEABOARD AIR LINE RAILROAD CO. 90,685 
ou SEABOARD PACKING CO. 
, Pe: ciberecasoeene 52,378 
579,981 | seeCK & KADE, INC. 
19,992 SN Cah Ss #6 oieb-<.6 0% ees 167,922 
SEEMAN BROS., INC. ............ 109,021 
9. 456 White . .¢sGcasce's ae 2,123 
8151 White Rose Soups .... 2,774 
1297 EE MD evn teens.cs esas 102,951 
2 418 White Rose Vegetables .......... 1,173 
85.711 SEIDLITZ PAINT & VARNISH CO. 
57.901 Seidlitz Paints e . 7 28,579 
101.438 EE Os OE Ob. sown sces since 62,744 
96 868 Kreml Kreme On a eer 3,883 
233,346 Krem! Hair Tonic ....... ta 33,015 
23,359 Kreml Shampoo OWOEEE Cec eeeee 25,864 
14,501 | SERUTAN CO. 222,549 
157,665 ey Ee 38,617 
5,188 OPS See 183,932 
28.420 | SERVEL, INC. ............ 313,036 
10,592 Electrolux Refrigerator .......... 8,967 
173,243|  Servel Gas Air Conditioner ... 18,060 
193; Servel Gas Water Heater .. 4,113 
1578; Servel Products .......... 16,637 
29,189 Servel Refrigerator ....... 265,259 
53,796 | SEVEN UP CO. 
2,067 Ee \aiGed ceiaas's os 322,545 
120,606 | SHALER CO., THE 
25,161 Shaler Rislone .......... 27,360 
1,602 | SHAWMUT, INC. 
205,377 McKem ..... 27,468 
61,915 | SHEAFFER PEN co. w. A. Rea 222,895 
67,473 Sheaffer's Pens & Pencils ........ 182,417 
11,923 Sheaffer's Products ............ 4,768 
931,603 Sheaffer's Skrip & Leads ........ 35,710 
75| SHEDD BARTUSH FOODS, INC. . 30,650 
85,696 a 16,382 
174 Shedd Bartush Food Products ...... 14,268 
61,715 | SHEINKER & SONS, W. 
$93,109 Holland House Cocktail Mix ...... 30,400 
SO,555 | SMELL GEL GO. on... ccc cece eee 349,018 
SS ee 330,314 
43,174 ff | 18,704 
86,938 | SHERWIN-WILLIAMS CO. 546,697 
4,475 be 7,839 
82,463 EE is 005 4 a0: 4.4,.64°0.6-39.0 29,120 
So 8 ere 43,515 
32,018 EE he ca wh Ob Ceo 6 a 00.8% 9,487 
Sherwin-Williams Paint Products ... 433,437 
27,274 ll a er 23,299 
SHERWOOD BULB GARDENS 
56,293 . ear sre 85,521 
149,002 | SHULTON, INC. ................. 144,946 
3,665 Early American Products ...... 26,458 
17,308 Early American Preparations ..... 83,230 
2,681 Leigh Preparations ........... 34,130 
4,297; Shulton Products ............... 1,038 


SICK’S SPOKANE BREWERY 
Sick’s Beer-Select 
SIEGEL & SONS, INC., A. 
La Magnita Cigars 
SIEGLER ENAMEL RANGE CO. 


32,466 


52,351 


Siegler Oil Heater ........ 35,944 
SIMMONS CO. 
Simmons Mattresses ............ 57,979 


an wk cas xs eh 60% 25,173 
SIMON MATTRESS MFG. CO. 

Serta-7A Mattress ........ 26,053 
SIMON & SCHUSTER 

SE. Ghtaeee ewes e cade oceans é 214,258 
Soe oak kk oo ibid 332,107 
SINCLAIR REFINING CO. 

EE ce ca ankesed eee 85,948 


SIROIL LABS, INC. 
Siroil 

SITROUX, INC. 
Sitroux Tissues 

SKINNER MFG. CO. 
Skinner Macaroni & Noodles ...... 10,126 


75,126 


i Se iat Vado ks sees 9 1,946 
Skinner Raisin Brand ........... 32 780 
eee 67 397 


SLOANE ASSOCIATES, INC., WILLIAM 
Books 38, 
SMITH & SONS CARPET CO., ALEXANDER 


A er eee 249,626 
SMITH BROS., INC. 
Cough Dregs .......... 138,759 
SMITH & CO., 3. ALLEN .......... 56,779 
Ne ee ee 15,638 
b Sees 41,141 
SNOW CROP MARKETERS, INC. .... 139,377 
Snow Crop Frozen Foods ......... 105,147 
Snow Crop Orange Juice .......... 34,230 
SOCONY-VACUUM OIL CO. ........ 840,787 
General Petroleum Corp. Products .. 180,514 
Magnolia Petroleum Products ...... 9,853 
EP ere 6,881 
Mobil Flame Bottled Gas ......... 478 
EE i oe ns cca yl 6a ae 32,604 
cdicasetanee tae 453 
i EE AAS Per eeneiene is oe oo 8,663 
i cs etek v dis etaate 4,346 
ER ee oo 67,544 
Socony-Vacuum Gas & Oil ..... es 49,310 
Socony-Vacuum Oil Co. Products .. 480,141 
SOUTH CAROLINA MILLS 
cee suena ee hes) 66 27,499 
SOUTHEASTERN RAILROADS ...... 31,426 
SOUTHERN BELL TELEPHONE & TELE- 
+) sbekadeanehd-oe 138,769 
SOUTHERN BREW CO. 
Southern Select Beer ............ 154,725 
SOUTHERN CALIFORNIA CITRUS 
REE SS eee 59,343 
Gilt Edge Lemon Juice ........... 175 
Dy dabebdnbheshs 4k 62 400.80 23 
Real Gold Lemon Base ....... 56,927 


Real Gold Orange Base 
SOUTHERN CALIFORNIA GAS CO. .. 
SOUTHERN NEW ENGLAND TELE- 

PHONE CO. 
SOUTHERN PACIFIC CO. 


27,962 
291,674 


SOUTHERN RAILWAY SYSTEM . 124,635 
SOUTHERN SPRING BED CO. .. 35,298 
Red Cross Duo-Flex Spring ... 415 
Red Cross Mattresses .......... 12,130 


22,753 
25,645 


Southern Cross Mattress 
SOUTHWEST AIRWAYS 
SOUTHWESTERN BELL TELEPHONE 


192,840 
28,910 


35 

Data compiled by Bureau of Advertising, ANPA 

SPALDING & BROS. A. G. SUNBEAM BAKING PRODUCTS 
Sports Equipment ............ e —S eres 70,500 

SPARKS-WITHINGTON CO. ........ 68,796 | SUNBEAM CORP. 

ONE Se 1,085 Sunbeam Shavemaster ............ 53,081 
A a 67,711 | SUNNYVALE PACKING CO. 

SPEAS CO. SD i. veteekeneesearae 40,222 
ae eee 34,457 | SUN OIL CO. 

SPERRY CANDY CO. Gasoline & Oil ..... 633,905 
SEE. Neeeekbesereccuyes: 26,993 NSHINE BI IN 

SQUIBB & SONS, E.R. ........... 29,407 ey % eer oa ot. 495,855 
Squibb Cod Liver Oi! ............ 22,797 | SUPPIGER CO., G. S. ............ 40,633 
Squibb Dental Cream ............ 6,610 Brooks Catsup 36,061 

SQUIRE CO., JOHN P. ee 4,572 
Squire's Arlington Meat Products .. 26,801 | swANSON & SONS.C.A............ 063 

STAHL-MEYER, INC. os. $9,031 
conte s se eudé cise 34,940 Poultry Products ... gets 8 a 7,032 

STALEY MFG. CO, A. E. ......... 245,336 | swEETS CO. OF AMERICA ........ 238,631 
Cameo Starching Powder ......... 20,971 Tootsie Frosting Mix ............ 14,130 
0 ere 178,896 a 14,172 
IE, So voces sss onweas 45,469/ tootsie Fudge Mix ............ 104,742 

STALEY MILLING CO. ........... 47,875| Tootsie Pops i 3,803 
Pe 4 a ~~ “ppeeecenpenennenen 101,784 

alate 47,322 | SWIFT & CO. .......... 2,091,574 
- at 85,939 Agricultural Research ............ 21,583 

STANDARD BRANDS, INC. ....... vy < ) BR ~~) ~-piigeedbboaannananane pa 

B, WO any SE shesrevsevasrasacced 205 
Black & White Scotch Whisky .... 94,557 Pard Dog Food 129,505 
Blue Bonnet Baking Products ...... en ee ce een tees eee ae 
Blue Bonnet Margarine .......... 437,616 i eee? we 
Blue Bonnet Products ........... 3,746 peek og O apeny a —— 
Chase & Sanborn Coffee .......... 453,490 hl an He RES ala , 
Chase & Sanborn Coffee & Tender- Swift's Peery 857 
sca keg di 18,050 | Swift's Brookfield Butter ........ 4 
Chase & Sanborn Instant Coffee... 64,891 — peer _ seercoece py 
aS Sa whe pst ri Swift's Brookfield Meat Products .. 57,293 
Fleischmann’s Bond Whisky ....... 1,694 Swift's Brookfield Sausage ........ 193 
Fleischmann’s Gin .............. 164,159 Swift's Cleanser ................ 357,245 
Fleischmann’s Preferred Whisky .... 346,440 Swift's Garden Insecticides ........ 11,708 
Fleischmann’s Products .......... 11,532| Swift's Ice Cream .............. 130,635 
Fleischmann’s Yeast ............ 118,344 Swift's Jewel Shortening .......... 47,458 
Pilgrim RUM... eee cece es 2,668 | Swift's Mest Products .......... 298,100 
Royal Baking Powder See oe 2,385 Swift's Peanut Butter eCeeeccocceses 6,274 
Ee eae eae 75,863 Swift's Premium Franks .......... 10,260 
Saratoga Pork & Beans .......... 36,597 Swift's Premium Meat Products .. 308,245 
Standard Brands Products ........ 9,458 | Swift's Sausage ..............-. pd 
Oh eee 28,419 | Swift's Specific ................ 2,519 
Tenderleaf Instant Tea ........... 20,556 | Swift's Strained & Diced Meat .... 63,432 

STANDARD OIL CO. (INDIANA) ff  f  — Bia 2,773 
TRIED ces nesccbensenes 500,698 | Swift’ming ...... 0.6... ee eee es 108,852 

STANDARD OIL CO. (N. J.) ...... 1,423,404 | Vigoro Plant Food .............. 8,008 
Atlas Tires & Batteries .......... 49,027 | Products ..........-s02.0...00. 74,115 
Chewen Gas & GW... cccccccese 3,493 | SWISS FEDERATION WATCH MFG. . 172,048 
Se GE GD dt bees euveve 1,521 | SYKES SERVICE 
EE ee aks co cae hae Oe 58,763 0 SE ee eee eee 25,189 
Pe Ce oscteceheneehs us 23,425 | SYLVAN SEAL MILK CO. 

SEE. xidtanveesy ud caneeewenes 1,394 ee 36,833 
Dt ha ddudings sengnedaeenie és 47,071 | TAMPAX, INC. 

PS PP 1,158,624 Tampax 133,726 
Humble Oil Refining ............ 80,086 | TASTY BAKING co. or 46,163 

STANDARD OIL CO. OF CALIFORNIA i Se ‘ake dane deus baad 3,584 
MD 2626s é ohh eae 184,483 Ea eee 2,961 

STANDARD OIL CO. OF OHIO ..... 240,633 as ian 68 Wiese ¢.dlead’ 39,618 
EE snc cece eb eeee¥ nes 203,760 | TAYLOR-REED CORP. ............ 42,194 
ses aes ka aee ts 6 36,873 Cocoa Marsh .... 5,886 

STANDARD OIL CO. OF PA. ED vg cone cclie dk dbecee 32,344 
SEED chiven Gs caececadee’ 96,093 A ED oc dh ac du bbe Gs ch ened 2,515 

SEE cede dbo cdhecesnasare 114,141 OS ee aa 1,449 
Re ey eR iy 933 | TERN, INC. 

St ndecewetb ce veet en ewe keene 113,208 ES ee 49,845 

| a ee 40,116 | TERRE HAUTE BREWING CO. ...... 67,600 
SM 56 bed Gh on sso nd obo eecued 436 Champagne Velvet Beer .......... 66,017 
ES Pee SOE TI neki cc cceccescvids 1,583 

STEGMAIER BREWING CO. TETLEY TEA CO. 

Stegmaier’s Gold Medal Beer ...... eg |” eee 152,258 

STERLING BREWERS, INC. TEXAS ELECTRIC SERVICE CO. .... 30,200 
Sterling Beer & Ale ............ 111,232 | TEXAS CO., THE 

STERLING DRUG, INC. .......... 2,307,495 SE wesdetedenéc toes 36,691 
Bayer Aspirin ........-.-..0..0. 617,091 | TEXAS & PACIFIC RAILWAY CO... 40,937 
Bayer Aspirin & Phillips Milk of TEXSUN CITRUS EXCHANGE .... 142,486 
Magnesia PPP OTT T eT eT Tee 2,470 Texsun Grapefruit ........ 31,997 
ED: watisicak'ctvheeeehs eek 1,327 Texsun Grapefruit Juice .......... 93,940 
Campho-Phenique ee ceeresscceses 75,025 Texsun Oranges LF eS eee 2,618 
Dr. Caldwell’s Syrup Pepsin ....... 83,813| Texsun Products ................ 1,347 
Dr. Jaynes Products ............. 93,395 |  Texsun Citrus Exchange, Promotion . 12,584 
Dr. Lyon's Dentifrices ............ 17,563 THAYER CO. 

Dr. Lyon’s Toothpaste ........... 230,293 Thayer Baby Carriages ........... 

Dr. Lyon’s Tooth Powder ......... 151,711 THEOBALD INDUSTRIES Ap eae ee — 
Double Danderine ........... 55,723| ptemic Suds ....... 2.535 
Fletcher's Castoria ......... 150,035 26.278 
Ironized Yeast Tablets ........... 368,183} soaps & —....... "334 
idol... cc cece cece scenes 50,641 | THOMAS, ING, S. B.............. 41,459 
Molle seeeecesecrees pee eeeeeeee 5 3,229 Thomas | ae 6,255 
Phillips Milk of Magnesia ........ 320,419 Thomas Bread & Muffins 29.327 
Phillips Milk of Magnesia Tablets 35,296 | thomas Muffins ................ 5.877 
Products .........++ssss0e0--s: 1,281 / THOR CORP. .................... 813,694 

STITZEL-WELLER DISTILLERY .. 300,003 Thor Dishwasher 56.899 
Cabin Still Bourbon Whisky ...... 636 nevthtia.............. 283.920 
Sk Se CE cn cnceeah eevee 172 Thor Products OTe aad 55.181 
Old Fitzgerald Whisky . 292,866 Thor Washer ____ 417.694 

STOKELY-VAN CAMP, INC. ........ 193,275 | THORNTON & MINOR CLINIC .... 45,463 
Honor Brand Frozen Foods . 58,450 | Thorton & Minor Clinic ...... 39,375 
CED oo cebeaneees 8,180 Thornton & Minor Ointment ...... 6.088 
Van Camp's Beans .............. 34,487 | TIDE WATER ASSOCIATED OIL CO. . 120.075 
Van Camp's Beef & Vegetables 2,319 Federal Tires . 51.116 
Van Camp’s Chili con Carne 669 ——=a—.— — 61351 
Van Camp’s Meat Products |. 38,495! tidewater Fuel Oi} 7.608 
Van Camp's Pork & Beans .. 3,434 Se 706.169 
Van Camp's Products .......... — s.r 572.366 
Van Camp's Red Kidney Beans .... en Ce 133.803 
Van Camp's Spaghetti & Macaroni TIMKEN-DETROIT AXLE CO. leet: . 
Products [rtgsesess se teeeeeees 31,488 Timken Silent Automatic Oi! Burner 156,227 
Van Camp's Tenderoni ....... 1,333 TIMKEN ROLLER BEARING CO. 

STORZ BREWING CO. ........ 27,174 Timken Bearings .......... 64,753 
Goldcrest 51 Beer ........ 2,849 | TINTZ CO. ........... 29.389 
eae 24,325| Minit Curl ........... 29.195 

STRATBURY MFG. CO. Tintz Shampoo .... ‘194 
Wearing Apparel .............. 35,365 | TIVOLI BREWING CO. . 40,557 

STREET & SMITH PUBLICATIONS fo eee 37,782 
th: APPR h ewe neednes sede ce 69,620 Wee DD wexcsscvse. 2,775 

STROH BREWERY CO. TOBIN PACKING CO. ‘ 50,251 
Stroh’s Bohemian Beer ..... 99,563 Arpeako Meat Products ... 36,472 

STROMBERG-CARLSON CO. ...... 259,592 First Prize Meat Products . 2,924 
Stromberg-Carlson Radios 129,251 Tobin Meat Products ..... 10,855 
Stromberg-Carlson Radio & TODD SHIPYARDS CORP. 27,843 
ca re 28,398 | TOLEDO EDISON CO. 39,325 
Stromberg-Carlson Television 101,943 | TONSILINE CO. 

STUDEBAKER CORP. 828,994 Tonsiline ........ 41,021 
Studebaker Cars ..... 609,522 | TOWN TALK CO. 

Studebaker Trucks .. 219,472 Town Talk Bread .......... 41,526 

SULLIVAN INC., R. G. 57,450 | TRAILER COACH MFRS. ASS'N. 
Pee 875  -. enna 42,848 
Dexter Cigars 54,474 | TRAILWAYS WEST COAST 
os iccndssssdcbass 2,101| Bus Transportation .............. 31,633 
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Newspaper Ad Expenditures—1948 
Data compiled by Bureau of Advertising, ANPA 


TRANS-ATLANTIC AIRWAYS ...... 48,199 
TRANS-CANADA AIRLINES ....... 93,445 
TRANSCONTINENTAL & WESTERN 
Se rrr 471,191 
TREESWEET PRODUCTS CO. ...... 35,606 
Treesweet Grapefruit Juice ....... 9,314 
Treesweet Lemon Juice ........... 6,649 
Treesweet Orange Juice .........- 19,643 
TREET SAFETY RAZOR CORP. 
er 130,023 
TREO CO., INC. 
CE en cbnckuacec ss dheeen 49,537 
TRICO PRODUCTS CORP. .......... 34,437 
Trico Windshield Washers ........ 5,795 


Trico Wiper Blades ............-- 28,642 
TRIPLE CUSHION CORP. 


Restonic Mattress .............- 37,939 
TROMMER, INC., JOHN F. 

Se GNP ccccvcceesecuers 271,217 
TRU-AID MEDICINE CO. 

Tru-Aid Medicine ...........--. 61,039 
TUCKER CORP. 

SPU cccccosccesecescess 273,467 
CT os cccpecesccododeses 160,169 

Ru-Ex Compound .............- 60,827 

CE ES sec acevetécouegeed 259 

ay. ae Free 3,942 

TD coc cccccscccseeese 95,141 


UNICORN PRESS 


Dib tehes scenes aceas eases 493,652 
UNION ELECTRIC CO. ............ 88,625 
UNION OIL CO. OF CALIFORNIA .. 167,549 

See GONE ccccncccceceseeces 2,606 

Me cscepenes<eeennes 159,180 

Stop Spot Cleaner ..........+5++ 5,763 
UNION PACIFIC RAILROAD CO. .... 554,999 
UNION PHARMACEUTICAL CO. .... 107,205 

Alfs Compound .........seee0e- 94 

Artra Cosmetics, Inc. ............ 277 

| REGS Se 7,009 

Vda Peekbennces 4+eees 79,803 

I UE, Sekte la ties nh ae ohne ee 19,762 

Union Pharmaceutical Co. ........ 98 

Zinsep Compound .............. 162 
UNITED AIRCRAFT CORP. 

Pratt & Whitney Aircraft ........ 284,115 


UNITED AIRLINES, INC. .......... 614,049 
UNITED BISCUIT CO. OF AMERICA 
Felber Biscuit Co. Crackers ...... 
Gesbler Crackers ......ccccsccees 
Keebier Products 


Merchants Biscuit Co. Products .... 11,058 
Sawyer Biscuit Co. Products ...... 15,619 
Streitmann’s Crackers ............ 36,794 
Pe Ti oscenvecsessed 154,892 
Tih ane ds debe tees snes <6 82,555 
EE 6 ct gnecet bse see 72,337 
UNITED GAS PIPE LINE CO....... 66,135 
UNITED INSURANCE CO. ......... 27,216 
UNITED JEWISH APPEAL..... ... 142,482 


UNITED STATES APMY & 


DUE ous Sanaccceceness 1,047,592 
UNITED STATES BREWERS 
i eae ecesaeess 104,841 
UNITED STATES ENVELOPE CO. ... 36,723 
UNITED STATES INDUSTRIAL 
SU, ED cescccacccccece 118,760 
Super-Pyro Antifreeze ............ 117,746 
U. S. Industrial Chemical ......... 1,014 
UNITED STATES LINES CO. 
Steamship Transportation ........ 57,091 


UNITED STATES NATIONAL GUARD 86,061 
UNITED STATES NEWS PUBLISHING 

CORP. 

U. S. News & World Report 


Dt. pessntcanntasssiesnd 47,159 
UNITED STATES PLAYING CARD CO. 
TS. < 20 csnabeecene ed 33,200 
UNITED STATES RUBBER CO. ..... 297,680 
ei dd pots ct bene 22,366 
DTT oteecnenseeceee ene 27,306 
adn cake nes 008 kee 101 
U. S. Royal Golf Bail ............ 4,221 
U. S. Rubber Co. Shoes .......... 9,190 


U. S. Koylon Foam Mattress ...... 
i CE camdicdivn . Calbau sen ¥es 
UNITED STATES SHOE CORP. 


NOEs COE, ..o dbnweu bs ssc 88,015 
UNITED STATES STEEL CORP. .... 344,469 
UNITED STATES TIME CORP. ..... 73,619 

DG GHEE a co cltesene coctees 19,366 

og Aree 48,742 

RR: Pee ee es 5,51] 
UNITED STATES TOBACCO CO. 

ge Re eer 259,539 
UNITED WALLPAPER, INC. 

Trimz Wallpaper .............. . 150,508 
UNIVERSAL LABORATORIES, INC. . 54,930 

Djer Kiss Preparations .......... 15,254 

Mavis Preparations ............ 39,676 
UNIVERSAL PICTURES CO......... 50,952 

Universal International Pictures .... 32,924 

WEE cccscaeecdbene 18,028 
UNIVERSITY OF CHICAGO PRESS .. 25,689 
UTICA KNITTING CO. ............ 40,257 

EE Soh bescee cee ne 8s bs0 4,465 

WD MED ccwcdvicdsvisece 35,792 
UTICA & MOHAWK COTTON MILLS 

er ee 47,052 
VACUUM FOODS CORP. 

Minute Maid Orange Juice ........ 30,714 
VAN CAMP SEAFOOD CO. ........ 309,727 

Chicken of the Sea Tuna ........ 1,996 

Van Gamp Sen Food .......0005. 297,866 

White Star Tuna Fish .......... 9,865 
VAN NOSTRAND CO., D. 

et ches omen taws & 120,056 
VAPON, INC. 

es kG eke die id 35,699 
VICK CHEMICAL CO. ............ 522,333 

WI nn og ec cbed 26,016 

Prince Matchabelli Preparations ... 50,042 


SME sn 5 cw denctaasese< 4,164 
Vicks Cough Drops ..... ade tebeee 25,051 
SE MEE oycescccdgectdeses 6,317 
Sr et 136,863 
oo RPT OTT TTT T TTT 162,234 
CEES ocicccdoccccecic 111,646 
VICTOR ADDING MACHINE CO. .... 36,200 
VIKING PRESS 
AD Sods s odplinbbben<eacese 92,335 
VIRGINIA ELECTRIC & POWER CO. 25,876 
CC . dbadegessseusss 95,144 
EE <i 55 URS REG 0666.04 0:08 31,795 
Vodine Co. Products ............ 28,843 
PCOS TT Pee 2,952 


WABASH RAILROAD CO. .......... 63,455 
WAGNER BAKING CO. 


Mrs. Wagner’s Pies ............. 60,822 
WALKER, INC., HIRAM .......... 991,263 
eae 973 
SP 209,215 
Gooderham & Worts Products ..... 802 
Ge ED GD Sccecceccccccs 160,233 
Hiram Walker Imperial Whisky .... 414,235 
Hiram Walker Products .......... 5,658 
Martini & Rossi Vermouth ........ 60,169 
William Penn Whisky ............ 139,888 
WALKER’S AUSTEX CHILI CO. .... 34,687 
Mexene Chili Powder ............ 10,436 
Walker’s Austex Meat Products .... 16,203 
Walker’s Austex Products ........ 8,048 
WALL STREET JOURNAL .......... 153,088 
nn Uh. MEE caddvsees vesns 284,170 
SE nvuceh Stage aes dé ace 283,439 
Th tain rensen dekis odds Us.0p% 731 
WANZER & SONS, SIDNEY 
tt Wind omiiiehe hn ce b> 6bhe-e es . 28,233 
WAR ASSETS ADMINISTRATION 
Army Surplus Property .......... 997,843 
_ fs fo 4a see 110,152 
Paradise Pruit Cake ............ 8,053 
ee ee boo cae ne 94,837 
Ward's Tip Top Bread .......... 7,262 
WARNER BROS. CO. 
Foundations & Brassieres ........ 144,757 
WARNER & CO., WILLIAM R. ..... 465,959 


Dr. King’s New Discovery ........ 142 


Webeen’s Products ..cccccccccces 92 
Richard Hudnut Egg Creme Shampoo 1,090 
Richard Hudnut Permanent Wave... 194,988 
ES 59,119 
PEI, Wi votaeecvsecees 180,721 
ee RCs ec ccndes 29,807 
WASHBURN CANDY CORP., F. B. .. 37,386 
Waleco Cocoanut Bar ............ 36,594 
SE OD kk cece cc ccicces 792 
WASHINGTON STATE APPLE 
PE ivcneusceceesecee 239,180 


WATERMAN CO., L. E. 


a ae 66,926 
WEBSTER-CHICAGO CORP. 

Webster-Chicago Wire Recorder .... 71,021 
WEBSTER TOBACCO CO. 

en ci ikeecss ced 52,126 
WEEKLY PUBLICATIONS, INC. 

Newsweek Magazine ............. 161,140 
WEIDEMANN BREWING CO. ...... 114,892 

Eo oc 6 eV eeetes ceeuds 450 

Weidemann’s Beer .............. 114,442 
WEIL & CO. 


en Be BE. .coprciccedcecobee 29,807 
WELCH GRAPE JUICE CO. ........ 205,261 
Welch's Grape Juice ............ 100,880 


Welch's Jellies & Preserves........ 31,502 

Py MED nccccconesnce 470 

EEE cdweccocceseees 72,409 
WELCH, JAMES 0. 

ETL. TT 38,344 
Ste i ccccecckhsbde 30,195 

EE, daieccceccpiesads 24,921 

Welsh Doll Carriages ............ 5,274 
WESSON OIL & SNOWDRIFT 

sg A a oc 06 alee dtie 533,515 

Ge BN IED. wecccccsncisas 116,504 

Blue Plate Margarine ............ 5,911 

Blue Plate Mayonnaise .......... 31,120 

Blue Plate Peanut Butter ........ 9,957 

Blue Plate Preserves & Jellies .... 4,535 

Blue Plate ProGucts ....csccccee 270,952 

Snowdrift Shortening ........... 92,189 

ee OPT erereee 2,347 
WEST END BREWING CO. 

Utica Club Beer & Ale .......... 31,480 
WESTERN AIRLINES, INC. ........ 98,401 
WESTERN OIL & GAS ASS'N. 

EE GE Se ceccectsdessee 116,584 
WESTERN PACIFIC RAILROAD.... 50,677 
WESTERN RAILROADS ........... 97,899 
WESTERN STOVE CO. 

Western Holly Gas Range ........ 036 
WESTFIELD PLANTERS COOPERATIVE 

FRUIT PRODUCTS, INC. 

Westfield Maid Grape Juice ...... 70,670 
WESTGATE SEA PRODUCTS CO. ... 48,821 

Breast 0’ Chicken Tuna Fish .... 47,467 

Westgate Sea Products .......... 1,354 


WESTINGHOUSE ELECTRIC CORP. . 2,713,101 


TE, EE 178,156 
Westinghouse Appliances ........ 133,155 
Westinghouse Auto Lamps ....... 14,005 
Westinghouse Electric Comforter .. 4,755 
Westinghouse Electric Sheets ...... 68,716 
Westinghouse Irons .............. 185,076 


Westinghouse Lamps ............ 209,583 
Westinghouse Laundromat ........ 1,419,150 
Westinghouse Laundromat & Dryer .. 97,885 
Westinghouse Radio Sets ......... 212,090 
- Westinghouse Radio & Television 
ie no ee 24,102 
Westinghouse Refrigerator ........ 8,101 
Westinghouse Roaster Oven ........ 77,954 
Westinghouse Sun Lamps ........ 17,293 
Westinghouse Television .......... 50,834 
Westinghouse Vacuum Cleaner .... 12,246 
WESTMINSTER PRESS 
hit hhhioe whdoe vce s9% 32,767 
WHEAT FLOUR INSTITUTE ........ 84,517 
A IE, © ices cscccvccc 53,433 
WHITBREAD & CO. LTD. 
Mackeson’s Milk Stout .......... 38,717 
ST EE Sub Needs vccveccccs 166,696 
Wildroot Hair Tonics ........... 146,955 
Wettrest Products ........ccc00. 19,741 


WILKINS CO., JOHN H. 


. | rer eer 38,962 
WILLIAMS CO., J. B. 

CUED Scctovedvoness 70,639 
WILLIAMS & CO., INC., R. C. ..... 68,353 

Harwood’s Canadian Whisky ...... 59,870 


Advertising Age, July 


Royal Scarlet Food Products ...... 54 


Royal Scarlet Vegetables ........ 7,93 
WILLIAMSON HEATER CO. 

Williamson Furnaces ............ 44,73 
WILLYS-OVERLAND MOTORS 792,7% 

Me sk heniuneed 0 b6enetas @ 132,76: 

ee GD GUE widccccrcsovces 596,74: 

PO Pee 63,28: 
WILSON CHEMICAL CO. .......... 44,03 

White Cloverine Salve ............ 43,67. 

Witsen Chemlenl Ce. ............- 365 
0 ee 808, 06( 

Agricultural Products ............ 12; 

Bake Rite Shortening ............ 7,965 

Wilson's B. V. Food Products ..... 13,109 

Wilson’s Canned Meats .......... 5,731 

Wilson’s Corn Beef Hash ........ 1711 

Wilson's Food Products .......... 135,788 

Wilson’s Ideal Dog Food ..:..... 126,864 

Wilson’s Margarine .............. 102,608 

Wilson’s Meat Products .......... 247,542 

CD EN Wasadosccecuisotecs 139,114 

Wilson’s Weekly Bulletin ......... 27,505 
WILSON LINE, INC. 

Steamship Transport ............ 60,48 
WILSON SPORTING GOODS CO. .... 103,527 
WINE ADVISORY BOARD 

Bh INN coda eddie cecse 235,346 
WINE GROWERS GUILD 

Ee OP Pee 43,124 
WISE & CO., INC., WILLIAM ...... 399,671 

ee a eee 349,367 

National Education Alliance ...... 50,304 
WOODMEN OF THE WORLD 

NN ES A OS PP 30,958 
WORCESTER SALT CO. 

CU es oa. pan ons 52,195 
WRIGLEY JR. CO., WILLIAM 

Wrigley Chewing Gum ............ 289,611 
WRISLEY CO., ALLEN B. .......... 37,446 

i 20. tenes ek unde ened 13,806 

SP ccs Geese b00 408 23,640 
WYANDOTTE OLIVE SALES CO. .... 91,034 
TM ite ks peewee +4nee 30,585 

Wyler’s Bouillon Cubes .......... 1,036 

Wyler’s Condiments .............. 463 

. ho era $32 

Wyler’s Seasoning Flakes ......... 16,423 

TE Gi awrs 5s 6600% ¥4neu 11,831 
YALE & TOWNE MFG. CO. ......... 88,960 

{UU =e 305 

 ) kr 88,655 
ES 156,739 

Absorbine Inhaler ............... 567 

PM citel Van eed sgt te aie 156,172 
ZENITH RADIO CORP. ............ 662,260 

BD PGE neces ceccece 111,647 

PE ED 6.655.009 ceeee<e 549,986 

Zenith Radio Corp. .......-.0000. 208 

Zenith Television Sets ............ 419 
ZIFF-DAVIS PUBLISHING CO. 

BE cede Gee e eens daeeecebcre 42,905 
ZINSMASTER BAKING CO. 

etek on nue eee 30,164 
ZONITE PRODUCTS CORP. ........ 213,671 

Forhans Toothpaste ............. 116,937 

BE Ms CUO RE ou beds baveseesses 27,788 

EE db b Wand kGbeb0ee cus Gaed Be 60,335 

PN “ec cveuduk sd eedasevests 8,611 


Mullins Checks Value 
of Magazine Inquiries 


Finds Few Discrepancies; 
Reaffirms Faith in Cost 
Figures as Media Guide 


By MARSHALL ADAMS 
Advertising and Sales 
Promotion Manager 
Mullins Mfg. Co., Warren, O. 


About a year ago, I reported to 
a session of the Association of Na- 
tional Advertisers, and ADVERTIS- 
tnGc AGE reported in its columns 
(April 19, 1948) the results of an 
analysis we had made of coupon 
returns from our Youngstown kit- 
chen advertising in national mag- 
azines. 

This analysis of the coupon re- 
turns we had received from our 
advertising indicated an aston- 
ishing similarity between the var- 
ious magazine audiences as to men 
and women readers, city and rural 
circulation and plans to build or 
modernize. It also indicated that 
whenever there was a shift in any 
of these percentages, that shift 
tended to occur in returns from all 
magazines. 

A check of magazine reading 
habits showed that there was less 
than one-fourth of one magazine 
difference in the number of mag- 
azines on our list which were 
read by the various magazine audi- 
ences. It also disclosed that every 
magazine audience on our list 
was duplicated to an appreciable 
extent by every other magazine 
audience, and that there was little 
difference, percentage-wise, be- 
tween the unduplicated readership 
of the various magazines we were 
using. 

All of this led us to the strong 


suspicion that there is little dif- 
ference between the various mag- 
azine audiences as far as being 
a market for our product is con- 
cerned. But there were marked 
differences between the magazines 
on our list on two important 
counts: cost per page per thousand 
circulation, and cost per inquiry. 

As a direct result of our analy- 
sis, which was based on one million 


azine is small indeed... 

“After you get as many as nine 
mass circulation magazines on your 
schedule, you could leave off any 
one of them and only lose about 
5% of your audience... 

“Editorial content or lack of 
editorial content to ‘back up your 
advertising’ does not materially 
affect our coupon returns... 

“The audience of one mass mag- 
azine (with circulation of 2,000,- 
000 or more) is remarkably simi- 
lar to that of any other mass mag- 
azine... 

“If we could not find any mate- 
rial differences between magazines 
by the quality of inquiries they 


A little over a year ago, Marshall Adams of Mullins Mfg. Co. pre- 
sented a provocative report to a session of the Association of Na- 
tional Advertisers, asserting that his company’s experience with 1,- 
000,000 inquiries from national magazine advertising indicated that 
cost-per-inquiry and cost-per-page-per-thousand were the primary 
factors which Mullins ought to consider in buying space. His as- 
sertion was sharply challenged. Now Mr. Adams comes up with a 
new study of “cost per GOOD inquiry” which he says reaffirms his 
previous belief. Although what Mr. Adams says is seriously debat- 
able, and may not apply in exactly the same way to any other prod- 
uct, his investigation of the value of inquiries, and his conclusions, 
are interesting enough to warrant careful study. 


coupons which came back to us 
from this magazine advertising, I 
made the following statements in 
my talk to the ANA a year ago. I 
want to emphasize now, as I did 
then, that I am not trying to estab- 
lish a formula for all advertising, 
that these statements are based 
solely on an analysis of Youngs- 
town kitchen coupon returns, and 
that I make no claim to their ap- 
plication to other products. 
However, with regard to Youngs- 
town kitchens, I made these state- 
ments a year ago, and have no 
hesitancy in reiterating them: 


e “After you have included a cer- 
tain number of mass magazines on 
your list, the new audience which 
you reach by adding another mag- 


produced, we wondered if cost per 
page per thousand did not become 
a more important factor than we 
had considered it, and if certain 
magazines were not getting a prem- 
ium for their circulation to which 
they were not entitled—at least 
as far as our product was con- 
cerned.” 


es A month or so later, we took 
action on the basis of this analy- 
sis. We dropped two magazines 
from our list and added three, 
without increasing our total bud- 
get, using cost per page per 1,000 
circulation, cost per 1,000 readers 
and cost per inquiry as primary 
factors in media selection. 
Naturally, this procedure caused 
quite a stir in media circles, and 


one direct result was that the 
value of the coupon leads to us 
was challenged. Therefore, we de- 
cided to carry our investigations 
on in an effort to determine ex- 
actly how the coupons we received 
stood up in terms of actual busi- 
ness for Youngstown. It is this 
investigation which is reported on 
here. 

Last July we instituted a follow- 
up system in which our dealers 
reported on the results obtained 
by sales contacts with the people 
who sent in coupons from our ad- 
vertising. Dealers were asked to 
report, within 60 days after an in- 
quiry was sent to them, exactly 
what had happened as a result of 
the inquiry. Had the dealer made 
a sale, lost a sale, secured a future 
prospect, discovered that the in- 
quiry was no good, or what? In 
every case, there was no way in 
which the dealer could tell the 
name of the magazine from which 
the inquiry came, so that his ap- 
proach to the person whose name 
was signed to each coupon was 
bound to be unbiased. 


ws As of March 31, 1949, we had 
received over 16,000 reports from 
our dealers, giving detailed infor- 
mation on this number of coupon 
inquiries sent to them. The results 
have now been tabulated, and 
they add up, in our opinion, to 
even stronger confirmation of the 
suspicions aroused by our previous 
analyses of the inquiries them- 
selves. 

The accompanying Table I 
shows, in detail, the results of 
dealer follow-up of these 16,000 
inquiries. In every case, the deal- 
er’s report is based on a personal 
contact with the inquirer, and 
while some of the answers are 
naturally based upon the judg- 
ment of the dealer or his sales- 
man, we believe that on the whole 
they are highly valid. They rep- 
resent, as we have said, an un- 


biased approach to each name, and 
the skilled judgment of individ- 
uals whose job it is to size up cus- 
tomers and prospects accurately. 


ws Some explanation of the head- 
ings in Table I is necessary. The 
letters at the left designate 16 
magazines in which our coupon 
copy has appeared, plus an un- 
classified group (designated on 
the table as AA), which includes 
inquiries whose source is un- 
known to us. The next column 
shows the number of inquiries 
from each of the listed publica- 
tions which were reported on by 
our dealers. And it should be em- 
phasized that the number of re- 
ports has nothing to do with the 
producing power of the magazine; 
for example, publications A and Q 
have been used only recently, and 
reports are just beginning to come 
in. In general, however, we have 
discovered that when as few as 
100 reports on a single publica- 
tion have come in from dealers, 
they begin to fall into an over- 
all pattern; when 500 reports have 
been received covering any one 
magazine, the final pattern has 
been formed. 

The column headed “Bought 
Youngs.” indicates the percentage 
of inquirers who purchased 
Youngstown kitchen equipment 
immediately. The next column in- 
dicates the percentage who bought 
competitive products, or employed 
a carpenter to build kitchen equip- 
ment. 

The next column in the table 
shows the number who bought 
a home. The following five col- 
umns show the remaining per- 
centages of inquirers whom the 
dealers consider “good prospects,” 
ranging from those who are con- 
sidered immediate prospects down 
through those whose buying time 
is indefinite but who are obviously 
seriously interested, and including 
those who are currently building 
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Table 1 Ellis Appoints Stephenson 
ege . es ° Mary Pickett Stephenson, for- 
How Dealers Classified 16,000 Magazine Inquiries for Youngstown Kitchens merly advertising manager of As- 
- “ Po - sociated Textiles of Canada, Mont- 
Reports Bought Bought Bought immed. '/2to 1Yr. Indef Bidg. % Ideas isc, n't "t s. or : } l, has been named account ex- 
Magazine eed. Youngs. Compt. Home Prosp. ~- = Good Only N/G Find Afford School Child Credit wis yee a ae Ga ok in 
ee Reve cede 287 2.79 1045 1.39 32.06 9.06 105 24.04 1.39 82.23 9.06 453 3.83 1.39 35 r) ) 19.16 ; ‘ 
iene cenaetGe 231 9.09 9.52 © 1861 19.05 1.73 19.48 43 77.91 93 606 649 1.73 0 87 0 22.08 dren’s department of Ellis Ad- 
eral 1,197 7.43 8.77 58 1888 14. 2.92 20.63 1.25 74.66 8.35 7.60 643 125 109 1.09 83 26.64 vertising Co., Montreal. 
or cba cuabal 229 48 10.48 ‘37 (1790 165 2.62 19.65 ‘87 73.78 8.73 1223 437 1.75 0 0 0 27.08 
eR RRR ae 1,445 6-23 8.65 33 18.75 15.16 173 21.18 18 73.00 11.21 by 478 1.80 16 69 7 27.48 Sinsiat ne 1 Ls 
mite, boat“ 337 3.26 11.86 : 6 . i : . : ‘ ‘ : : : ins 
Bnrercce 486 947 700 10 1626 19. 3.09 17.08 72.86 741 844 782 226 20 103 5 27.16 inclair Jo utual Life , 
Ot akan a eat 2,420 653 8.51 66 18.02 1508 198 20.41 72.14 9.34 909 682 140 74 95 17 28.51 Richard G. Sinclair, formerly 
| eee esigty 211 4.74 11.85 AT 19.43 13.27 2.37 19.43 a7 72.03 11.85 10.90 3:32 12 8 4 9 28.44 with O. S. Tyson & Co., New York, 
tea Le 32. («B. ] : . : : : ; t r ) - ; . Ae: - 
Bo ssereneess 2.979 ois 488 630 1698 «(1625 «242 «(1968 «| BA 71.41 1007 906 611 4175 ‘6 124 (0 28.90 has joined Mutual Life ye 
eae 1.572 592 7.38 .51 17.43 15.01 204 22.14 76 71.19 10.18 878 534 235 4115 £1.40 13 29.33 Co., New York, to do radio wor 
opp yee: 619 10.02 7.11 32 9.22 %. 1.29 16.80 ~ 71.07 7.43 9.53 8.72% 2.42 1.13 48 32 30.03 in the public relations division. 
perpen 359 6.13 641 0 1866 15.04 251 2061 70.20 840 9.47 8.08* 2.23 28 «2.39 0 29.85 
he feonee 107 561 9.35 A9 25.23 374 280 1963 2. $0 69.35 841 10.28 5.61 1.87 ‘933.74 0 30.84 
See ee 732 6.01 7.92 ‘) #1844 #1339 «#42150 2049 = 1.23 69.09 792 9.70 §847* 219 34 = 2.32 27 31.01 New York Agency Moves 
 ‘geriee age 733 | 517 858 63 1488 1211 214 2207 25 _|__ 65.83. 996 1034 7.06 139 265 214 Oo | 33.54 Smith, Smalley & Tester has 
AVERAGE ......... 647 845 58 1812 1491 218 2045 #85 | 72.01 948 891 638 1.74 $1 +117 08 28.57 moved to larger quarters at 13 & 
*Publications with large non-metropolitan circulations, where it is assumed dealers did not follow up as carefully as they might, due to location of inquirers. 44th St., New York. 


a home and are therefore good 
prospects. 


s These eight columns, therefore, 
add up to the total percentage of 
“good prospects” which the dealer 
has gleaned from the inquiries we 
sent him. On the right of the table 
are those whom the dealers con- 
sider “no good,” for one of the 
following reasons: 

“Ideas only’’—cases in which 
the dealer specifies that the per- 
son sending in the inquiry wanted 
ideas only. We believe that weli- 
trained dealer salesmen could con- 
vert quite a few of these into 
good prospects, but we place them 
where the dealer himself places 
them—as “no good.” 

“Miscellaneous no good”—under 
which are included all the mis- 
cellaneous reasons why the dealer 
classified the inquiry as no good. 
“Can’t find” and “Can’t afford” 
are self explanatory. “Business or 
school” indicates inquiries from 
architects, contractors and teach- 
ers; “Child” is self-explanatory, 
and “Credit” means the dealer 
does not believe the inquirer’s 
credit is good. 


es As far as we are concerned, 
we now feel that we are able to 
find the “cost per good inquiry” 
for each magazine on our sched- 
ule. And the astonishing thing 
seems to be that there is very 
little difference between the per- 
centage of good inquiries produced 
by the various magazines, al- 
though our list includes weeklies, 
farm publications, women’s mag- 
azines, home _ publications, and 
“confession” publications. In fact, 
if we eliminate publications A and 
B in Table I for the moment, it 
can be seen that there is only 
5.55 percentage points difference 
between the 74.66% “good pros- 
pects” supplied by magazine C 
and the 69.09% “good prospects” 
supplied by magazine R, at the 
other end of the list. 

Now take a look at Table II. 
This list again includes 16 of the 
magazines on the Youngstown kit- 
chen schedule, but does not include 
the “unclassified” group shown in 
Table I. 


= The 16 magazines are listed in 
Table I in the order in which our 
dealer investigation has demon- 
strated that they produce “good” 
inquiries. In Table II the same 
publications are listed in order of 
their cost to us—“cost” being de- 
termined by giving equal weight 
to the cost per good inquiry and 
the rate per page per thousand. 
Table II, as you can see, lists 
-or each magazine the “cost per 
£0od inquiry,” developed by divid- 
ing the number of good inquiries 
into the cost of the advertisements; 
the cost per page per thousand, 
taken from the publication’s rate 
‘ard and published guarantee; and 
finally, the rating, which is de- 
termined by giving equal weight 
‘o the first two factors, as we have 
‘aid. 

It can be argued that giving 
«qual weight to cost-per-good-in- 
quiry and to rate-per-page-per- 
thousand is not the best way to 
weight these factors. We do it this 
way because we are interested 


both in the inquiries produced by 
our advertising and in the ability 
of a publication to deliver our 
sales message to people who do 
not send in coupons. 


ws It may also be argued that we 
do not give large page magazines 
credit for their greater display 
area. But we are not concerned 
with page size as long as it gets 
good readership and produces good 
inquiries at low cost. In fact, with 
certain variations, readership can 
increase in proportion with page 
size. 

Neither are we concerned with 
bonus circulation or pass-along 
circulation because if a magazine 


Table II 


How magazines on Youngs- 
town kitchen schedule rated 
on basis df equal weight for 
cost per good inquiry and 
cost per page per thousand 


Cost Per Cost Per 
Good Page Per 


Magazine Inquiry Thousand Rating 
Fe $ .25 —_?* _* 
A 2.53 $ 3.33 401 
Q 3.65 3.44 473 
H 2.96 4.23 293 
L 4.07 3.95 355 
E 5.66 3.80 360 
c 6.60 3.64 512 
& 7.08 3.60 534 
M 6.95 3.92 544 
0 7.46 3.71 599 
B 7.90 5.15 653 
P 12.86 4.15 851 
D 13.41 4.84 1131 
K 13.89 4.38 913 
G 14.11 4.25 914 
J 15.14 7.47 918 


* Catalog for which complete data is not 
available. 


gives either of these, they should 
affect the inquiry returns. 

The net of this extensive evalu- 
uation of coupon returns (which 
incidentally is still going on) has 
been to convince us that the con- 
clusions we were driven to from a 
study of the inquiries themselves 
were sound, as far as our particular 
product and our particular sales 
problem is concerned. 


e As a result, our space buying 
has been predicated more and more 
(and will be still more largely pre- 
dicated in the future) on cost per 
page per thousand and cost per 
inquiry. Our analysis of the in- 
quiries we have received, and 
our further analysis of these in- 
quiries through personal follow- 
up on the part of our dealers, gives 
us, for the first time, a uniform 
means of comparing one magazine 
with another and leaves us at a 
loss to think of other considerations 
of magazine audience or character- 
istics that are of major importance 
to the success of our particular 
advertising. 

That does not mean that our 
list is “fixed” forever. We shall 
naturally continue to seek new 
publications which can deliver 
inquiries and readers at lost cost, 
and we shall continue to reexamine 
the status of present good pullers 
at regular intervals. But as far 
as we are concerned, cost-per- 
inquiry and _  cost-per-page-per- 
thousand are the first and most 
important things we want to know 


about a publication. 


Tanner Named Ad Director 

William B. Tanner has been EASY CHART 
named director of advertising of SIZE 8 x 10 
Electrical Reactance Corp., Frank- 
linville, N. Y. 


Reproduction of Genuine Glossy 
1 Photos in Quantities 
65¢ 


PHOTO-MATIC CO. 55:55 einet's ras taeage tt 


(1000 and over .06c) 


Baker Agency Moves 

Baker Advertising Agency Ltd. 
has moved to 1375 Yonge St., To- 
ronto. 


Negative arge 
$1.10 Per Subject 
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\ . For thunderous sales results in the ever- 


growing Oregon market, use the lightning- 
quick selling action of The Oregonian. 

Sharp, clean news, a proved editorial for- 

mula, stimulating features...all rolled 

7 right in with the paper to create greater 
| F f interest and reader response . . . this is The 
' | Oregonian’s Factor R at work. The Ore- 

gonian gives you more readers who reply 
and buy at lowest cost-per-reader*, This 
\ makes The Oregonian your most effective 
advertising medium in the big buy-minded 
Oregon market. Tosell, buy The Oregonian. 
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*compared with Portland's second newspaper 
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| Fi ne ST. ...in circulation because it’s 
i 


j 
FIRST. .++in reader value which means it’s 
| FIRST....in reader response 


py 
Your Greatest Advertising Value at Lowest Cost! 


‘The Oregonian 


PORTLAND 1 OREGON 
The Great Newspaper of the West 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 
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General 
*Ace Fiction Group 
“ American Forests 
3 American Home 
Qmerican Legion 
American Magazine 
American Mercury 


Argosy 
Atlantic Monthly 
Better Homes & Gardens 


Nation's Business 

>*Nature Magazine 

lar Fiction Group 
Mechani 


*Not included in totals. * Two magazines 1949; four 


Women 


Cee eee reer ent enee 


St 
Family Circle (Nat'l) 
*All Editions 
Fawcett Women’s Group: 
Motion Picture 
Movie Story 
True Confessions 
Glamour 
Good Housekeeping 
Harper's Bazaar 
Hillmen’s Women’s Group: 
*Mc izland 


Real Story 
Screen Guide 
Holland's 
Household 
ideal Women's Group: 
2intimate Romances 
Movie Life 
Movie Stars Parade 
Personal Romances 
Ladies’ Home Journal 
Macfadden Women's Group: 
Radio & Television Mirror 
Photoplay 
Experiences 
True Love Stories 
True Romances 
Mademoiseile 
McCall's 


Woman's Day (Nat'l) 
*All Editions 


Total Group 


Outdoor 


American Rifleman 
Field & Stream 
Fur-Fish-Game 
Hunting & Fishing 
Outdoor Life 
Outdoors 


Farm Magazines 


Capper’s Farmer 
Country Gentleman 
Farm Journal 
Progressive Farmer 
Carolina-Va. Edition 
Ga.-Ala.-Fla. Edition . 
Ky.-Tenn.-W. Va. 
Edition 
Miss. -La.-Ark. 
Edition 
Texas Edition 
*In all 5 Editions .... 
*Aver. 5 Editions .... 
Southern Agriculturist... 
Successful Farming 


Total Group 
* Not included in totals. 


Monthlies 


Agricultural Leaders’ 
Digest 
American Fruit Grower . 
*Arkansas Farmer 
Better Farming 
Methods 
Breeder's Gazette . 
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Cosmopolitan 
Dell Men's Group 
Dun's Review 
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July Advertising Pages and Linage in National Magazines 


po Pages— —- 


1,146.8 1,399.4 13,7061 14,929: 
*Not included in totals. *Sold separately 1948. 2First issue April, 1948. 


‘ane 47.3 45.3 345.2 
err 46.7 64.5 490.8 
er 16.2 19.1 151.5 
swede 19.3 23.5 182.1 
sexeae 46.0 51.2 425.7 
err 12.6 16.5 154.0 
pasas 55.1 59.2 464.0 
jms ees 243.2 279.3 2,213.3 2, 


July July dan.-July Jan.-duly 

1949 1948 1949 1948 
bedean 18 3.9 28.6 40.5 
5 tials 12.3 12.2 79.5 75.2 
skied, 39.3 43.3 456.0 463.4 
gente 10.9 16.5 106.1 115.5 
Pe 27.3 45.1 287.4 357.1 
adeas 2.2 42 23.8 28.3 
peice wi 9.4 6.3 78.8 44.4 
Ee 12.7 16.6 112.4 120.6 
Oe ceed 72.6 81.0 938.6 926.8 
panies 20.4 17.7 236.0 233.5 
a Pe 4.6 2.5 42.8 34.3 
cede 7.0 4.0 80.0 50.0 
i ¢ P: 44.3 46.9 387.8 428.3 
iis os 10.5 12.7 122.2 119.2 
cos pee 32.9 48.2 276.4 387.5 
15 3.5 23.8 27.3 
28.0 28.8 185.6 183.5 
6.1 4.7 a al 
46.9 62.7 411.5 509.4 
14.4 1L1 130.0 124.7 
78.3 94.0 696.0 801.7 
12.5 16.9 110.2 151.2 
51.7 66.2 470.5 451.2 
36.4 47.1 689.6 744.9 
35.5 44.7 594.6 639.8 
178 12.9 139.6 125.8 
13.6 13.7 116.4 138.7 
6.0 9.1 79.9 84.5 
54.9 63.5 510.4 511.6 
69.0 90.9 639.2 765.9 
278 26.7 276.0 272.9 
cdots 22.1 29.7 214.0 263.8 
accnpr 2.1 2.9 14.6 16.8 
are 10.2 9.1 90.1 56.8 
118.4 1245 1,073.1 1,143.9 
104.3 119.9 952.6 1,006.2 
16.5 22.0 172.2 208.9 
18.7 26.1 150.2 196.5 
7.0 5.7 65.0 80.0 
yi 10.6 373.1 431.4 
50.2 58.2 471.6 546.0 
11.2 11.6 101.8 109.5 
37.0 53.2 393.3 516.6 
22.1 23.2 214.8 243.9 
68.7 82.5 635.4 765.5 
1,296.0 1,529.2 13,236.9 14,526.7 


1948. » June-July linage. 

ee 19.9 28.7 618.6 836.5 
eer 32.2 30.7 265.5 242.9 
cones 31.4 34.0 263.1 251.5 
ohaene 27.7 32.4 238.7 231.7 
shea we 20.8 23.6 184.4 184.7 
aces 34.8 35.1 285.7 287.3 
ere 28.7 34.6 233.3 253.8 
oe ere 27.1 33.0 230.6 251.2 
inne 33.9 41.3 307.4 317.7 
ae wed 34.5 35.2 610.0 603.1 
ev? 79.3 103.4 979.9 976.3 
cana 27.6 30.3 685.4 817.6 
ae Pe 16.9 26.1 147.0 184.2 
pabeee 15.8 20.6 148.9 156.3 
Sen 15.8 20.6 148.9 156.3 
ae 16.9 26.1 147.0 184.2 
neaies 12.9 15.4 128.2 150.3 
SED 25.1 27.4 296.1 278.3 
re 20.6 31.9 209.4 107.2 
seane 18.8 30.5 198.1 190.5 
eehee 18.6 30.5 197.0 190.0 
he 21.9 41.3 251.3 232.6 
2 76.0 86.4 829.5 945.8 
re 25.8 33.0 204.4 231.1 
ee 34.8 44.4 277.2 346.3 
hae hs 27.0 34.8 239.9 272.9 
ey pet 27.4 35.8 214.6 255.3 
sa aig 28.9 35.5 234.8 273.6 
eee 33.3 43.2 762.7 1,033.5 
cuekas 49.1 62.6 522.3 609.0 
win wae 42.6 54.5 440. 502.7 
isa 48.3 59.4 496.6 553.7 
Fe 16.0 — 130.8 — 
Siate 12.7 18.7 152.7 157.9 
okivie 33.6 45.3 663.9 610.0 
het aee 20.8 13.1 211.0 176.3 
haa 50.4 54.2 413.0 460.4 
GREK 32.9 34.4 1,004.0 1,184.1 
meee 34.4 40.0 328.6 340.9 
aes 35.7 42.0 347.3 360.4 
Saas 55.1 53.2 517.8 519.6 


uo 


—_——— Lines. 


July Advertising Pages and Linage in Farm Publications 


--Total Advertising, In Pages—, 


Jan.- Jan.- 
duly July July July 
1949 1948 1949 1948 
36.7 38.1 367.0 378.0 
75.2 714 744.0 700.1 
59.4 70.3 675.6 689.4 
445 42.1 509.7 5215 
46.3 42.7 514.7 508.4 
448 416 499.3 490.6 
43.7 425 4939 483.8 
48.6 43.3 528.3 528.8 
411 369 444.2 430.2 
45.6 424 509.3 506.6 
17.0 19.4 255.1 274.2 
56.5 59.7 663.9 665.2 
472.7 471.1 5,251.5 5,240.0 
146.8 17.33 175.8 177.5 
417 49.7 258.3 270.0 

6.2 8.4 — a 
27.0 187 229.0 208.1 
144 160 137.2 152.7 


-——Total Romane, Se Lines--—. 


July 
1949 


24,948 
51,162 
25,462 


32,384 
33,677 


July 
1948 


an.- Jan. - 

July July 

1949 1948 
249,549 256,984 
505,934 476,074 
289,711 295,757 
371,274 379,615 
374,668 370,135 
363,447 357,268 
359,485 352,053 

384,649 384, 

323,351 313,197 
370,700 368,851 
178,591 192,044 
298,737 299,347 


3,376,045 3,364,239 


34,434 
101,595 


98,241 
61,773 


34,791 
115,267 


89,284 
68,770 


Current Month Com- 
mercial Display, ex- 
cluding Poultry, 
Classified and Live- 
stock, In Lines 


1949 1948 
24,165 25,185 
50,269 46,895 
24,273 29,050 
30,751 28,685 

2,064 29,202 
31,254 28,564 
30,257 29,130 
33,763 29,738 
28, 25,650 
31,618 29,064 
11,003 12,362 
24,741 25,900 

292,540 284,711 

3,283 3,382 
17,662 20,938 

4,336 5,929 
11,588 8,042 

3,282 3,866 


-Total Advertising, In Pages— 
Jan.- Jan. - 
July July July duly 
1949 1948 1949 1948 
California Citrograph 23.8 25.6 186.0 188.4 
Cattleman, The ...... 67.7 646 613.2 610.3 
1*Electricity on the Farm 16.4 22.0 98.5 120.9 
Farm and Ranch ...... 15.7 17.5 247.6 252.3 
Farmer-Stockman ....... 18.4 23.2 228.5 225.2 
*Florida Cattleman 25.8 25.6 oa — 
Florida Grower ....... 115 118 119.8 135.0 
2*\Idaho Granger ........ 9.4 6.9 ae — 
Kentucky Farmer ...... 11.4 13.0 137.55 1449 
Michigan Farm News.... 2.0 14 15.5 12.5 
2Nations Agriculture .... 6.3 5.8 50.9 48.0 
New Jersey 
Farm and Garden .... 31.7 266 304.3 285.4 
Southern Farmer ...... 5.2 6.8 60.1 82.8 
Southern Planter ...... 99 108 1909 216.2 
Western Dairy Journal .. 28.1 32.1 287.4 301.6 
Western Livestock 
Ke 65.9 75.9 652.2 666.0 
2*Wyoming 
Stockman-Farmer 13.1 12.0 oe — 
. 2 Peer 397.5 416.8 3,874.2 3,976.9 
*Not included in totals. *June-July linage. 2June linage. 
Newspaper Monthly Farm Sections 
Iowa Farm & 
Home Register ........ 13.1 118 1524 129.8 
Rural Gravure ........ 3.7 4.6 32.2 24.6 
Total Group ........ 16.8 164 1846 154.4 


-——Total ee Lines——_, 
an. 


July 
1949 


27,710 


11,704 
199,430 


July 
1948 


31,657 


10,776 
210,283 


12,663 
4,634 


‘17,297 


‘ dan. - 

July July 

1949 1948 
124,810 126,518 
257,643 256,384 
35,081 43,187 
173,777 176,848 
171,899 170,339 
$1,231 91,758 
107,775 113,579 
36,431 29,583 
22,822 21,588 
136,954 128,574 
66,192 69,438 
133,596 151,343 
120,771 126,821 
274,064 279,347 
2,004,008 2,050,232 
158,167 138,531 
- 32,249 a 24,619 
190,416 163,150 


“july duly —Jan.-duly _Jan.-July GENERAL WOMEN'S OUTDOOR 
1949 1948 1949 1948 
1949 1949 
412 868 6,317 9,026 605,748 JULY 561,402 JULY, (04, 374 
20533 27'368 288/212 292'919 Pm 2750 UNERL (3 4275 
D ’ ” , e 77a) Ji A 
4562 6946 44,453 48,522 AOS 747, 
ioe | as. S.ise 
4,042 2,705 33,538 17,787 674,770 4,802 
5,348 6,983 37,244 50,629 
45,856 51,189 593,138 585,725 
8.763 7,600 101,276 100,076 
127s 28 «jason 9°00 we » 
19,018 20,107 166.405  183,798| | YULYE /7 7/6 Juv 2/860 
4512 5,468 52,493 51,136 
13,804 20,244 117,160 162,763 | | JUNE BQS7S JOMERS /2 962 
19 $79 19'548 126081 134'061 
’ ’ . ’ 1948 948 
2,619 1,996 — ¥L1 /23/7 30662 
31528 42140 276542  342,342| |°¥" eeaed 
9919 7,651 89, 85,691 
49,454 59,408 440,334 506,610 nee ani 
a —_—_—_————o_o_-O"7 ~~ ‘ 
sears aa'sea s2e'oo2 306'755 July E| Jan.-July Jan.-July “ July July Jan.-July  Jan.-July 
22,992 29,796 435,812 470,831 1949 1949 1948 1949 1948 1949 1948 
22,427 is 7 ps.43s Youth 
Weer ech dS? Saas | The Amnarienn Girt .............. 80 87 77 995 3,452 3,729 «30,782 «42,731 
2571 3905 34.262 36.265 | Boys’ Life ..... 2... eee ce eens 9.1 7.9 104.7 114.0 6,178 5,387 71,269 77,574 
12305 14228 114301 114'588 | Calling All Girls ............... 10.5 14.3 154.3 149.8 497 6,115 66,186 64,275 
40,584 53.435 375.315 450.264 as sewedne’ bu beers 0.4 0.3 4.6 15.9 15. 109 1,968 8,464 
6615 6.348 6. 64,832 | Open Road ..... 0... 2... eee eee aa 6.9 75.2 91.1 3,038 2,977 32,229 39,045 
9,464 12,725 95,425 117,149] Total Group ...............- 35.1 38.1 410.5 470.3 17,316 18,317 202,434 ~~ 232,089 
872 1,254 6,441 7, . . 
92275 2085 20,165 12,739 Comics Magazines 
ees Sees | fan'Shs. Senaee | SArehle Combes ......0..000005. as = « am —_— <- 
7092 9.449 3'800" — 89.621 | Famous Funnies ..............-. 45 6.0 34.5 28.0 1,742 2,322 ,352 0,836 
81029 11184 64.411 84.293 | Fawcett Comics Group........... 8.5 9.0 49.5 52.0 3,213 3,402 18,711 19,656 
2987  2'428 27 880 34226 | tHarvey Comics Group ........... 8.0 10.0 40.5 44.5 3,024 3,780 . 16,821 
3,052 4.557 156.997 181,235 So oem 1 a leas <é 10.4 5.0 51.1 9.8 3, 1,890 19,314 3,717 
, . , arvel ics Group: 
exit 7589 100808 24499 | (Total 3 Units) .............. 23.5 147 165.2 62.2 9,635 5,544 62,389 23,499 
24,892 35.742 264,351 347,.137| “Red Unit ............0600. 9.5 5.0 52.4 oo 3,591 1,890 19,773 —— 
9493 9. 92159  104'5 En abscesactcntnyes 8.0 4.3 56.8 — 3,024 1,638 21,450 — 
40,396 48,510 373,616 450,065 . ney Aan Bonaesestsesenss 8.0 5.3 56.0 ae 3,024 2,016 21,168 — 
AR > - aa 7 = ation roup. 
605,748 725,886 6,300,641 6,949,688 | “(Total 2 Units) ............ 25 195 19 797.749 7560 42.057 44.525 
© Larger page size beginning July, 1948. tT weet dng ae sn90 ees . J ‘ x . . ) 
NS Deo ons peueb 11.0 8.5 50.2 52.5 158 3,213 19,099 19,845 
tPolly Magazine .............-. 27 49 28.2 30.4 1,101 1,978 11,436 12,299 
*Premium G of Comics....... d oe —— a a a — — 
8,537 12,298 225,818 316,783 *Tex ns deh ids on See I — as oy — — ons 13.419 
EE y J f J J \ 
ee re FO N18 | true Comes... 82... 13 «6.6 oS m7 509 2.674 = 3,959 7,975 
11 ‘887 «102.390 99'412| Total Group ................ 83.9 79.7 515.4 395.1 31,860 30 196,266 152,747 
wea hes Ret wee *Not included in totals. {July-August linage. {June-July linage. 
; . : “| Weeklies, Bi-weeklies, Semi-Monthlies—] une 
aay ute wee me ——— re 
rege ——— - 
, , ‘ June June Jan.-June Jan.-June June = June Jan.-June — Jan.-June 
lgbos inne sevice | see'oas 1949 19491948 io49 1948 1949 
34,023 44,375 420,297 418,933 | American Weekly .............. 67.4 68.5 409.9 441.8 67,376 543 409,855 441,867 
17,430 165 433,236 515,837 | Business Week ................ 285.1 303.1 1,807.5 1,900.6 119,737 127,294 759,102 798,237 
Christian Advocate .............. 16.7 178 106.2 121.6 6.892 7,466 43,944 51,042 
7,232 11,193 63,051 I oe ks iv cen vddevx'eee 150.7 198.3 858.8 1,128.5 102,495 134,839 584,067 767,307 
795 8, 63,883 ee ie ces onewnnaill 16.5 32.0 164.3 200.6 7,085 13,730 72,421 86,067 
6,795 8, 63,883 TE oe de Lansesdcge bite 16.8 21.6 138.7 149.7 17.658 22,639 145,630 157,095 
7,232 11,193 63,051 Ri ae Rea Celt 287.8 306.2 1,822.3 1,942.6 195,680 208,186 1,239,116 1,321,014 
9,091 807 ns ccgnseederctace 124.1 92.8 653.9 555.5 84,350 63,124 444,604 377,708 
10,755 11,739 126,944 119,338 | Newsweek ..........0..c.eeeeee 206.6 2248 1,283.9 1,359.6 86,751 94,412 539,208 570,995 
New York Times Magazine ........ 138.9 129.5 907.9 867.6 8, 110,049 771,705 737,526 
8,826 13,684 89,817 46,027 | New Yorker ..........0ceeeeees 211.0 2184 1,494.4 1,491.9 90,511 93,690 641,149 639,294 
8,085 13,100 85,048 Th... aces cececnsensdid 31.7 28.5 215.2 170.4 6, 24,258 182,978 144,909 
7,992 13,080 84,459 tiie sett 51.5 50.7 275.8 240.1 22, 21,732 118,278 103,029 
9,411 17,725 107,797 99,810 | Saturday Evening Post ........... 349.3 372.4 2,179.5 2,222.0 237,550 253,218 1,482,082 1,510,931 
51,645 58,742 032 643,146 | Saturday Review of Literature . 34.2 44.4 271.8 251.2 14,681 19,066 116,626 107,780 
ET «.o.cccessnesdés 28.4 30.7 155.2 142.0 30,358 32,841 166,118 151,960 
11,054 14,169 87, 99,159 | This Week Magazine ............. 53.3 50.6 327.7 331.2 5, 43,024 278,445 281,435 
14,921 19,028 126,126  139,062| Time Magazine ................ 272.0 281.3 1,770.2 1,812.3 114,233 118,164 743,392 761,234 
11,603 14,946 991946  117,081/| U. S. News & World Report....... 91.0 101.4 566. 621. ,204 42,567 237,872 261,844 
1,763 15,346 92,054 109,522/ Total Group ............... 433.0 2,573. 5,409.6 15,9505 1,425,943 1,498,842 8876, 9,271,274 
12.391 13.220 100.734 117.388 Total Group . 2,433.0 2,573.0 15,409.6 15,9505 1,425,9431,498,842 8.876.592 9,271.2 
, ,282 ; 
33,367 42,542 355,162 414,122 Canadian 
18,257 23,387 193,035 215,655 | Canadian Home Journal .......... 29.3 31.9 285.4 309.0 19,932 21,715 194,093 210,110 
.723 25,475 213,027 237,527 | Canadian Homes & Gardens ...... 29.7 41.5 320.7 336.9 19,958 7,894 15,648 226,422 
6,843 > 56,100 RED Scacwosnees cs cescias 33.0 32.4 282.6 307.7 22,406 22,026 192,071  208,2 
5,438 8,041 65,161 67,560 | Maclean’s (2 issues) ........... 418 50.9 420.0 470.1 28,439 34,634 285,636 319,355 
848 772 451,468 EET ns ccaneuce seeds sevice 52.9 70.7 360.3 443.7 35,581 47,532 242,254 288,168 
8.916 y 90.549 75,708 | National Home Monthly .......... 20.8 27.9 206.8 190.3 14,170 18,993 140,870 129,582 
1,625 23,247 176,748 197,024 ad utey uaegeavecnsvacesens 11.8 25.5 RE 161.9 5, 10,933 56,362 69,435 
20,803 21,740 634,534 748,325 | Reader's Digest: 
14,753 17,169 140,947 146,286 CO EE Se 35.5 18.0 265.0 127.0 6,461 3,276 48,222 23,114 
15,301 18,018 148,926 154,640 CE EL geod <adecrsecees 37.0 18.0 271.5 120.0 6,734 3,276 49,313 21,740 
7,464 205 352,125 353,241 Goves — 2 LEIS A TE EEE rt = ry lg tts rf 129,930 140,750 
“En ee i J \ ' 643 164,112 171,228 
561,402 679,770 6,867,516 7,475,625 | \sSamedi, Le ...........-...... 43.0 408 224.0 213.3 30,117 28,563 156,797 149,333 
ae 383.9 413.9 3,193.5 3,131. 222,728 257,708 1,875,308 1,957,467 
Adune linage. 
20,278 19,454 148,141 148,621| **Canadian National Weekend Newspapers (Rotogravure Linage) 
20,050 27,682 210,550 229,464 ; 
6.961 8192 65.012 SEER MN vocideadesssusctees vy 42.9 39.2 216.9 220.7 42,929 39,277 216,949 220,824 
8300 10/079 78 200 EE cio avabssanevdeuts<ss 41.7 36.8 223. 227.0 41,720 36,8 223,016 227,208 
19741 21953 182601 192757 | Standard ............. 2-200. 0e. 54.1 56.3 261.8 272.5 54,147 56,317 261,884 272,450 
5.425 7.060 66.031 66.577 | Star Weekly 2.0.00... eee, 53.8 51.9 3248 332.1 51,111 49,308 308,577 315,517 
23,619 25,382 199,026 207,682] Total Group ................. 1925 184.2 1,0265 1,052.3 189,907 181,725 1,010,426 1,035,999 
104,374 119,802 949,561 1,010,529 | **June linage. Cumulative totals are for January-June period. 


Current Month Com- 
mercial Display, ex- 
cluding Poultry. 
Classified and Live- 
stock, In Lines 


1949 1948 
15,652 16,996 
17,419 17,780 
5.857 7,876 
10,059 12,180 
13,237 17,020 
6,019 6,126 
7,383 7,528 
10,150 7,434 
7,526 8,731 
4,676 3,052 
2,816 2,602 
10,974 10,641 
4,724 6,915 
6.324 6,767 
6.793 8,606 
11,512 13,044 
9,864 9,830 
154,910 168,090 
13,391 12,663 
3.70 4,634 
17,101 17,297 
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Current Month Com- 


mercial Display, ex- “ 
Total Advertising, In Pasa -——Total Advertising, ta Lines——, cluding Poultry. MAGAZINES MONTHLIES 
dan.- dan.- Jan.- Classified and Live- 
June June June June June June = Jone stock, in Lines 
1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 04.430 
Semi-Monthly—] une 4 
American Agriculturist .. 17.8 21.2 1826 192.2 12,923 15,481 132,968 139,894 11,150 13,388 
*California Grange News 20.4 257 —— —— 33,124 ‘888 32,928 27,342 
Colorado Rancher and 
BE eid casees. 24.4 23.9 1756 1618 18,532 18,111 132,763 122,253 16,662 16,648 ‘ 
Cooperative Digest ...... 10.2 128 110.7 1232 2,152 2678 23,256 25,782 2,152 2,678 
Dakota Farmer ........ 56.3 49.7 4220 3615 44,152 39,012 330,908 '298 42.773 37,706 BI- WEEKLIES WEEKLIES DAILIES CANADIAN 
Farmer, The .......... 50.5 418 450.9 376.8 39,595 32,791 353,623 271,300 35,039 28,4 
a toa 40.6 371 2990 2612 S074 26028 226135 212475 28630 26234 “yes ap -y oes 
AP x ° . . ’ ’ , o , 
ee oe. et i? fas et Bee me ie ae nell es — ONE id (2 66/2 One BS 426 084 
ansas farmer ........ A ’ ’ ’ ’ ’ 
Michigan Farmer ...... 38.2 35.4 297.8 2714 29,364 27,187 756 208,456 25,514 23,924 | | MAY 90204 MAY 79,489 MAY 164,460 MAY 434,023 
doce noni <8? BS aie ad idm api atlas team a San 
issourt Ruralist ...... L ° P ’ . ’ ’ ’ 19 4 194 
Montana Farmer ||... 53.5 46.0 350.7 3097 40,559 35,012 265,357 235,018 36,549 31,865 fod 65,897 stp 62,222 Seat 146,/06 Joa? 583,390 
Nebraska Farmer ...... 53.8 545 445.9 4410 40,699 41,224 337,020 319,863 35,779 241 
New England Homestead 24.8 29.3 2385 247.3 17,339 20,499 166,922 173,007 12,565 14,679 
Ohio Farmer ......... 34.8 35.3 3189 2918 26,751 27,128 244,925 224,057 23,752 24,421 _— on 
jp A wy SS 280 237 2818 2689 19173 18230 21386 i9aeaG e258 is721 mercial Display, ex- 
nnsylvania Farmer .... ’ ! ' : i , ‘ , \ ; ee ish P i ‘ 
Prairie Farmer ........ 46.7 428 4215 400.8 34,003 31.136 306,895 291.714 28,063 25,823 Te Rene, ie eR Tele Ro, ine 
Utah Farmer Pret 28.6 298 2174 2238 ; 21.713 163,568 166,971 19,604 21,166 pe a “ae aa an nen ye yy B 
allaces’ Farmer & Iowa ¢ 
Homestead .......... S45 43.4 452.8 4001 42,752 37,729 355,169 517,385 40,609 31511 | paities 7 naa aeSeaeSellUaeelUmeeTlllUaeelllUe CUD 
Washington Farmer .... 40.2 35.4 291.3 273.9 412 26,752 220,186 + 207,157 28,328 948 ailies—june 
Western Farm Life |. 325 26.5 230.8 217.1 25,508 20,789 180,921 170,312 23,590 18,801 | Chicago Dally Drovers . 
t*Herdsmen Edition ... 82 91 1802 1888 6412 7,148 141,301 1,484 — (da ap eee 148 15.1 144.2 136.7 31,532 32,035 306,894 290,660 19,632 21,997 
Wisconsin Agriculturist .. 36.9 343 346.4 305.5 28,946 26,928 271,575 239,447 27,358 25,910 | Kansas city Daily Drovers. . 
Total Group ........ BIS.2 769.3 6,729.2 6.3634 13,185 $89,401 5,059,452 4,717,420 549,528 520,766 | 9 TEE, jo---:---- (19.0 208 1712 174.0 40,558 44,222 365,275 570,152 27,088 30,870 
*Not included in totals. tSmaller page size 1949. tHerdsmen edition only. This edition also carries all linage carried in ee 15.4 19.0 1669 184.9 32,695 40,414 354,887 393,358 23,971 31,873 
Western Farm Life. St. Louis Daily Live 
Bi-Weekli ] Stock Reporter ...... 10.3 138 100.5 108.6 21,848 29,435 213,928 231,070 15,592 22,817 
-Weeklies—June Total Group ........ 59.5 68.7 5828 604.2 126,613 146,106 1,240,984 1,285,240 86,263 107,557 
* i —— — 
ear Farm: Oe ies: ae eee wi pee - — nt 32.9 318 263.3 243.1 23,053 22,277 184,348 169,973 19,543 19,708 
orthern Edition .... 47.3 444 328.3 347.8 35,696 33,532 250,118 262,976 170 ; anadian Countryman. . ’ . . . , , 
Southern Edition .... 43.3 42.8 3119 333.8 32,740 32,365 235,757 252,450 30,214 29,279 | Country Guide, The . 28.2 28.0 292.1 298.8 20,306 20,160 210,323 215,078 20,306 20,160 
*Oalrymen’s League News. 7.1 6.5 S74 _ 54.7 _ 5.179 _ 6197 _ 41,774 _ 39.812 __ 4515 _ 5,150 | “Tem Cee Westy T1974 5626 4841 91 901 77,376 562,648 484,098 69,879 56,798 
Total Group ........ 90.6 “87.2 640.2 “6816 68,436 65, 485,875 515,426 63,384 59,725 | Western Edition .... 83.4 67.9 488.0 413.0 83,383 67,887 488,103 413,021 67,992 53,584 
Not included in totals. Two issues 1949; 3 issues 1948. Farm & Ranch Review... 17.7 18.1 167.9 1524 12,774 13, 920 109,715 12,251 12,601 
. ** Farmer's Advocate & 
Weeklies cont Magazine ..... 4 38.8 277.4 256.2 26,874 27,192 194,156 179,501 23,446 24,120 
ree Press 
Capper’s Weekly ...... 5.0 52 528 568 11,134 11,549 118,289 127,198 6,113 7,660 ici 
(Weekly Kansas City Star 21.1 20.6 199.3 143.5 52,101 50,673 397,342 353,627 37,701 34,905 | setworters Prejucer “36 “B53 3608 3477 ‘6062 “Siie7? 387;408 372,200 at ‘$9'029 
Total Group ........ 26.1 25.8 252.1 200.3 63,235 62,222 515,031 480,825 43,814 42,565 Total Group.......... 473.8 432.1 3,149.6 2,886.9 459,169 416,602 2,978,195 2,721,530 331,659 280,923 
A Five issues both years. **June linage. Five issues both years. {|Five issues 1949; four issues 1948. 
Jersey Zinc Issues light. Sales Executives Elect AFA Accepts Four Adclubs 


‘Luminescent News’ 


New YorK—The first issue of 
Luminescent News, a new promo- 
tion sheet, is being distributed by 
the New Jersey Zinc Co. to direct 
attention to profitable uses that 
industry and the arts are finding 
for pigments that glow in the 
dark. These pigments, manufac- 
tured by New Jersey Zinc, are 
supplied to manufacturers who 
use them in various products: 
paints, plastics, paper, printing ink, 
and vitreous and enamel wares. 

Luminescent products, the pro- 
motion sheet states, are of two 
types: fluorescent and phosphores- 
cent. The former glow only when 
irradiated by a source of filtered 
near-ultraviolet light. The latter, 
popularly called “luminous,” glow 
in the dark after exposure to day- 
light or ordinary room lighting. 
Luminous pigments, it is_ said, 
are not intended to reflect light 
but to glow in the absence of other 


A growing use of luminous prod- 
ucts, it is said, is being developed 
for premiums, toys, signs and nov- 
elty goods. 


Westeren Still At Breuner's 


In a picture caption dealing with 
the meeting of the Advertising 
Association of the West (AA, July 
4) Cy Westeren, advertising man- 
ager of Breuner’s, Oakland, Cal., 
was described as “retired.’”’ The re- 
port of his retirement, like that 
of Mark Twain’s death, was pre- 
mature. Mr. Westeren is actively 
on the job. 


Joins ‘McCall Needlework’ 


V. W. Baxter, formerly adver- 
tising manager of Sullivan Busi- 
ness Publications, has joined the 
advertising staff of McCall Needle- 
work, New York. 


Frye Joins KPO] 

Max Frye, formerly commercial 
manager of KFLW, Klamath Falls, 
Ore., has joined KPOJ, Portland, 
Ore., as account executive. 


Advertising Typographers and Printers 
520 North Dearborn Street, Chicago+ Telephone WHitehall 4-711] 


ABP Promotion 
To Continue on 
Extensive Scale 


New YorkK—The Associated 
Business Publications will main- 
tain an aggressive advertising and 
promotion program, despite resig- 
nation of some members, the or- 
ganization’s promotion committee 
has decided. 

Backbone of the effort will be a 
schedule in advertising publica- 
tions and directories costing ap- 
proximately $31,000, as well as 
production of several promotion 
booklets. 

The committee also voted to con- 
tinue the ABP business paper ad- 
vertising contest, and to conduct 
a special advertising contest for 
merchandising publications. 


w One booklet now in production 
will reproduce a talk by J. Stan- 
ford Smith, manager of the ap- 
paratus advertising and sales pro- 
motion divisions of General Elec- 
tric, on “How General Electric 
Uses Business Papers.’ Another 
will include a history of the busi- 
ness press, explain advertising ob- 
jectives for business papers, and 
give examples of how advertisers 
have pursued these objectives suc- 
cessfully. 

Extensive merchandising of the 
ABP ads will also be continued. 
The June ad, “Which Type of Ad- 
vertising Man Are You?” is cur- 
rently being distributed to 5,000 
agency executives, 3,000 advertis- 
ing managers and 200 presidents of 
companies that are big users of 
business paper space. 

The next ABP ad will include 
a statement expressing the promo- 
tion committee’s interpretation of 
the executive committee’s directive 
“to publicize the advantages to the 
advertiser of paid circulation.” 


Federal Promotes Morse 


Herbert A. Morse, who since 
1944 has been manager of sales 
promotion of Federal Advertising 
Agency, New York, has been elec- 
ted a vice-president and head of 
expanded promotion activities. He 
has been a field analyst with 
Schenley Distillers Corp. and for 
a number of years was an inde- 
pendent advertising and merchan- 
a consultant in the food 
field. 


Carl U. Spriggs, assistant gen- 
eral sales manager of Carrier 
Corp., has been elected president 
of Sales Executives Club of Cen- 
tral New York. Other officers in- 
clude: Chauncey S. Hurley, Syra- 
cuse Herald-Journal, 1st vice-pres- 
ident; C. L. Nicholson, Pass & Sey- 
mour, Inc., 2nd vice-president; W. 
Bert Lacasse, L. C. Smith & Corona 
Typewriters, Inc., secretary, and 
John D. Williams, Lipe-Rollway 
Corp., treasurer. 


WKRC-TV Appoints Latham 


J. A. Latham has been named 
general sales manager of WKRC- 
TV, Cincinnati. Since 1944 he has 
held a similar position with 
WKRC. Herman E. Fast, manager 
of WKRC, has taken over the for- 
mer duties of Mr. Latham as gen- 
eral sales manager, and will con- 
tinue as manager of the station. 


Dodge Retires trom Y&T 
Walter B. Dodge has retired after 
38 years with Yale & Towne Mfg. 
Co., New York, most recently as 
a member of the president’s staff. 


The Advertising Federation of 
America has approved membership 
charters of the newly organized 
advertising clubs in Evansville, 
Ind.; Roanoke, Va.; Providence, 
R. L., and the Association of Ad- 
vertising Men of New York. This 
brings the total membership of 
senior advertising clubs in AFA to 
96. 


Wesley Day Opens Agency 

Wesley Day, formerly with Fair- 
all & Co., Des Moines agency, has 
opened his own advertising and 
public relations service at 255 
Jewett building, Des Moines. He 
also will continue as editor of 
“Motor Truck News,” publication 
of the Iowa Motor Truck Associa- 
tion. 


G-E X-Ray Promotes Two 


General Electric X-Ray Corp., 
Milwaukee, has promoted Willard 
J. Cox, formerly assistant market- 
ing manager, to marketing mana- 
ger, succeeding Robert L. Lefevre, 
who has been elected commercial 
vice-president. 


QUESTION: 


ANSWER: ee good ht is in 
_ the customers hands! 


Topay’s big question in shipping is not 
arrival but safe arrival of your products. 
That’s why more people depend on Mason 
MailMaster —the only mailing box with 
the extra margin of safety built right in* 


Containers Laboratories, Inc. 
—an Independent testing or- 
ganization—reports: “Mason 
MailMasters are 2.9 times 
stronger than the average of 
the three other leading mail- 
ing boxes tested . . . Mason 
MoailMasters are 1.8 the 
strength of next box tested.” 
Write for free samples and 
prices. 


VaJsOK¢ BOX COMPANY 


ATTLEBORO FALLS, MASS. — Phone No. Attleboro 37 


NEW YORK, N. Y.— 


Phone Algonquin 4-0466 
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| three times 


“FOR HALF THE COST... 


| This little story has to do with a classified advertiser 

who used the same copy in two advertising papers— | 
4” in ADVERTISING AGE, 5” in the other. Result: 
ADVERTISING AGE produced 32 sales against 18 
produced by the other paper. 

In recapitulation, the ‘advertiser reported: “Thus, 
for about half the cost, ADVERTISING AGE pro- 
duced nearly twice the volume of business, and over 
three times the gross profit.” 

Yes, it does pay to use classified—if you use it in 
ADVERTISING AGE’s 
where the eager readers look for men and materials, 
ideas, services and equipment. 


the Profit!” 


“Advertising Market Place” 


{ 


Information for Advertisers 


No. 3348. The Modesto Market. 


Stanislaus County, Cal., of which 
Modesto is the county seat, ranks 
9th in farm income in the U.S.; 


Modesto is 12th in retail sales 
among 257 cities between 25,000 
and 50,000 population, and 14th 
in food sales among cities of the 
same size. These figures and many 
others are reported in a folder of 
market and media data, issued by 
the Modesto Bee. 


No. 3349. A New Idea, a New Voice, 
a New Medium for Advertisers. 


Transit Radio, Inc., has pub- 
lished this folder, which describes 
in detail its broadcasts by FM 
radio to passengers of buses and 
street cars. It reports on its audi- 
ence, programs and _ schedules, 
lists the markets in which Transit 
Radio is available, and describes 
the procedure for testing the medi- 
um. 


No. 3350. Daily Newspapers and 
Radio as Advertising Media. 


“Advertising should be bought 
on a sound basis” is the theme of 
this booklet, issued by Canadian 
Daily Newspapers Association, To- 
ronto, and it emphasizes buying 
space in the medium that can 
give the advertiser “a definite, 
stable audience, and the faculty 
to tell a complete sales story.” 


No. 3351. 1949 Market Information 
for Cedar Rapids. 


The Cedar Rapids Gazette has 
published this market and media 
data folder, which tabulates pop- 
ulation, buying power and other 
market facts; a county circulation 
report, and facts about the news- 
paper and its editorial features. 


No. 3334. Reader Characteristics. 


Mechanix Illustrated has pub- 
lished the 1949 edition of its read- 
er characteristics surveys, pre- 


senting data on age of readers, 
education, occupation, family in- 
come, home ownership, automo- 
bile ownership and hobbies. The 
report shows that. 72.4% of the 
readers have a home workshop or 
workbench; the median family in- 
come is nearly $4,000, and four out 
of five own at least one automo- 
bile. 


No. 3344. WRGB Television Three- 
City Survey. 

Station WRGB has issued a bro- 
chure covering the highlights of 
a two-week survey of the Albany- 
Troy-Schenectady area, based on 
figures compiled in March, 1949, 
to determine the size, viewing 
habits and composition of the tele- 
vision audience of WRGB in the 
tri-city area. The survey indicates 
that the station had 87,881 viewers 
for an average evening at the time 
the study was made, but station 
officials point out that several 
thousand television sets have been 
installed since that time. 


No. 3337. Quad-City Trends Are 
Up. 


Charts in this folder, issued by 
the Rock Island Argus and Moline 
Dispatch, indicate the rise in pop- 
ulation, retail sales in food, gen- 
eral merchandise and drug classi- 
fications, and Argus-Dispatch cir- 
culation, from prewar 1940 to 
1947-48. The folder includes a map 
of the Quad-City market area. 


No. 3288. The New Star in the 
College Market. 


Sport, a Macfadden publication, 
has issued this report on a survey 
of its readership in eight important 
colleges and universities in various 
sections of the country. It tabu- 
lates per cent of regular readers 
in each college; how students se- 
cure their copies of the magazine, 
and a projection showing coverage 
for Sport in each university. 


Note: Inquiries for items listed above will not be serviced beyond August 29. 


USE COUPON TO OBTAIN INFORMATION 


| Readers Service Dept., ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


Please send me the following (insert number of each item wanted) 
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HELP WANTED 
FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 


185 N. Wabash FR 2-0115, Chicago 
Catalog Experience Wanted 
Top Mail Order Catalogue experience 
wanted, to act as coordinator and “spark” 
our Merchandise Buyers and Production 
people. Must be good copywriter, know 
good layouts and have merchandising 
“feel.” This Chicago company is the lead- 
er in its specialized field. We print sev- 
eral million catalogues, flyers, broad- 
sides annually, featuring top Branded 
Merchandise, which have won National 
acclaim. Top earning possibilities for 
qualified man. Write giving full details 
of your experience, earning capacity, etc. 

Box 2561, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER .... .$7500 
Semi - Technical .. Consumer 
George Williams Co—Personnel 
209 S. State St. HA-7-2063 Chicago 


MEMPHIS AREA 
SALESMAN WANTED 
Top ranking woodworking publication 
wants aggressive man covering Memphis 
and Mid-South area. Liberal commission, 
strong advertising and direct mail support. 
Acquaintance in lumber industry desir- 
able. Publication offers prime market at 
fair rates. Excellent opportunity to con- 
sistent, industrious man. Write: 
Box 2564, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Copywriter - Consumer Exp 

Layout Artist - Agency Exp 

Public Relations Mgr - Nat’l Co ...... 
SHAY AGENCIES 

30 W. Washington Chicago 2, Ill. 


~ POSITIONS WANTED 


ADVERTISING and SALES PROMOTION 
EXECUTIVE with CREATIVE “PUNCH” 
A real “heavy - weight’”’ who can absorb 
responsibility. A “battle - wise” copy man 
with fresh ideas. A creative thinker who 
knows best methods of “attack.”” An ex- 
ecutive who can step in, organize and “‘de- 
liver.”” Age 34. $8,000 - 10,000 bracket. 

Box 2545, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

AVAILABLE SOON—DIRECT MAIL 
PRODUCTION MAN 

Competent editor, copy preparer, protes- 
sional proofreader; other useful skills. 
20 years’ experience; efficiency-economy- 
minded. Now with small Chicago agency; 
no further advancement possible. Able to 
leave city. $5,000 year minimum start. 

Box 2552, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

GENTLEMEN, 

Will you give me a chance to prove that 
I can be of real value to you? Facts: Male, 
single, 23, U. of Ill. grad. - ’49. Major: 
journ, (adv.) Seek job as copywriter or 
radio writer. Experienced in radio writ- 
ing. Will move. A post card gets my 
portfolio. D. H. Rundell, 1444 W. Jarvis 
Ave., Chicago 26, Ill. 


POSITIONS WANTED 


Space Salesman available. Sales last year 
$80,000. Go - getter, college graduate. Well 
known in Chicago area. 

Box 2530, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WE HIGHLY RECOMMEND 
THIS ADVERTISING MANAGER 

As agency for the concern which he ser- 
ved as advertising manager, it has been 
a real pleasure to work with this man for 
three years. He is capable, thorough, and 
dependable to an outstanding degree. He 
needs broader fields, greater opportuni- 
ties. His accomplishments include cam- 
paign planning, copywriting, dealer pro- 
grams, merchandising and all phases of 
production. If you need a skilled adver- 
tising manager, here is a man of great 
capacity. Please write: 

Box 2562, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


TOP FLIGHT PUBLIC RELATIONS, pub- 
licity promotion executive available. 20- 
year business, industrial, financial, labor 
background. Thorough knowledge adver- 
tising, printing, publishing, radio. College, 
48. I come high but am worth it. 

Box 2563, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POINT OF SALE HEADACHES? 
HERE’S A SOLUTION! 

If your product needs better merchandise 
presentation, remember that your display 
is no better than the designer who cre- 
ated it. Point of sale advertising needs 
the services of a specialist. He must be 
able to effectively translate the manu- 
facturer’s message into good display. .. 
which means that he must know the 1000 
and 1 reasons that go to make some dis- 
plays good and others bad. Twelve years 
as a top-flight display designer and art 
director, serving over 50 national ac- 
counts say I can help you with your 
display problems. If you want a really 
efficient designer to act as an aspirin 
to your display headache, I'll be glad to 
outline my services. 

Box 2535, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

MISCELLANEOUS 

500 ATTRACTIVE 2 - color Letterheads or 
Envelopes $3.50. Prompt service. Free 


samples. See ours first. MAILPRESS, 
1206 Front ‘St., Toledo, Ohio 


FINE AGRICULTURAL ART 
John Andrews 1504 Dodge, Omaha, Nebr. 


SALES PROMOTION — 
POINT OF SALE 
ADVERTISING SALESMEN 


Will your income increase this year? Our 
representatives will gain as more adver- 
tisers learn to take advantage of ‘‘free 
advertising space’’ on dealer’s windows. 
This ‘‘free space’”’ is available to alert ad- 
vertisers who will furnish dealers a color- 
ful transparency window valance or at- 
tractive window and door signs. Trans- 
parency advertising assures placement of 
attention compelling dealer identification 
with a potent selling message at the point 
of purchase in addition to performing as 
a billboard to the passing traffic. If you 
are experienced in contacting important 
advertisers, you may have an opportunity 
to represent the nation’s leading producer 
of window transparencies. For many 
years, our transparencies have been the 
exclusive choice of such successful mer- 
chandisers as Coca-Cola, Goodyear, Seal- 
test, and dozens of other big name adver- 
tisers. Our plant expansion program en- 
ables us to offer this lucrative field to 
representatives in many territories. We 
will answer all inquiries. Write us today. 


Box 7408, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Est. trade paper plumbing heating-air 
conditioning jobbers open represent- 
atives com basis: Boston-Phily- 
Cleveland, Detroit, St. Louis and 
L. A. areas. 


Home Comforts Wholesaler 
60 E. 42nd St., New York 17, N. Y. 


ADVERTISING MANAGER 


Experienced in industrial publicity, adver- 
tising, and sales promotion for manufac- 
turer and leading business magazine. Ready 
for job as ad manager. Ambitious self- 
starter can handle entire program. Box 
7404, ADVERTISING AGE, 11 E. 47th St., 
New York 17, N. Y. 


SALES POWER 


AVAILABLE 


Aggressive executive with New York 
office will offer representation to a high- 
ly rated firm whose business requires 
lucrative contacts with leading national 
advertisers and top agencies in the 
East. Thoroughly experienced in all 
phases of the graphic arts. Box 17407, 
pavesuens Age, 11 East 47th Street, 
Mm. Be See 


Editor 


For a Professional 
Monthly Magazine 


One of our clients has what | consider 
a good opportunity for the right kind 
of man. Whatever the title the job is 
essentially that of “managing editor”. 
It calls for creative ability—not so 
much writing as supervising produc- 
tion, art, layout, etc. and knowledge 
of how to present material to best 
advantage. Experience in medical 
field helpful. Age between 30 and 45. 
No politics involved —no_ internal 
problems. All communications con- 
fidential. 


R. O. EASTMAN 


THE EASTMAN RESEARCH 
ORGANIZATION 
22 East 40th Street 
New York 16, N. Y. 


(Replies will be acknowledged by 
client only.) 


.». WANT EXCEPTIONAL — PROVEN 
SALES TALENT... ? 


Young man seeks challenging job with 
major manufacturer or agency 


His 18 years in consumer and industrial sales 
promotion, advertising and public relations, 
has proven himself in accomplishing sales ob- 
jectives with firms of national prominence. 
Knows administration and controls—produces 
effective selling material. Possesses mature 
ad balanced judgment. Married. 38. Agency, 
consumer and industrial experience. Salary 
secondary to opportunity. Chicago area. 


Box 7405, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


Advertising Age, July 18, 194) 


MAB Reviews Histor, 
of AM Sponsorship 
for TV Trend Clues 


New YorK—An analysis of th: 
kind of advertisers in televisio 
as compared with early-day radic. 
is provided in the current issu. 
of “Magazine Advertising Burea:, 
Briefs.” 

In the first four months of 194¢ 
TV billings amounted to $2,600,00( 
In analyzing this expenditure 
MAB uses two terms: “convenienc:: 
merchandise”—to denote low-unit- 
price commodities of rapid con- 
sumption and wide distribution, 
and “shopping goods and services’ 
—purchases less frequently made, 
and considered with some care be- 
fore the buying decision. 

In the first four months of 1949, 
48% of the total TV network time 
was bought by convenience mer- 
chandise sponsors, compared to 
52% by shopping goods and ser- 
vices. 


ws Back in 1929, the first year for 
which accurate figures are avail- 
able, network radio had a total 
volume of $18,700,000 and only 
35.3% represented advertising of 
convenience merchandise. 

As time went on, more and more 
advertisers became convinced that 
radio was primarily a salesman of 
low-cost-unit goods, and in 1934 
four-fifths of the dollars put into 
network radio were spent by con- 
venience merchandise advertisers. 

This proportion was to prevail 
from then on, and only one in five 
radio dollars is spent in behalf of 
shopping goods and services. 

MAB points out an interesting 
parallel. Among the most avid 
users of radio in 1929 were radio 
set makers; they accounted for 
15% of total billing; by 1934, they 
represented only 1.5% of radio 
billing. Television now carries a 
great deal of TV set advertising— 
more dollars of this advertising are 
spent in TV, for instance, than in 
network radio. 


Moore & White Buys Syco 


Syco Mfg. Corp., Syracuse, N. 
Y., manufacturer of paper-ma- 
chine drive, has been purchased 
by the Moore & White Co., Phila- 
delphia, paper making machinery 
manufacturing firm. All assets of 
the Syco Co., among them the 
trade name and patents, are in- 
cluded in the sale. The Syco drive 
unit henceforth will be made in 
the Moore & White plant in Phil- 
adelphia and will be sold exclu- 
sively by representatives of the 
company. Harry E. Smith, chief 
sales engineer for Syco, is joining 
Moore & White. 


Form New Research Firm 


Madeleine Greer Rand and 
Jeanne R. Lepine have formed a 
consumer research service, Made- 
leine Rand, Research, with offices 
at 73 Castle St., San Francisco. 
Mrs. Rand was formerly a senio! 
research associate of Stewart 
Dougall & Associates, New York 
and prior to that was founder anc 
co-partner in her own Survey Ser- 
vice, New York. Miss Lepine was 
formerly with Dancer-Fitzgerald- 
Sample and MacFarland, Aveyarc 
& Co., Chicago. 


San Diego Ad Group Elects 


Mrs. Muriel Tolle, vice-presi 
dent of Tolle Co., has been electe: 
chairman of the San Diego As 
sociation of Advertising Agencies 
succeeding Norman R. Barnes 
president of Barnes-Chase Cc 
Norman Foster, of Barnes-Chas: 
Co., has been named vice-chair 
man and Wm. Evans, of Wm 
Evans Advertising Agency, sec 
retary-treasurer. 


A JOB WITH NO FUTURE 
I've been working for nine ay on two job 
that had bright futures, but have been waitin« 
for salary to catch up with me. My wife anc 
babies can't live on promises any longer. 
can prove ability for eons pa sale 
promotion, advertising. $10, gets me anc 
I'll do any job in your shop. 

Box 7406, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
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NEW TV REPRESENTATIVE—P. T. Hines (seated right), general manager of the 

Greensboro News and Record, signs a contract with Jack Harrington (seated left), 

president of Harrington, Righter & Parsons, for televison representation of WFMY-TV, 

Greensboro, N. C. Standing, left to right, are Turk Righter of the representative 

firm; Howard Frazier, Frazier & Peter, consultant company, and Jim Parsons of 
Harrington, Righter & Parsons. 


Morrill Co. Offers 
Metered Delivery 
of Newspaper Ink 


New YorK—Much in the fashion 
of home fuel oil deliveries, it is 
now possible to transfer newspaper 
inks directly from tank trucks to 
customers’ storage tanks, using 
meters to record the transaction. 

Following two years of experi- 
ment by the George H. Morrill Co. 
division of Sun Chemical Corp., 
the device has now been approved 
by Anthony Masciarelli, New 
York’s commissioner of markets. 

The company claims the meters 
have 1/40th of 1% tolerance of ac- 
‘uracy, and eliminate spillage, tank 
overflow and jamming of loading 
platforms with drums. Yellow, red 
and blue can be piped to the press- 
room as easily as newspaper black 
ink, since the trucks for multicolor 
delivery have three separate com- 
partments with a total capacity of 
2,500 gallons. 


Nashville Admen Elect May 


Stephen R. May, manager of the 
Nashville, Tenn., branch of Gen- 
eral Outdoor Advertising Co., has 
been elected president of the Nash- 
ville Advertising Federation, an 
affiliate of the Advertising Fed- 
eration of America. J. T. Griscom, 
president of Southern Agricultur- 
ist, and A. H. Noble, partner in 
Noble-Dury & Associates, have 
been named vice-presidents. Bu- 
ford Lewis, owner of Buford 
Lewis Advertising, has been 
elected secretary-treasurer. 


Strang & Prosser Named 


The Pacific Northwest Co., Se- 
attle, investment securities, has ap- 
pointed Strang & Prosser Adver- 
tising Agency, Seattle, to direct its 
promotion. Direct mail will be 
used initially. 


Milprint Appoints Barnes 


__R.H. Barnes, formerly with Vis- 
king Corp., has been appointed by 
Milprint, Inc., Milwaukee pack- 
aging converter, as its representa- 
tive in the Detroit area. 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
cther products. They have 10 hillion 
collars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
ous profits are made through adver- 
‘ising to this great and growing mar- 
let. For full details write Interstate 
Jnited Newspapers, Inc., 545 Fifth 


Ave., N. Y¥., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
sreferences of Negroes from coast to coast, 
he only study of its kind ever made. Write now 
or this free information. 


Blotter Competition Is Set 


Standard Studios, Chicago, is 
sponsoring a blotter design com- 


petition, and is offering 12 awards. 
First award is $100, second is $75, 
third is $50. Nine merit awards of 
$35 each complete the list, Judges 
include Walter Howe, director of 
design and typography, R. R. Don- 
nelley & Sons Co., Chicago; Clar- 
ence N. Johnson, art director, 
Reincke, Meyer & Finn, Chicago, 
and Bert Ray, art director, Abbott 
Laboratories, North Chicago. En- 
try deadline is Tuesday, Sept. 6. 
Standard Studios is located at 540 
N. Michigan Ave., Chicago 11. 


Kabatcraft Names Gilbert 


Norman S. Gilbert Co., New 
York, has been named to direct 
the advertising of Kabatcraft 
Town & Country Clothes, manu- 
facturer of ladies’ coats and suits. 
Consumer and trade advertising 
will be used. 


Gets Mink Account 

Chason Bros., Inc., fur dealer, 
has named Marcel Schulhoff & Co., 
New York, to direct its advertising 
of skins, featuring wild, ranch 
and mutation minks. Magazines, 
trade publications and direct mail 
will be used. 


Sales Managers Elect 


Fred C. Emerson, vice-president 
and sales manager of Spartan Saw 
Works, Inc., Springfield, Mass., has 
been elected president of the 
Springfield Sales Managers Club. 
Other officers include: Ist vice- 
president, Clarence Evans, Chemi- 
cal Corp.; 2nd_ vice-president, 
Philip Beele, H. L. Handy Co., and 
secretary-treasurer, Earle M. King, 
Gulf Oil Co. 
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Names McConnell, Eastman 


Morphy-Richards Ltd. Eng- 
lish manufacturer of automatic 
toasters, irons and other electrical 
appliances, has appointed the 
Montreal office of McConnell, 
Eastman & Co. to direct Canadian 
advertising and merchandising. 
Color ads will appear in leading 
national publications this fall, and 
an editorial-type column will run 
in newspapers. 


: The Key to 


HGUILD COMPANY 


noe 
») Guild ff 
A Lists 


‘ “Tell us about yours 
offer and we Will? 
recommend sulifea 
able lists. Ses 
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‘All I know is she’s the bride of the big 


ATAYLOK 


i 


space buyer who registered, last weer”’ 


The Enquirer's comics are now handled exclusively 
Regon & Schmitt. 
continue to receive the identical rates previously 
accorded through the Metropolitan Group. 


Advertisers will 


OTHER FACTS THAT CAN BE BACKED UP: 


e The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 
e The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


eThe Cincinnati Enquirer carries more advertising linag: 
than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmit, Inc. 
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Bonwit Teller Appoints Two 


Alberta Boutyette, art director of 
Bonwit Teller of Boston, has been 
named direetor of advertising. She 
will supervise advertising of Bon- 
wit Teller in New York, Boston, 
Chicago and White Plains. William 
McCarthy, formerly advertising 
manager of Brooks Brothers, has 
been appointed advertising man- 
ager of Bonwit Teller and its 
branches. 


BUYS EYES for WISE GUYS! 


Mark'Andy Point-of-Sale Stickers are 
BABY BILLBOARDS that catch the eye 

where they buy. No wefting . . . they're 
FREE Sticky... they sell anywhere. Printed to 
your order. Millions sold. Write MARK’. 


ANDY, inc., Dept.AAl, St. Lovis 22, Mo. 
for details, samples. Do it, today! 


Production Men Elect Farley 


J. J. Farley, production manager 
of Carl Reimers Co., has been 
elected president of the Advertis- 
ing Agency Production Men’s 
Club, New York. Other officers 
are: Henry J. Griffin, Cowan & 
Dengler, vice-president; James L. 
Lepis, Fred Wittner Advertising 
Co., treasurer; Harry J. Plotke, 
Gotham Advertising Co., record- 
ing secretary, and Thomas Nee- 
fus, Lawrence Boles Hicks, Inc., 
corresponding secretary. 


To Riger, Sheehy & Chernin 

Riger, Sheehy & Chernin Adver- 
tising, Binghamton, N. Y., has been 
appointed to handle the advertis- 
ing of Stow Mfg. Co., Binghamton, 
originator of the flexible shaft. 
Trade publications and direct mail 
will be used. 


- State’s scatte 
the dough to cure 


Nielsen Shows 5% 
Listening Drop, 
Whodunits Popular 


Cuicaco—Home radio listening 
on the latest Nielsen-Rating report 
was 5% below the level of the last 
report and 2% below the year-ago 
listenership, coinciding with the 
summer hiatus of many top-rated 
shows. 

Whodunits again have moved in- 
to many of the top slots. Nine of 
the first 20 shows are mystery 
programs—four of them in the first 
ten. The Columbia Broadcasting 
System placed 12 shows in the top 
20. NBC had five and ABC, three. 

In contrast to the relative sta- 
bility of many of the regular elite 
20 programs, the latest listing is 
noteworthy principally because of 
the rapid shifts in program pop- 
ularity since the last report. 

National Broadcasting Co. aired 
three of its top five shows on Wed- 
nesday—“Mr. District Attorney” 
(Bristol-Myers), “Big Story” (Am- 
erican Cigaret & Cigar) and “Duf- 
fy’s Tavern” (Bristol-Myers). CBS 
had two Wednesday night pro- 
grams, “Mr. Chameleon” (Sterling 
Drug) and “Dr. Christian” (Chese- 
brough). 


es CBS was the only network with 
any Thursday evening programs in 
the first 20. They were “Suspense” 
(Electric Auto-Lite), “Crime Pho- 
tographer” (Toni), “Mr. Keen” 
(Whitehall Pharmacal) and “First 
Nighter” (Campana). 

CBS also held the cards on Mon- 
day night shows, placing four— 
“Lux Theater,” “My Friend Irma” 
(Lever Bros.), “Godfrey’s Talent 
Scouts” (Lipton) and “The Bob 
Hawk Show” (Reynolds Tobacco). 

NBC had one Sunday program 
in the top 20, Horace Heidt (Philip 
Morris); CBS had “Adventures of 
Sam Spade” (Wildroot) and the 
American Broadcasting Co. placed 
Walter Winchell (Kaiser-Frazer). 

The only Tuesday show among 
the first 20 on the latest report was 
NBC’s perennial, Bob Hope (Lever 
Bros.), rising from 23rd to ninth 
place. 


w On Friday night during the week 
in which listenership was meas- 
ured, ABC had two programs that 
ranked in the first 20, “This Is 
Your FBI” (Equitable Life) and 
“Fat Man” (Norwich Pharmacal). 
CBS, on the same evening, placed 
its Ford Theater. 

Outstanding upward shifts were 
those of “Mr. District Attorney,” 
24th to fifth; “First Nighter,” 25th 
to seventh: “Mr. Chameleon,” 51st 
to 13th; Horace Heidt, 53rd to 15th; 
“Duffy’s Tavern,” 3lst to 17th, 
and “Dr. Christian,” 61st to 19th. 

Four shows moved downward 
out of the top 20. They were: “In- 
ner Sanctum,” 19th to 23rd; “Our 
Miss Brooks,” 17th to 29th; Dennis 
Day, ninth to 35th, and Judy Can- 
ova, 11th to 44th. 

Weekday daytimers, evening 
multi-weekly programs, daytime 
Saturday shows and daytime Sun- 
day shows were relatively more 
stable. 


Lebanon Papers Reorganize 


Reorganization of the Lebanon 
News Publishing Co., Lebanon, 
Pa., as a result of the death June 
22 of Dr. R. J. Schropp, treasurer 
and general manager, and son of 
the founder, has been completed. 
Henry L. Wilder, president of the 
company, has been named pub- 
lisher of the Lebanon Daily News 
and the Lebanon Semi-Weekly 
News. Jack Schropp has _ been 
named business manager. 


Will Publish Buyer's Guide 

Dog Supply Topics, St. Louis, 
will publish its first annual buyer’s 
guide issue in August. Material 
on both canned and dry dog food 
will be included, plus charts show- 
ing relative sales of dog food in 
urban and rural areas. 
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National Nielsen-Ratings of Top Radio Programs 


Week of June 5-11, 1949 


All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Poir s 
Rank Rank Program (000) Rating Char « 
EVENING, ONCE-A-WEEK 
1 1 rr NE ek ee. os ees be oles 7,109 18.1 —f 2 
2 5 aaa os vo cadils samen ewe Oa ee 6,245 15.9 —0! 
3 7 Ek ios tbb kde abasan he bdeeceeed 6,009 15.3 —} 
4 2 ead a Fe» cued oo0' Bad thal eueed sed 5,577 14.2 —5 1 
5 24 ne 6s core dose peereesobeda 5,499 14.0 +1) 
6 8 EL, va cdbvases db-dvnceeetseecava 5,381 13.7 —0% 
7 25 TIED, cc dere og deh chidde ens cauve 4,949 12.6 +0 
8 3 et ans onanaetertssbannee 4,909 12.5 —5) 
9 23 a ee 4,870 12.4 +01 
10 4 EE ee 4,713 12.0 —5 1 
ll 38 eS rn 4,713 12.0 +15 
12 33 Ee teu bde eke vd be bebe teoeedens 4.634 118 +058 
13 51 ES Sr 4,634 118 +25 
14 14 eee Lo ebdebseenent 4,320 11.0 —22 
15 53 Philip Morris-Horace Heidt ................0005- 4,281 10.9 +19 
16 16 ope a eee 4,242 10.8 —24 
17 31 EE ede ache os snd bE tea teee ee 4,242 10.8 —04 
18 12 ere ores coun ds gas auras ava 4,242 10.8 —30 
19 61 PE Led vices sive kevanvduabaseeetBaas 4,163 10.6 +21 
20 28 ee OP Oe Gig bind cccertccsvesesys 4,163 10.6 —0.9 

EVENING, MULTI-WEEKLY 
1 1 I 6 eR nnd nddbdiinenddasen MO 3,299 8.4 —0.8 
2 2 i Ph os accetess re ba Sale PPI ECT 3,063 7.8 —0.3 
3 4 oie keh eaeede eae 6 3,063 7.8 +0.5 
WEEKDAY 
1 1 Arthur Godfrey (Ligg. & Myers) .............05. 3,888 9.9 —1L1 
2 7 ee oe ceeds Cileak oueeek eee 3,770 9.6 +10 
3 4 i ti bee dcs peabdnseieelaenren 3,692 9.4 +0.4 
4 2 ree 3,535 9.0 —0.2 
5 3 iE. ccc nos beaeesse pets ceueete 3,535 9.0 0.0 
6 6 EE nad ob 6 ehks vse sebe adh edebes dene 3,378 8.6 0.0 
7 9 i a acashcetsecne 3d dees eeenetnewend 3,299 8.4 +0.2 
8 13 IE, Sic dad dau d oe sebmem ne penal 3,103 7.9 +0.1 
9 8 ee s,s dans oh aaade ae tn Oe EEE 3,024 7.7 —0.5 
10 20 ced ins cough icke den even ee une 2,906 7.4 +0.1 
ll 5 eee ee «GRINNED n.d ce vcntecsusecicas 2,906 7.4 —L4 
12 12 i occ ss ocean dosent enaaeetuben 2,906 7.4 —0.6 
13 10 ES ea son nn tb cons anhe aes Oe En 2,867 7.3 —0* 
4 19 TE Soe d hatedens> ves ve sense eKe tan 2,867 7.3 lt. 
15 ll ET. 0.056602 0604)0da0008 640 K00Si0S cOERS 2,789 7.1 —10 
DAY, SATURDAY 
1 3 CO rer ee er re 3,535 9.0 +0.3 
2 1 ee ccc et cabakedvnsedened 3,260 8.3 —19 
3 2 rr ae re. cia vawabantaereececeus 3,221 8.2 —L5 
DAY, SUNDAY 
1 3 Ce.  ccdesevenesesedbanesewemee 1,885 4.8 —0.8 
2 6 ER Oe te 2 Fe Oe ae ae Ca rahe ih hie aD 1,846 4.7 +0.1 
3 4 OE eS eT ere 1,650 4.2 —0.8 
Brashears Rejoins ANPA Purolator Promotes Abeles 


Arthur Brashears, a member of 
the national sales staff of the Bu- 
reau of Advertising, American 
Newspaper Publishers Association, 
New York, from 1940-1945, and re- 
cently director of informational 
services of the Brand Names 
Foundation, has rejoined the bu- 
reau as promotion department 
manager. 


Richland Appoints Abrams 


Lenore Abrams has been named 
art director of Irwin S. Richland 
Co., New York. She formerly was 
associated with Mina Lee Simon, 
Boston agency. 


James D. Abeles, formerly 
equipment sales manager of Puro- 
lator Products, Newark, manufac- 
turer of automotive filters, has 
been appointed assistant to the 
president, Ralph R. Layte. Mr. 
Abeles has been with the company 
since 1940, serving in various 
executive capacities. 


‘Seventeen’ Appoints Mayo 


Russell Mayo, who has been as- 
sociated with the Triangle Pub- 
lications for several years, has 
been appointed midwestern adver- 
tising manager of Seventeen, with 
headquarters in Chicago. 


SUPERIORITY COMPLEX 


My husband, advertising manager of the Ding-Bat Company, used to be | 
nice fellow with just enough of an inferiority complex to make him easy to liv: 
with. Since he picked KXOK, sales have gone up so fast my husband think 
he’s the smartest advertising manager in town. Now he has a superiority cor 


plex and he’s positively obnoxious. 


Dear Unhappy Wife: 


Unhappy Wife 


Maybe KXOK should have the superiority complex instead of your husband 
During March, 1949, KXOK was within share of audience striking distance 0 
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audi 
ence per dollar than any other St. Louis network station. No wonder Ding-Ba 
products are going to town. When your husband checks KXOK’s low-cost 
per-Hooper point, KXOK’s wide coverage, and KXOK’s low-in-St. Loui: 


rates, he’ll be even cockier! 


Basic ABC 


5,000 Watts 


KXOK, St. Louis 


630 on the dial 
A “John Blair” station 
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DEW OVER KANSAS—With this copy, 
Straight Whisky Distilling Co. of America, 
a Schenley affiliate, made its legal bow 
in Kansas, previously a dry state. Copy 
was offered to all Kansas newspapers 
accepting liquor advertising. Great un- 
certainty prevails among distillers as to 
how to advertise in Kansas, and this is 
exhibited within the industry as a sample 
of good public relations. Kleppner Co., 
New York, is the agency. 


Free & Peters 
Says Spots Pay 
in Summertime 


Plus Value of Choice 
Station Breaks Stressed 
in Louisville Analysis 


New YorK—The “plus poten- 
tial” realized by spots adjacent to 
top rating radio shows during nine 
months of the year more than com- 
pensates for the decline in listen- 
ership when the summer replace- 
ment comes on. 

This was the principal argument 
advanced by Free & Peters, radio 
station representative, in a sales 
pitch to a national advertiser who 
wondered if he were getting his 
money’s worth out of choice spot 
time during radio’s “slow” sum- 
mer season. Since the client was 
concerned about time on Station 
WAVE, Louisville, which Free & 
Peters represents, the study cov- 
ered that area. 

“Suppose in the winter months 
adjacent programs provide your 
announcement with a 20 rating— 
thereby placing the time in the 
above-average rating classifica- 
tion,” the report suggested. ““Non- 
summer months’ average mean is 
13.6 for nighttime network pro- 
gramming (based on Hooperatings 
for Louisville). In the summer you 
realize only a half-rating of 10. 


a “Considered on an accumulative 
basis during the nine months, an 
advantage of 6.4 rating points per 
month above the mean has been 
built for a total of 57.6 points. Dur- 
ing the three remaining months 3.6 
points have been lost for a total 
of 10.8. Obviously you come out 
well above the average when both 
the plus and the short-changing are 
taken into consideration.” 

Free & Peters asserted that the 
worth of good station-break fran- 
chises, which are rarely, if ever, 
obtained on a seasonal basis, can- 
not be measured adequately in 
terms of Hooperatings alone. 


Further, much summertime radio 
listening, beyond the reach of the 
telephone, is not reflected in the 
metropolitan ratings, it was 
pointed out. One restricted recent 
study found 99.5% of summer 
homes equipped with radios; an- 
other survey of 26 swimming pools 
revealed that one of five groups 
entering the pool carried a port- 
able AM set. It is estimated that 
85% of the private boats in the 
New York area have radios, ac- 
cording to the station representa- 


tive. 

Even with summer’s declining 
ratings, the cost of reaching 1,000 
families compares favorably with 
the cost of reaching them by news- 
paper, Free & Peters said. 

Class A station breaks on WAVE, 
which has a nighttime circulation 
of 217,570 families (BMB Study 
No. 1), cost $24 on the 260-time 
rate. Thus the outlay per thousand 
families ranges from 44¢ at a mid- 
winter rating of 25 to $2.21 at a 
summer Hooper low of five. 

The unidentified national adver- 
tiser kept his announcements on 
WAVE. Meanwhile, Free & Peters’ 
summer listening study has been 
printed as a brochure for distribu- 
tion to interested persons. 


Turco Advances Warnes 


F. E. Warnes has been appointed 
director of sales promotion of Tur- 
co Products, Inc., Los Angeles, 
manufacturer of industrial clean- 
ing compounds. He was formerly 
sales supervisor for the seven 
states of the Pacific Northwest. 


Phelps Joins Fogarty 

Norman Phelps has joined C. 
C. Fogarty Co., Chicago agency. 
He will handle the advertising of 
Dana Perfumes, Inc., and Consoli- 
dated Cosmetics. 


Athletic Institute to Lesly 

Athletic Institute, Chicago, has 
named Philip Lesly Co., Chicago, 
for special public relations ser- 
vices. 
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528-page 
1949 issue “ota 


by 263 Advertisers )\ 


23,500 copies 
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Directory Issue 


employes. 


tised in 1949 issue. 


weekly—6.5% once a month— 


a month. 


1949 issue cited as 


o. 1 Buying and. Selling Guide of Top 
a cone (and Wholesalers) Who Control 
"85% of $7 Billion Retail Lumber and Build- 
ae ing Material Business —Backbone of Your: 
“._., Selling Effort to 100,000°Contractor-Builder. i 
> Merkys ane millions. of Consumers: opted ee 


Survey Reveals 60,800 
Users of BSN Dealers’ 


Subscriber study (23% response) indicates 
1949 issue being used by more than 
60,800 wholesalers, dealers and their 


Average number of a per copy—3.2. 
a 

96% report from 2 to 12 users per copy. 

9 out of 10 report a numerous in- 

quiries to manufacturers on items adver- 
6 

61.5% use BSN Directory Issue daily or 

occasionally—2% use it 3 or 4 times 
° . 

87% favor catalog copy in BSN Deolers’ 

Directory Issue because it places impor- 

tant product information at their fingertips 

when buying decisions are being made. 

“most important 


book we hove in our business” — typical 
of comments from more than 1,800 users. 


~ and keep them sold all all year a 
Laat complete product stay in 


Your Basic Advertising Buy for 
1950 — Sells Your Products 
These 10 Ways All Year Long... 


@ Increases effectiveness of your salesmen. 

@ Gives your wholesalers and their salesmen year-round selling support. 
@ Sells the dealer and the dealer's salesmen. 

@ Gets you new and better wholesalers and dealers when you need them. 


@ Teaches your wholesaler and dealer organizations how to sell more 
of your products—what to say about them. 


@ Shows the dealer what other items in your line he should be selling. 


@ Gives the dealer specific product information so he can easily check 
and verify sizes, weights, varieties; colors, other basic data. 


@ Helps wholesalers and dealers prove your product sales points. 


@ Shows wholesalers and dealers and their employes exactly how, when 
and where your product is used. 


@ Supports and increases effectiveness of your sales, advertising and 
promotional efforts all year long—at the point of sale. 


Budget your 1950 Catalog Unit now... 


reserve your space early! 


It’s no sale until the dealer sells it! Back up your salesmen and distributors and 
give the dealer all the sales support you can for the tougher selling days ahead. 


Cover your entire product line with an adequate Catalog Unit in the 1950 Dealers’ 


—- And BSN Dealers’ 


Directory Issue of BUILDING SUPPLY NEWS—and let it sell for you all year long. 


Dealers overwhelmingly favor manufacturers’ catalog pages in this issue because 
these pages make important product information available every time a buying 
decision is made. That’s when it counts most to have your complete product 
story at their fingertips! 


The buyer’s market is here with a vengeance. When you step up the selling power 
of your salesmen, your wholesalers and your dealers, you step up your profits. 


Directory Issue is the most important issue of the year for 


you—it’s the backbone of your entire selling job in the $18 billion light construction 


market, for BSN readers control 85% 


BUILDING SUPPLY NEWS 


5 South Wabash Avenue, Chicago 3, Illinois 


of the $7 billion product sales to this market! 


Published by Industrial Publications, Inc., for over 32 years exclusive publishers to the Building Industry, also publishers 
of Practical Builder, Building Moteria! Merchant & Wholesaler, Brick & Clay Record, Ceramic Industry and Ceramic Data Book. 
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Griftin Retires trom Cheney 


Franklyn P. Griffin, senior vice- 
president in charge of sales of 
Cheney Brothers, Manchester, 
Conn., silk weaver, has retired 
from that position, but will act 
as consultant in the development 
of the company’s upholstery de- 
partment and will remain as a 
director. David S. Gamble, former- 
ly general sales manager, has been 
advanced to the position of vice- 
president in charge of sales. 


ident and secretary, and Robert 
W. Tindall, 
treasurer. 


]. C. Blanchard Retires 


J. Cliff Blanchard Sr., president 
of the Blanchard Press, New York, 
has retired from active business, 
and has been succeeded by Henry 
Kanegsberg, who has been associ- 
ated with the firm for 55 years. 
Francis N. Ehrenberg has been 
elected executive vice-president; 
James C. Blanchard Jr., vice-pres- 


vice-president and 
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FLOUR 


Nashville Chamber of 
Commerce figures. 


The "'MONEY TO 


FLOUR 


——_~ 


Newspoper Printing Corporation, Agent 
represented by the Branham Company 


IN PANS BEL AV gl a1 RLAE: 


adds more than 


$2,250,000 


annually to the 
buying power of 
the “Money Town” 
of the South. 


Reach this prosperous 
market through two 
great newspapers. 


The Nashville Tennessean 


WN” of the South 


5,000 W 
1420 Ke. 


47 Kw. 
103.7 Mec, 


” FM 


the No. 1 Network 


WOC is the FIRST individual sta- 
tion . . the only Quad-Cities station 

. to offer its clients commercial 
copy analysis. On request WOC's 
Research Department tests WOC ad- 
vertisers’ copy for sales effectiveness 
through listening ease and human 
interest . . according to a proved 
formula developed by renowned 
analyst Dr. Rudolph Flesch. All 
WoOC-written copy is so evaluated. 
Another in WOC’'s long list of 
“FIRST’S”! 

Col. B. J. Palmer, President 


Ernest Sanders, Manager 
DAVENPORT, IOWA 


FIRST in tHe 


DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE 
TH a ct cham 


Basic Affiliate of NBC, 


L FREE & PETERS, INC., National Representatives ) 


wa 


QUAD.CITIES 


$T. LOUIS 
. 


The Creative Wan Corner 


Okay, boys. Let’s get down to facts. Who’s kiddin’ whom? 
Any soap powder or detergent you buy today gets your 
clothes whiter than white or brighter than bright. Any hand 
lotion gets you a man. And any dog food—as evidence these 


Vash ial 


ig rtified with LIVER \ 


Dags know it 


issue of the same magazine. 


three competing ads—does the following: 
—gives your dog all the food elements a dog needs 
—gives him a sleek coat, sturdy bones and keeps him alert 
—gives him his favorite food, the food dogs like. 
Is this intelligent selling? You can buy any one of these— 
and not miss a thing. Sure, one’s fortified with liver. But an- 


other has a dog’s three favorite flavors—beef, fish and 
cheese. And the other has the top-quality protein that comes 
only from skim milk and homogenized fish. 

Who’s right? And how is a poor dog-owner to tell? Just 
to complicate matters, all three ads appeared in the same 


Maybe you can put the whole thing down to accident. You 
sure can’t discern the presence of any heavy thinking. 
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Kitchen-Kraft Steps 
Up its Dealer Aid 
Plans for 2nd Half 


GALESBURG, ILL.—Dealer adver- 
tising in newspapers, direct mail 
promotion and new specialty sell- 
ing tools will be given increased 
emphasis by Midwest Mfg. Co. 
during the second half of the year 
for its nationally distributed Kitch- 
en-Kraft steel kitchens. 
Kitchen-Kraft will also be pro- 
moted in a series of ads in Ameri- 
can Home, Better Homes & Gar- 
dens, Farm Journal and Good 
Housekeeping, with a “before” and 
“after” theme featuring a new 
functional Kustomized counter top. 
The line will be promoted to deal- 
ers via a series of half pages in 
Electrical Merchandising, and copy 
in other trade publications. Sweet’s 
File, Architectural, now being used 
by Kitchen-Kraft, also will in- 
clude inserts in the 1950 editions. 
A. M. Bruninga, Midwest’s ad- 
vertising manager, said the com- 
pany hopes to step up local news- 
paper promotion by distributors 
and dealers. It is sending out a 
series of 17 new mats, three of 
them designed primarily for dis- 
tributor use and the remaining 14 
for retailers. Mat folders illustrat- 
ing the copy also are being sent 
to newspapers in all Kitchen-Kraft 
dealer cities. 


s During the first half of the year, 
Mr. Bruninga said, the company 
built up a comprehensive mailing 
list of five divisions—distributors, 
distributor personnel, dealers, 
dealer personnel and “miscellan- 
eous.”” Expanded use will be made 
of the merchandising newsletter, 
“The Sales Builder,” which was 
launched in January. It supplies 
information on new _ products, 
model changes, promotional plans, 
etc. 

Direct mail will include a new 
four-page dealer brochure show- 


ing the complete Kitchen-Kraft 


line; a four-page consumer folder 
illustrating the _ steel kitchens; 
a four-page folder featuring a new 
Jaspe gray plastic covering on the 
Kustomized tops and reprints of 
the national and trade ads. 

The Kitchen-Kraft ‘‘Plan-a- 
Kitchen” kit will top the list of 
dealer selling tools, which also in- 
clude colored slides, easel books, 
model kitchen background dis- 
plays, decals and counter cards. 
The kit provides a pad of plan- 
ning sheets; two plastic “Plan-a- 
Rules,” one for sink and floor 
cabinets, the other for wall and 
broom cab‘nets; a draftsman’s 
triangular scale and a pencil. 

Promotional kits for dealers 
provide a background display, 
Plan-a-Kitchen kit, literature and 
all other advertising and _ sales 
promotional material. 


Whitehall Sponsors Mystery 


Whitehall Pharmacal Co., New 
York, started sponsorship of 
“Armchair Detective” on the CBS- 
TV network July 6. The program, 
seen Wednesdays, 9-9:30 p.m., is 
a Hollywood origination of Para- 
mount Television, a Stockey & 
Ebert production, produced in con- 
junction with Benton & Bowles, 
New York, Whitehall agency, and 
is currently seen in the West over 
Paramount’s KTIA. Products ad- 
vertised are Anacin, Kolynos and 
Bisodol. 


GF Names Gerhard Exo 


Gerhard Exo has been named 
advertising and sales promotion 
manager of the Diamond Crystal- 
Colonial salt division of General 
Foods Corp., New York. Formerly 
he was director of merchandising 
and an account executive of Day, 
Duke & Tarleton, New York, and 
before that was with Maxon, Inc., 
Detroit. 


Orr Appoints Kolb 


E. Bennet Kolb has been ap- 
pointed copy supervisor of Robert 
W. Orr & Associates, New York. 
He formerly was with Young & 
Rubicam, and previously with 
Marschalk & Pratt Co., as a copy 


executive. 


RCA Elects McConnell 


Joseph H. McConnell, vice-pres 
ident in charge of finance of Radi: 
Corp. of America since Jan. ‘ 
1949, has been elected executiv 
vice-president of RCA. Mr. Mc 
Connell has been with the com 
pany since 1941, when he joine 
the legal department of RCA Mfg 
Co., now the RCA Victor division 
He became general counsel ij 
1942, and three years later wa 
elected vice-president and genera 
attorney of the RCA Victor divi- 
sion. 


NBC Names Begley 


Martin Begley, former persona! 
manager for his brother, Ed Beg- 
ley, radio, stage and screen actor 
has been appointed talent procure- 
ment supervisor of the televisior 
program department of Nationa! 
Broadcasting Co., New York. 


Sun Dial Moves Oftice 


Sun Dial Films, New York, 
producer of television, documen- 
tary, educational and industrial 
films, has moved from 625 Madi- 
son Ave. to 341 E. 43rd St. 


Here's 
the main | 
line on getting 


complete TV 


Programs 
National — Local — Full 
Length — Spots — Spe- 
cial Features on films 
—plus Live Shows and 
Kinescope. 


As SIMPLE 
As This... 


a 


AMERICAN 

PRODUCTS 

RELEASING 
CORP. 


Get all your 

T V programs 

from The One Mojor 

releasing organization. 

Simple, direct, precise data 

on all types of shows— 

shows designed to sell— 

shows made-to-selling- 
measure. 


_Amertiaas 


PRODUCTS RELEASING CORP. 
Glenn T. Bever, Pres., Gen. Mar. 
3757 WILSHIRE BOULEVARD 
LOS ANGELES 5, CALIFORNIA 
Sales « Distribution « Liaison * Promotion 
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CLIENT FEVER 


(Or: The Soliloquy of 
An Account Executive) 
How can I tell 
how these ads will be greeted? 
How are things going 
out at this abode? 
The way that he slept 
is the way I’ll be treated— 
what kind of trip 
did he have on the road? 


The ads can’t be wrong 

as we did them—they can’t. 
We followed instructions 
right down to the letter. 

And yet...we did give them 
a new sort of slant. 

Of course, by so doing 

we made them much better. 


Have things been going 
too well with us lately? 
Does the old law of averages 
call for a blast? 

Will he be warm? 

Will he be cold or stately? 
Has the die of rejection 
already been cast? 


Since I last saw him 

did sales take a tumble? 
Did his young son 

make that varsity team? 
Should I be forceful.. 

or should I be humble? 

My God, is the copy approach 
on the beam? 


KENNETH PARSONS 
White Plains, N. Y. 


Most L. A. Video 
Viewers Would Pay 
for Good TV Films 


Los ANGELES—Almost exactly 
two out of three television set 
owners accept the principle of 
television by ’phone wire, prelimi- 
nary results of a survey of TV set 
owners completed recently in the 
Los Angeles area by Woodbury 
College reveals. 

Exactly 66.2% answered “yes” 
to the question: “Would you be 
willing to pay a certain fee to see 
a specific current film over your 
television set (refers to current 
A and B pictures, fee to be paid 
to telephone company)?’ Those 
so answering indicated that on an 
average they would be willing to 
pay $1 per film so telecast. 

The question was one of 26 
asked in a survey. in which 1,800 
completed questionnaires were 
turned in by Woodbury marketing 
students during April and May 
of this year. 


ws The association of movies with 
television was given a further 
boost in the answers to the ques- 
tion: “If you had your choice of 
all possible forms of entertain- 
ment, which would you most like 
to see on TV?” Without use of a 
check list, or other aid to the re- 
spondent, 25% named “good mo- 
tion pictures.” 

Radio got short shrift with 50% 
saying they “practically never” 
listen to the radio at night, and 
30% saying they listen “a great 
deal less” since getting their TV 
sets. 

Strong support to the thinking 
that telecasts hurt attendance at 
sports and other outside events was 
given in answer to the question: 
“If an ‘away-from-home’ event 
was telecast, would you prefer to 
view it at home or see the actual 
performance?” Sixty-nine per cent 
said they would rather view it at 
home, with 29% expressing a pre- 
ference for seeing the actual per- 
formance. 


w Television advertising was 
viewed favorably by 67%, with 
27% having an unfavorable re- 
action. and 2% indicating indif- 
ference. Best liked commercials 
were those of Lucky Strike by 


32%, Texaco by 21%, Chester- 
field and Rancho soup by 6%. 

Commercials liked least were 
those of Philip Morris by 10%, 
Lucky Strike by 8%, and Rancho 
soup by 13%. “Boring” and “repe- 
titious’”” were the most frequently 
mentioned reasons for disliking 
commercials. 


‘Record’ Acquires ‘Journal’ 


Meriden Record Co., Meriden, 
Conn., publisher of the Record, 
morning daily, has acquired the 
Meriden Daily Journal, afternoon 
newspaper, published by the Jour- 
nal Publishing Co. Wayne C. 
Smith, president of the Meriden 
Record Co. and publisher of the 
Record, will be publisher and C. 
H, Tryon, former publisher of the 
Journal, will be assistant publisher 
of both papers. 


WLW-D Appoints Wadsworth 

Guy Wadsworth, formerly on 
the sales staff of Station WONE, 
has been named sales representa- 
tive of television station WLW-D, 


Dayton. 


N. Y. Representatives Elect 

Hal Hawley, of Look, has been 
elected president of the New York 
State Magazine Representatives 
Club. Ralph Wood, Dell Modern 
Group, has been named vice-pres- 
ident. C. Kenneth Wright, House- 
hold Magazine, and John Stuur- 
man, Vogue, have been reelected 
treasurer and secretary, respec- 
tively. 


Names Chalmers-Ortega 

The Spanish-English newspaper 
La Nacion and The Nation, of 
Panama City, Panama, has ap- 
pointed Chalmers-Ortega, New 
York, international publishers’ 
representative, as its exclusive 
U.S. representative. 


Three Appoint Ad Fried 

Ad Fried Advertising Agency, 
Oakland, Cal., has been appointed 
to handle the advertising of G & 
W Refrigeration Co., Oakland, ice- 
making machine manufacturer, 
Associated Iron & Metal Co. and 
Fidelity Roof Co. Direct mail, ra- 
dio and trade publications will be 
used. 


Joins ‘American Home’ 


Richard B. Kershaw has been 
appointed direct mail promotion 
manager of American Home. He 
previously held similar positions 
with Newsweek, Magazines of 
Industry and Tide. 


45 


Carr Gets Dixie Steel 


Clinton D. Carr & Co., Baiti- 
more, has been appointed to 
handle the advertising of the 
Dixie Mfg. Co., Baltimore, fab- 
ricator of stainless and sheet steel 
products. 


bind 


All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


1721 Ne. Wells St., Chicago 14 


Wright PHOTOGRAPHIC ILLUSTRATIONS 
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WITH THE EDITORIAL FORMULA, 


The original magazine of its kind still leads 
in this big, result-producing magazine field 


The unique editorial pattern of Popular Mechanics, con- 
ceived by H. H. Windsor, Sr., and widely copied, has 
been attracting inquisitive, exploring, creative male 


minds since 1902. 


Other Popular Mechanics firsts: Circulation, advertising 
linage, advertising revenue, pages of editorial content. 
And Popular Mechanics is first in the field to publish 


internationally circulated foreign language editions. 


— : 
—— 


~*~ & * SSS 


@ It pays to put Popular Mechanics on 
your schedule. Your advertising gets more 
readers per thousand circulation in Popular 
Mechanics because our readers —having 
the “P.M. Mind”—read ads deliberately. 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


MAGICIAN—Fred Gardner, head of 
Fred Gardner Co., New York, and a 
well known amateur magician, appeared 
as a guest with Kathi Norris on her 
TV show, “Your Television Shopper,” on 
WABD, New York. During his 15 years 
in advertising Mr. Gardner has enter- 
tained in schools, hospitals and clubs. 


CONGRATULATIONS—Alice Lynne Mooney (second from left), new president of 
the Philadelphia Club of Advertising Women, receives the good wishes of Helen 
Carroll Corathers, retiring president, who in turn receives congratulations on her 
election to the vice-presidency of the Advertising Federation of America. At left is 


- = \ nail 
5 


C. James Proud, national field representative of the AFA, and at right, Helen "od at bets only 


Holby, director of AFA’s club contact department. 


willing te quad and defend ib” 


IN tess than two hundred years, a0 energetic, resourceful people, 
working together ia 2 free economy sed guided by » government 
of their owe choosing, have built the American way of life. 2 life 
0 abundant as to be beyoad the concepuoe of most of mankind 

A “freedom tain” full of himorical documents is 90 guarantee 
that this way of life will be passed on to our children . that is 
our responsibility The forure of America can only be secured 
we re-alhrm the bebets of our forctathers — that real security and 
sell rehamer are maseparable 


SPECIAL DRIVE—Fireman’s Fund Group 
is devoting its entire appropriation for 
the last half of 1949 to a special cam- 
paign which features quotations from 
America’s founders and their applica- 
tion to today’s problems. The San Fran- 
cisco office of Doremus & Co. is in 
charge. 


SUMMER MIRAGE—This cooling illusion 
of beer in the sky, which flies over the 
east coast these summer nights, takes 
up one whole side of a 265-ft. dirigible. 
It was designed by Douglas Leigh for 
CUTTING UP FOR BUICK—This “formal portrait’ of Buick officials and Olsen and Rubsom & Horrmann Brewing Co. On 
Johnson, stars of Buick’s new video show, “Fireball Fun-For-All,” heard on NBC-TV, the other side of the dirigible is a run- 
was taken backstage at the show’s premiere. Otis L. Waller, left, is general sales ning sign on which baseball scores, 

manager, and Ivan L. Wiles, right, general manager of Buick. news and sales messages are flashed. 


The posters were painted by Hayden Hayden and lithographed 
by McCandlish. Agency is Benjamin Eshleman Co., Philadelphia. 


IMPACT—Atlantic Refining Co.’s Hi-Are gasoline and its base- 
ball broadcasting promotion get a play in this double showing. 
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aquisile Diyling MAKE ROOS CEDAR 


CHESTS AT HOME IN ANY SETTING’ 


“ Vs Vi Lolive, 


» Mhetrom of Change 


6 the perfect 


FOP TE DINING FOOM, Mire Relation «nee ves Me Bees Prmcess” inert hand rubbed meohegery end finds) euthent: Feder oy 


Caen pie ment to the NeiTioem taperty becbground In this model specious (oder timed storage pace isin he top ofc hent Lower dower is one coder tes 


Like most squng homemakers today, Mm. MeLallen chooses her fureture for beauty 
and utihty. Roos Sweetheart Cedar Chews giv Beantrtully 
designed m a varety of styles —t ‘ «t anv 
> 
” room om the bea grve 


Protectran wt ger cola 


space, ton! You couldn't make a woer fveum 


FREE! Wreve lor our situstrated 
brechure of Rees Coder 


* choose yeur Roos Ccuar Chest w 
P 


BD RVG Seehet Geter Chest 


AMERICAS Finest 


Chests styled for any type of 
Ge: craven td foes Company 
of Facet Park 4 Mineis 


FASHION ANGLE—Skipping hope chest sentiment in favor of style and socialite 

testimonials, Roos Co. will use two color pages this fall in Guide for the Bride, 

House Beautiful and Living for Young Homemakers. H. M. Gross Co., Chicago, is 
the agency. 
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EAST-WEST—Glenn Buck (left), associate publisher of Nebraska Farmer, shows what's 

visible of his 5,000-acre Rolling Stone ranch to Pete Ham of BBDO, New York; Chuck 

McKinley ef Midwest Farm Papers’ Detroit office; Tom Hickey, ad manager of Ne- 

braska Farmer, and Bob Hochgraf of Midwest Farm Papers’ New York office. Rolling 
Stone is in the heart of Nebraska’s Sandhills cattle country. 


- ‘4 
Tine 


VISITOR—Arthur Mortimer, president of the British Direct Mail Advertising Associa- 

tion, was honored at a luncheon by the Direct Mail Advertising Association in New 

York. Left to right, Alice Honore Drew, advertising consultant, Hope Machine Co., 

Philadelphia; Mr. Mortimer; Frank Frazier (standing), executive director of DMAA, and 
Edward N. Mayer Jr., president of James Gray, Inc. 
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WHERE IT 
COUNTS 
MOST 


CAROLINA 


Ist in 
People, 


459,011 


Ist in 
Retail 


Sales. 
798,573,000" 


Ist MARKET INS Cc: 


*A.B.C. City and Retail Trading Zones: 


GREENVILLE MARKET ... .455,011 
No. 2 Market.......... 438,216 
No. 3 Market.......... 353,776 


**Sales Management 1949 Survey of 
Buying Power, Estimated Retail 
Sales in above three areas: 


GREENVILLE ...... $298,573,000. 
Market No. 2...... $263,951,000. 
Market No. 3...... $193,122,000. 


ee af 4 


Greenuille News 


MORNING & SUNDAY 


GREENVILLE PIEDMONT 


‘bis IT YOUR y 


Since the beginning of the year 
things have been happening to Jim 
Lyne... big things. He has been 


1} elected to two of the biggest jobs 


in business paper publishing and is 
still the active 
editor of Railway 
Age. 

In February he 
was elected pres- 
ident of Sim- 
m ons-Boardman 
Publishing Corp. 
In May he was 
elected president 
of Associated 
Business Publica- 
tions. Both jobs 
weight an incum- 
bent with heavy responsibilities. 
In the case of ABP the weight of 
responsibilities has been increased 
by a policy cleavage within the 
organization on the matter of paid 
vs. controlled circulation, which 
has resulted during the past month 
in the withdrawal of 23 publica- 
tions from the association. 

But as his friends, and those who 
elected him, know, it is going to 
be exceedingly difficult to disturb 
the balanced, thoughtful equa- 
nimity and resourcefulness of a 
man whose whole life has been 
spent in grappling with tough 
problems. It is not for nothing that 
Jim Lyne is credited with know- 
ing more about the intricacies of 
railroading than any other non- 
operating executive now living 
with the exception of Samuel O. 
Dunn, chairman of the board of 
Simmons-Boardman. 


James G. Lyne 


s Experience, training and tem- 
perament are the three qualities 
that enable Jim Lyne to hold down 
three jobs of the caliber he has 
assumed. His experience, broad 


You Ovght toKnow ¢ « « James G. Lyne 


and varied, has given him a sense 
of perspective; his training, pains- 
taking and ramified, has given him 
a rare sense of timing; and he is 
blessed with a temperament that 
combines deliberate, dogged te- 
nacity of purpose with a shrewd 
appraisal of men and affairs. 

Born in St. Louis in 1898, James 
Garnett Lyne is descended from 
early colonial stock, his forebears 
having settled in Virginia in the 
last quarter of the 17th century. 
The family moved westward 
through Kentucky to Missouri. 

Railroading has been a part of 
his life since infancy. His father 
was a railroad conductor, and Jim 
grew up in railroad towns, first in 
Slater, Mo., and later in Herington, 
Kan. He worked for the Rock Is- 
land Railroad in various capacities 
during summer vacations from 
school. He ran drill presses in ma- 
chine shops, worked as a rod man 
with engineering parties, became 
a ballast inspector, and learned 
bookkeeping and typing as a cleri- 
cal worker in the division super- 
intendent’s office. 


s During World War I he left the 
University of Kansas to attend of- 
ficers’ training school. At the end 
of the war he returned to the uni- 
versity and received his degree. 
Shortly afterward he worked for 
a time in Washington as a sta- 
tistician in the Department of 
Labor, but soon gave it up to try 
his luck in New York. There he got 
a job as a reporter on the Daily 
News where he remained until he 
saw a help wanted ad in another 
newspaper for a young man with 
some knowledge of railroading, 
some schooling in economics and 
some experience in newspaper 
work. 
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SMART buyers, these 


ing medium that delivers 


San Diego’s 
smart Specialty 
| Shop owners 
spend theirs. 


UNION and T 


Peives The UNION 


83.9% 


San Diego 
SPECIALTY 
SHOP 


advertising 


and TRIBUNE-SUN 


LEADERSHIP 


San Diego women! Media Records figures prove that 
they know where to look for style and value!... 
YOU can make a smart advertising buy in SAN 
DIEGO. Concentrate in the ONE San Diego advertis- 


overwhelming coverage, 


plus selling impact. Spend YOUR money the way 


The UNION and TRIBUNE-SUN 


carried 637,890 lines, or 83.9% 
of all Specialty Shop advertising 
in San Diego during 1948. 


Ask the West-Holliday Man! 
“AIL the 


cai 


RIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 


) REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. | 
COMPANY... INC. New York + Chicago « Denver « Seattle - Portiand + San Francisco + Los Angeles 


So he joined the editorial staff 
of Railway Age where he “had the 
privilege and pleasure of working 
under Sam Dunn,” whom old- 
timers in the business paper field 
speak of as “one of the great busi- 
ness paper editors of his genera- 
tion.” 

Since 1938, Jim Lyne has been 
secretary of the National Confer- 
ence of Business Paper Editors, a 
position he has recently given up 
with reluctance. In 1946 he re- 
ceived his Ph.D. from New York 
University. His thesis, “Railroad 
Needs for Fixed Plant Capital and 
the Possibility of Its Attainment,” 
has been published by Simmons- 
Boardman, and is regarded by eco- 
nomists and railroad officials as a 
standard work in its field. 


a In addition to publishing and 
railroading, Jim Lyne has a per- 
sonal interest in farming. He has 
a stock farm in Missouri, 95 miles 
east of Kansas City, where he 
raises cattle and hogs profitably. 
He also has a small farm near New 
Milford, Conn., which is his voting 
residence. There he plans to build 
a one-room, fireproof, air-con- 
ditioned library for his collection 
of books, manuscripts and maps. 
These reflect his interest in Amer- 
ican history, political philosophy, 
economics and railroading. 

One of Jim Lyne’s idiosyncrasies 
is to explore old New England 
roads shown on colonial maps, 
especially the roads that are 
marked on the Erskine military 
maps used by Washington and 
other officers of the Continental 
army. He says he has found the 
accuracy of the Erskine maps ex- 
traordinary when checked against 
modern road maps. 


a Two other varied interests oc- 
cupy an important place in Jim 
Lyne’s busy life. These are his 
children and his clubs. He has 
been married twice, and has a son 
24 and a daughter four-and-a-half. 
His son, an aviator in World War 
II, is an alumnus of St. John’s Col- 
lege, Annapolis, Md., and is now 
a student at the Harvard Business 
School. Lyne’s club affiliations in- 
clude the Railroad-Machinery 
Club, Downtown Club and the 
Canadian Club in New York, the 
National Press Club in Washing- 
ton, and the American Economic 
Association and the Economic His- 
tory Association. 

For the present, he declines to 
discuss his plans and policies as 
head of ABP. “There is a time and 
a place for everything,” he said, 
laughingly. “Let’s say for the mo- 
ment that the time isn’t ripe.” 


Starrett Names Ray-Hirsch 


Starrett Television Corp. has 
named Ray-Hirsch Co., New York, 
to direct Starrett television adver- 
tising, merchandising and public 
relations. National class publica- 
tions, local newspaper advertising 
in all Starrett franchised dealer 
areas, and trade advertising will 
be used, supplemented by point- 
of-sale merchandising. 


CFPL Appoints Chase 


Keith S. Chase has been ap- 
pointed sales manager of Station 
CFPL, London, Ont. 
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Reader Survey Mace 
for 25th Anniversary 
by ‘Commonweal’ 


New YorK—A readers’ sury +; 
that within five weeks receiv + 
37.5% replies to a questionna re 
mailed to 1,955 (15%) of its sub- 
cribers chosen by lot was made 
recently by The Commonweal, na- 
tional weekly published by Cath- 
olic laymen, as the first of seve: a! 
undertakings preparatory to the 
issuance on Nov. 4 of its 25th an- 
niversary issue. 

The survey revealed that the 
magazine’s subscribers have been 
readers for an average of 9.4 years 
each. The average subscribed-for 
copy is said to be read by 3.12 
other persons than the subscriber, 
making the total readership for the 
average copy 4.12. The survey, 
which included questions on rep- 
resentative goods and _ services, 
was conducted by Selling Re- 
search, Inc. 

Of those who answered the 
questionnaire, 41.3% had an an- 
nual income between $5,000 and 
$10,000; 23.9% had over $10,000, 
and 34.8% under $5,000. Of those 
who answered, 50.2% of the total! 
were classified as family heads; 
63.3% as urban residents, 25.4% 
as suburbanites and 11.3% as 
rural residents. Nearly half own 
their homes. 


Maury, Lee & Marshall Adds 
3 Accounts; Appoints Four 


Maury, Lee & Marshall, New 
York, has been appointed to handle 
the advertising of the refrigera- 
tion division of the Amana 
Society, Amana, lIa., Hair Design 
Institute, and Eastern Frozen 
Foods, both in New York. 

In addition, the agency has added 
three new staff members: Miriam 
Lenzen, formerly with L. Bam- 
berger & Co., Newark, to handle 
fashion accounts; Noreen Crane, 
formerly with Donahue & Coe, 
to handle home furnishing copy, 
and Walter R. Stone, formerly 
with Reuben H. Donnelley Corp., 
to handle research. Walter Reilly 
has been appointed copy chief, 
succeeding Kaye Sullivan, who 
leaves to join her husband to cd 
publicity for the Army in Japan. 


WERI Begins Operations 


WERI, new broadcasting station 
in Westerly, R. L., started fulltime 
commercial operation June 30, op- 
erating on a frequency of 1230 kc 
from 6 a.m. to midnight. Studios 
are located in the Liberty Hote! 
W. Paul Oury is the owner of the 
new station. 


Godley Named Jayme V. P. 


Frank B. Godley, who recently 
retired from the McGraw-Hill 
Publishing Co., New York, afte! 
more than 30 years with the com- 
pany, has been appointed vice- 
president in charge of account 
development, the Jayme Organi- 
zation, Cleveland, industrial ac- 
vertising agency. 


Kaduson to Hirshon-Gartield 


Jack Kaduson has joined Hii- 
shon-Garfield, New York, as group 
account executive. Formerly he 
was a brand advertising manager 
for Schenley Distillers Corp. 
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Av Ideal GIFT, PREMIUM OR PRIZE! 
HOME & HOBBY KIT 


_ with interchangeable tools 


Seven (7) different tools for making 
repairs around the home, office, farm 
and automobile ...or for model build- 
ing and hobby crafting. Tools are high 
grade alloy steel . . . handles are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Handles can 
be imprinted at nominal cost. Write 


for literature, state requirements. Quo- 
tations sent promptly. 


STANDARD PRESSED STEEL CO. 


JENKINTOWN, PA. Box 10 
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Senate ‘Investigates’ 
Army's Agency Award 


(Continued from Page 1) 
pain that the agency did not re- 
quest such a hearing. 

The fourth agency which made 
a final presentation was Caples 
Co. When it received a wire from 
the Senate committee inviting it to 
a hearing, and asking that the 
agency bring along data if it 
wished to be represented, Caples 
was quite puzzled. 

The agency eventually realized 
that some one must have com- 
plained, and filed a telegram to the 
committee in which Caples said 
it appreciated the opportunity to 
solicit the account, that it con- 
sidered the decision of the board 
a fair one, and that it had nothing 
further to add. 


s The record does not show who 
interested the Senate appropria- 
tions committee in investigating 
the advertising award. 

Significantly, however, when 
Mr. Miller began his statement 
for R&R with the phrase, “Pur- 
suant to the telegram sent out by 
the chairman...,’Sen. Elmer 
Thomas (D., Okla.), subcommittee 
chairman, broke in: “I received a 
telegram in the first instance re- 
questing these hearings, and I will 
put that in the record.” 

Sen. Thomas neglected to put 
the telegram into the record, but 
the implication was clear that he 
wanted the record to show that 
his committee had not instigated 
the investigation. 

James M. Wallace, vice-president 
of N. W. Ayer & Son, said that 
Ayer, which held the account for 
six of the eight and one-half pre- 
ceding years, was not protesting 
the award to Gardner, and that 
it preferred that the Senate hear- 
ings had never been held. 


s “However,” he added, “if I were 
to walk out of this room without 
saying anything, it would be as- 
sumed that N. W. Ayer is agree- 
ing that everything that has been 
done was quite right.” 

He suggested that it was “a 
curious phenomenon” that only 
four agencies of 44 billing over 
$10,000,000 “made _ presentations, 
exhibited interest and were will- 
ing to compete for this business.” 
[One of the 44 agencies listed by 
AA is a Canadian agency]. 

He continued: “I suggest that 

what had the appearance of a 
competition was not in fact a com- 
petition. I prefer not to try to 
locument it, but I would rather 
invite you to investigate that for 
yourselves. 
“T believe when you have in- 
vestigated the charge that was 
issued to the advisory board, the 
proceedings of the board and the 
recommendations of the board, you 
will discover that what was an- 
nounced as a competition was in 
fact no competition at all. 


8 “The findings of the board could 
have been made without any of 
the rather expensive and time- 
‘consuming shenanigans that were 
gone through in order to arrive at 
that decision.” 

Subsequent investigation by the 
Senate appropriations committee 
turned up the fact that the ad- 
visory committee, which the Army 
celled in to help it decide on an 
asency, declared all four agencies 
competing for the account “are 
eyuipped and competent” and 
‘cach made an excellent presen- 
tetion.” 

The advisory committee, which 
itcluded Victor Ratner, CBS vice- 
p-esident; Robert Whitney, presi- 
ient, National Sales Executives; 
Benjamin Woodson, executive 
v ce-president of Commonwealth 
Life Insurance Co., Louisville, and 


two officers of the services, then 
said that “an inevitable and very 
substantial loss of momentum 
would be involved” if the contract 
went to R&R or Caples Co., since 
neither agency had had previous 
experience in handling this ac- 
count. 


s Asserting that the choice lay be- 
tween Gardner and Ayer, the com- 
mittee summarized the case this 
way: 

“(1). The Gardner Advertising 
Agency, in the comparatively short 
time it has handled the account, 
and considering the problems it 
faced in becoming oriented and 
‘staffed up,’ has done a satisfactory 
job. It further enjoys the advan- 
tage of momentum which naturally 
belongs to the present incumbent, 
and its proposed program for the 
coming year is sound, logical and 
persuasive. 

“(2). N. W. Ayer & Son is thor- 
oughly familiar with every aspect 
of this account, having handled it 
for six years out of the past eight 
and one-half. This account calls 
for more manpower per advertis- 
ing dollar than most accounts, be- 
cause of its many complexities and 
its frequent and often abrupt 
changes in strategy and tactics. 

“Ayer is significantly better 
equipped to deal with these prob- 
lems because of its broader array 
of skilled manpower and its longer 
experience with the account. Its 
greater creative resources, its ade- 
quate staff, and its sound research 
seem calculated to produce a better 
program and to execute it more 
efficiently.” 


a The committee then recom- 
mended: 
“(A). As a basic policy, no 


change in advertising agencies be 
made oftener than every two years 
except where the incumbent 
agency proves to be clearly un- 
satisfactory, as frequent changes 
are wasteful and inefficient. 

“(B). The Gardner agency be 
retained for the fiscal year 1950, 
even though our present judg- 
ment is that N. W. Ayer & Son 
is better equipped to implement 
and execute our program with ef- 
ficiency and dispatch. 

“(C). The entire situation be 
thoroughly reviewed one year from 
now.” 


s Appropriations committee in- 
vestigators are currently examin- 
ing a CPA statement submitted by 
Gardner showing net billings of 
$10,713,187.59 for the year ending 
Dec. 31, 1947, and $10,986,222.96 
for the year ending Dec. 31, 1948, 
exclusive of Army and Air Force 
accounts. The CPA statement 
shows gross income, including 
commissions and fees, of $1,474,- 
676.27 for 1947 and $1,544,124.45 
for 1948. 

When Maj. Gen. Thomas J. Han- 
ley Jr., chief of the military per- 
sonnel procurement division, told 
how invitations had been sent to 
43 agencies having $10,000,000 bill- 
ings as listed in ADVERTISING AGE 
Feb. 21, 1949, Sen. Styles Bridges 
(R., N.H.), subcommittee minority 
leader, wanted to know whether 
ADVERTISING AGE required certified 
statements. 

Mr. Wallace of Ayer interposed 
that most of the figures “are esti- 
mates made by the publishers.” 
Later he pointed out that agencies 
generally do not publish their 
billings figures and that they are 
extremely difficult to come by. 

“I would guess,” Mr. Wallace 
told the committee, “that the Ap- 
VERTISING AGE figures which the 
general refers to are probably the 
most commonly accepted in the 
industry.” 


Mark Martin, Gardner vice- 
president who participated in the 
hearings, estimated Gardner’s com- 
mercial billings for 1947 at $10,- 
429,177.93, plus $337,948.04 from 
the National Guard. For 1948, he 
estimated commercial billings at 
$10,076,597.04, National Guard at 
$1,060,730.17 and Army at $1,394,- 
265.87. 

General Hanley said responsi- 
bility for the award rests with Sec- 
retary of the Army Gordon Gray 
and Secretary of the Air Force W. 
Stuart Symington. “I believe thor- 
oughly that the procedure was 
honest,” he declared. 


ws At one point, Senator Bridges 
wanted to know whether Mr. Mar- 
tin “used any special pressure to 
get this account.” 

He answered: 
ever.” 

“Nothing beyond making your 
presentation?” Senator Bridges 
asked. 

“Absolutely, sir,” said Mr. Mar- 
tin. 

“Have you had the advertising 
business of any major political 
party?” interjected Senator 
Thomas. 

“Yes, sir. We represent the Re- 
publican Party in Missouri,” the 
adman answered. 

“Do you represent any other po- 
litical account?” asked Senator 
Bridges. 

“No, sir,” said Mr. Martin. 

“You certainly did not get this 
account on that basis,” suggested 
Senator Thomas, wryly. 


“None whatso- 


ws General Hanley said _ several 
agency officials said they stayed 
out of the Army-Air Force com- 
petition because they would not 
compete on an annual basis. They 
feel it takes so long to learn this 
account and so much money to 
get it going that they would not 
take a chance of losing it the fol- 
lowing year, and that until the 
government would employ an ad- 
vertising agency on merit only and 
keep it as long as it was doing a 
satisfactory job, they would not 
care to compete, he said. 

Mr. Martin said: “To date our 
firm is not yet out of our original 
investment in this account.” 

The committee worked back to 
June 10, 1948, when a special board 
headed by Mr. Gray, then Assistant 
Secretary of the Army, recom- 
mended that the Army and Air 
Force not commit itself to N. W. 
Ayer beyond Sept. 30. On this 
committee’s recommendation, the 
account passed from Ayer to 
Gardner. 


s “How do you explain the fact 
that you had had this contract for 
some time, with a large and ex- 
perienced organization, and yet 
you lost the contract, and the con- 
tract was given to another concern 
with no experience and located 
out in St. Louis?” Senator Thomas 
asked the Ayer representative. 

“We have no explanation to of- 
fer,””’ Mr. Wallace said. 

Outlining R&R’s protest, Mr. 
Metzger said he was firmly con- 
vinced that the award to Gardner 
is not in the public interest nor in 
the best interest of the Army and 
Air Force. 

“Certainly our government has 
the right, and this committee has 
the obligation, to determine be- 
yond a reasonable doubt that the 
best qualified organization avail- 
able for this specialized task be 
chosen, insofar as is humanly pos- 
sible, and certainly within the 
specifications as set forth by the 
administrative action on the part 
of the Secretary of the Army and 
the Secretary of the Air Force.” 

“We would like to reiterate,” 
Mr. Metzger said, “that we sin- 
cerely feel that Ruthrauff & Ryan is 
capable of rendering the utmost 
in services and ultimate results in 
the recruiting program. 


a “We are not at odds with any 


advertising agency or with any of 
the people concerned with the 
selection of the agency who will 
handle the program for the coming 
fiscal year; nor do we claim that 
we have the only advertising 
agency in the country qualified 
to administer this program. 

“All we are asking is that the 
prerequisites, requirements, speci- 
fications and so forth be complied 
with.” 

He reported that R&R had $30,- 
253,419.70 of gross billings in 1946; 
$32,154,990.51 in 1947 and $33,082,- 
907.88 in 1948. It had $444,201.51 of 
government billings in 1947 and 
$182,532.40 of government billings 
in 1948, 


@ R&R then reviewed its presen- 
tation for the military account, for 
the benefit of the senators present, 
showing how Ruthrauff & Ryan 
grew “from a small agency to one 
of the largest agencies in the 
country” during the period of 
“rugged competition” from 1929 to 
1939. 

With a staff of 601—one of the 
ten largest in the business—and 
with ten offices in the United 
States and offices in Canada and 
Mexico, R&R described itself as an 
agency “truly national in scope.” 

It stressed the fact that all its 
employes work on salary and take 
orders for local and regional ef- 
forts from headquarters “without 
fear of jeopardizing commissions 
or local stockholders.” 


ws The presentation says: “Prob- 
ably no agency in the country gets 
more free time on the air or space 
in the press.” 

Asserting that “the personal ele- 
ment” is the big factor in free 
publicity, it continued: 

“In Chicago, Ros Metzger, a 
vice-president and director of 
Ruthrauff & Ryan and the head 
of the entire western radio and 
television operation, is not only 
intimately and personally ac- 
quainted with many radio execu- 
tives in this section of the country, 
but as a member of Ascap he is 
in an unusually favorable position 
for getting free radio time. 

“In Los Angeles, our William 
Howard has an extremely wide 
acquaintance with the radio and 
moving picture industry, not only 
because of his personal contacts 
but also because he is the husband 
of Dorothy Lamour. 

“In St. Louis, our Mr. Oscar 
Zahner has been in charge of this 
office for over 25 years, and hav- 
ing placed millions of dollars of 
newspaper and radio advertising 
is also in a favorable position to 
get free publicity.” 


a “We propose to provide you 
with unequaled flexibility,” R&R 
said. 

“We propose to put behind your 
advertising operation our proved 
ability to produce direct action ad- 
vertising. 

“We propose to make a con- 
tinuing study of social, civic and 
economic conditions nationally, 
regionally and locally. 

“We propose to make a con- 
tinuing study of copy appeals and 
of media and of all other factors 
that can help bring you quality 
recruits in volume in all classifi- 
cations and in proportion to your 
needs. 

“We propose to maintain an of- 
fice here in Washington adequate- 
ly staffed with experienced per- 
sonnel. 

“And finally, we propose to 
place all our national facilities as 
close to you in effect as though 
they were next door.” 


a Mark Martin told the commit- 
tee Gardner maintains fully staffed 
offices in St. Louis, Washington 
and New York, and field repre- 
sentatives in each of the Army 
areas. 

He pointed out the agency 
handles commercial accounts for 
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Ralston-Purina, Pet Milk, Frisco 
Railroad, the New York Stock Ex- 
change, Monsanto Chemical Co., 
Lion Oil Co., Guardian Life In- 
surance Co., First National Bank 
of St. Louis, Grove Laboratories, 
Southwestern Bell Telephone Co., 
and “approximately 30 others.” 

He said his organization in 
Washington “is made up of young 
veterans who have had 14 to 20 
years or less experience in the 
agency business...who feel they 
know this product.” 


ea Mr. Martin reported that he 
volunteered for the commandos 
after starting Stars & Stripes dur- 
ing the war, and that he worked 
his way up from lieutenant to 
colonel after participating in four 
amphibious landings. 

He reported that several of his 
associates were Air Force fighter 
pilot veterans, and that Mr. Kratz, 
his assistant, ““who wrote the book 
on night fighting,’ has 20 years 
experience in advertising, selling 
and the Air Force. 

“We have a great desire to see 
that this product is sold to the 
country,” Mr. Martin said. “I sub- 
mit that, as of the time we made 
our presentation to the board, we 
had not been assigned a single mis- 
sion which has not been success- 
fully accomplished.” 

N. W. Ayer handed copies of its 
presentation to members of the 
committee. 


a Exactly what could be expected 
to develop as a result of the “in- 
vestigation” is difficult to deter- 
mine. Senators Thomas and Mil- 
lard Tydings (D., Md.), members 
of the subcommittee, are reported 
as uncertain about what the com- 
mittee can do, while Senator 
Bridges is reported to have re- 
marked that he is “not satisfied 
yet.” 

The Senate has no direct con- 
trol over which agency, if any, 
handles the account, although ob- 
viously it has a good deal of con- 
trol over the funds involved. 

None of the agencies directly 
involved would comment, although 
Mr. Metzger did tell ADVERTISING 
Ace that “we sincerely hope it 
works out to the advantage of the 
armed forces and proves construc- 
tive to the advertising agency 
business.” 


NAVY DECLINES RENEWAL 
OF JWT’S PR ACCOUNT 

WASHINGTON—A Navy spokes- 
man said Thursday that there will 
be “insufficient funds” to permit 
renewal of a $3,000-a-month pub- 
lic relations consultant contract 
with J. Walter Thompson Co. 

It was reported in agency circles 
here, however, that the Navy’s de- 
cision stems, at least in part, from 
congressional pressures over the 
selection of an agency. 

Navy selected J. Walter Thomp- 
son Co. “on a low bid basis” from 
among 11 competing agencies, 
according to Rear Admiral L. S. 
Sprague, chief of Navy personnel. 

However, agency people here 
say a local agency protested to 
congressmen that its lower bid 
had not been considered and that 
the Navy subsequently faced em- 
barrassing congressional pressure. 


Rexall Sponsors New Show 


“Owl Around the Town,” a 
15-minute noon time program 
broadcast five times a week on 
KHJ, Los Angeles, is being spon- 
sored by Rexall Drug Co. for its 
Owl Drug Stores. Stu Wilson, mas- 
ter of ceremonies, visits the com- 
pany’s stores and quizzes shoppers 
who compete for prizes. Batten, 
Barton, Durstine & Osborn is the 
agency for Rexall. 


Chase & Sanborn to Compton 


Standard Brands, Inc., New 
York, has switched the advertis- 
ing of Chase & Sanborn coffee and 
Instant coffee from J. Walter 
Thompson Co. to Compton Adver- 
tising, New York, effective Oct. 1. 
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2,245 TV Units 
Possible Under 
FCC Proposals 


(Continued from Page 1) 
nels as a result of the additional 
space released for television. 


s In distributing its plan, FCC 
urged broadcasters not to jump to 
any conclusions. Industry mem- 
bers are asked to report their re- 
actions by Aug. 19, and to wait 
until a final decision is made be- 
fore amending any pending appli- 
cations or filing new ones. 

A general hearing on the allo- 
cations, and upon other technical 
considerations which should speed 
or delay the “unfreezing” of tele- 


vision will be held beginning Aug. 
29. FCC has promised to consider 
at that time any proposals for color 
television which can be used on 
existing six megacycle channels 
with minor set adjustments. 

The commission’s request for 
data on color television was parti- 
cularly pointed, calling for the 
cooperation of “persons with re- 
levant information, especially those 
who have hitherto supplied infor- 
mation concerning color television 
or have demonstrated experimen- 
tal color television to the commis- 
sion.” 


a To judge from past experience, 
the commission should be buried 
during the next three weeks under 
protests from broadcasters and 
manufacturers who find flaws in 
the allocation proposals. 

In general, the integration of 
channels from two bands into a 
single system retaining existing 


Deane Dickason photo 


Your customers 2 


, _ ie ADVERTISERS 
might just as well 
attempt to sell to 
these dancing girls in 
far-away Siam as try 
to sell the Long Beach, 
California, market 
with the media they 
are now using! 


WHY? Because Long Beach (a Class A market 
of over a quarter-million) is definitely outside the 


“effective influence zone” 


of the Los Angeles dailies. 


The largest circulation of amy Los Angeles news- 


“Remember! 


LONG BEACH 
CALIFORNIA 


paper in Long Beach is only 14 per cent... and 
60 per cent of that is duplicated by the 
Long Beach Press-Telegram . 


. . The Pre- 
than 2 out of 


Every 3 Long Beach Homes!"’ 


When selling Long Beach, 


Collins 
Miller € 


equipment wherever possible fol- 
lows the suggestions of radio man- 
ufacturers working through special 
technical advisory committees. 
But some firms feel the cost of 
a receiver built to tune 54 channels 
with sufficient stability to permit 
mass production and merchandis- 
ing will be prohibitive. Some engi- 
neers have urged that the entire 
television service move into the 
UHF band, and that channel as- 
signments be worked out so that 
individual sets could be built to 
tune a narrow segment of the band. 


a The commission must also anti- 
cipate protests from broadcasters 
in New York City and elsewhere 
who have reported insurmountable 
interference problems in several 
channels of the existing VHF band 
as the number of receiving sets in 
use increases. 

In its notice, FCC warns broad- 
casters to withhold criticism of 
the allocation assignments unless 
they are prepared to offer better 
ones, supported by engineering 
data. In addition to coverage of the 
entire U. S., the commission blue- 
print “includes suggested assign- 
ments for Canada and Mexico to 
minimize interference problems 
everywhere in the North Ameri- 
can continent. It also assigns sta- 
tions to Hawaii, Alaska, Virgin 
Islands and Puerto Rico. 


a FCC’s biggest headache will 
probably be cities like Philadel- 
phia, Baltimore, Detroit, Cleve- 
land and Washington, where UHF 
stations will have to fight their 
way into markets heavily equipped 
with receivers tuned to the exist- 
ing VHF band. 

In Philadelphia, where nearly 
200,000 receivers are capable of 
receiving the three VHF stations 
currently on the air, the commis- 
sion is proposing to add one UHF 
station. 

Similarly, Baltimore with 63,- 
100 sets tuned to three existing 
stations would get two UHF sta- 
tions; Detroit with 60,000 sets and 
three VHF stations would get two 
UHF stations; Cleveland, with 60,- 
000 sets and two VHF stations cur- 
rently broadcasting, would have 
four VHF stations and two UHF 
stations; Washington with 51,000 
sets and four VHF stations would 
get one additional station in the 
UHF band. 


ws Other communities where UHF 
stations will have to make their 
way against established VHF com- 
petitors are: New Haven, Cincin- 
nati, Schenectady-Albany-Troy, 
Buffalo, Pittsburgh, Toledo, San 
Diego, Wilmington, Atlanta, In- 
dianapolis, Louisville, Rochester, 
Dayton, Erie, Lancaster, Provi- 
dence, Richmond and Seattle. 
Since eastern seaboard cities 
are close together, many of the na- 
tion’s major metropolitan areas 
have a smaller number of assign- 
ments than small towns in the 
sparsely settled areas of the moun- 
tain states. Here’s how communi- 
ties would line up as to number 


of stations: 

Seven stations: 
Chicago, Minneapolis-St. 
Vegas, El Paso, Dallas-Fort 
New York. 


Phoenix, Los Angeles, 
Paul, Las 
Worth, 


Six stations: Tucson, San Francisco, St. 
Petersburg-Tampa, Miami, Atlanta, St. 
Louis, Billings, Butte, Miles City, Mont., 
Fargo, Grand Forks and Williston, N. D., 
Cleveland, Portland, Ore., Richmond, 
Seattle. 

Five stations: Yuma, San Diego, Denver, 
Washington, Jacksonville, New Orleans, 
Augusta, Calais, Me., Ft. Kent, Me., Bal- 
timore, Detroit, Great Falls and Havre, 
Mont., Ely, Nev., Roswell, N. M., Santa 
Fe, Bismark and Minot, N. D., Cincinnati, 
Charleston, S. C., Sioux Falls, S. D., Mem- 
phis, Salt Lake City, Norfolk, Duluth, 
Sheridan, Wyo. 

Four stations: Mobile, Flagstaff, Lit- 
tle Rock, Fresno, Sacramento, Pueblo, 
West Palm Beach, Boise, Couer D'Alene, 
Idaho Falls and Nampa, Ida., Indianap- 
olis, Evansville, Louisville, Bangor, Bos- 
ton, Grand Rapids, Iron Mountain, Mar- 
quette, Sault St. Marie, Kansas City, Mis- 
soula, Mont., Elko and Reno, Nev., Al- 
buquerque, Gallup, Buffalo, Rochester, 
Greensboro, Dayton, Le Grand and New- 
port, Ore., Philadelphia, Pittsburgh, Co- 
lumbia, S. C., Aberdeen, S. D., Nashville, 
Corpus Christi, Houston, Lubbock, Ogden, 
Roanoke, Walla Walla, Spokane, Charies- 
ton, W. Va., Prairie du Chien, Wis., Casper 
and Cody, Wyo. 
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‘UPSTARTS’ MAKE CHANGES—Present heads of Carson Pirie Scott & Co.—‘young up- 

starts’’— announce a change of store hours in this newspaper page, giving all workers 

a five-day week. In contrast, the upper half of the ad quotes from the Chicago store's 

Employes’ Handbook, 1857, when Carson's hours were 6 a.m. to 9 p.m. the year 

around, and men employes were given one evening a week for courting and two if 
they went to prayer meeting. 
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DeJur-Amsco Ups Two 

Irving Silverstein has been ap- 
pointed assistant sales manager, 
and Blanche L. Sterns has been 
named advertising manager of De- 
Jur-Amsco Corp., Long Island 
City, N. Y. Mr. Silverstein has 
been midwestern representative, 
and Miss Sterns joined the organi- 
zation a little more than a year ago 
as assistant advertising manager. 


Mikle Joins Mifflin 

Valentine O. Mikle has been ap- 
pointed vice-president in charge 
of sales and promotion of the Mif- 
flin Chemical Co., Philadelphia. 
Mr. Mikle has been identified 
with the drug and chemical in- 
dustries for many years and has 
been associated with Wyeth, U.S. 
Vitamin Corp. and the Publicker 
Industries. 


Appoints Bloch Agency 
St. Louis Fire Door Co., St 
Louis, manufacturer of elevator 


doors, dumbwaiters and fire doors; 


has placed its advertising with H 
George Bloch Advertising Co., St 
Louis. 


Brown & Bigelow Moves 


Brown & Bigelow, advertisin 
specialty firm, has moved its up 
town New York office to large! 
quarters at 9 E. 40th St. The com 
pany’s downtown office remain 
at 42 Broadway. 


Super Ear to Harrison 


Lester Harrison, Inc., New York 
has been appointed to handle th 
advertising of Super Ear Pro 
ducts, manufacturer of hearing ai 
products. 


In Every Customer's Hands a Dozen 


eee 


THE PRINCE KNIFE in Action 
is priced to fit your budget for pre- 
mium, promotional, or incentive plans. 


THE PRINCE KNIFE, new in design, new in appeal—sure 
to become an “old favorite’ among men—is a proven 
business builder. Three positions for imprint. Choice 
of five solid colors and five two-tone combinations. 
Eastman Tenite Plastic handle. Surgical steel blade. 
Individually packed in handsome black and gold box. 


Write for discounts on The PRINCE KNIFE and other related items. 


Times a Day... 


Unsinger-AP Corporation, Toledo 1, Ohio 
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Television’s potentialities for di- 
rect selling have been success- 
fully exploited by TV _ stations 
KTLA, Los Angeles, and WBKB, 
Chicago, through an unusual “win- 
dow shopping” show. The pro- 
gram, recently adopted by WBKB 
after more than a year of success- 
ful selling on the West Coast, is 
aired four times weekly for 15 
minutes. 

Each show is divided into four 
three-minute segments, plus the 
opening and closing. Advertisers 
may buy one of the segments each 
week to showcase a product, with 
accompanying informal sales chat- 
ter by the two shoppers, for $75 
per three minutes (the card rate 
for a one-minute spot is $85). 
Viewers are invited to phone in 
their orders after the product fea- 
tures and price have been covered. 

To provide a continuity during 
the week, the Window Shopping 
show each Monday introduces an 
absentee bidder item. Audience 
members send in sealed bids, and 
the product goes to the highest 
bidder at the end of the week in 
which the item is shown. 

eee 


Love among the magazines note: 
Caskie Stinnett, of the public re- 
lations staff of Curtis Publishing 
Co., has a humorous piece on “How 
to Swipe a Newspaper” in the July 
16 Collier’s, published by Crowell- 
Collier. 

oe°0 


The Bell System, which has kept 
out of the big-circulation contro- 
versy until now, recently ran a 
page insertion in business papers 
(through Newell-Emmett Co.) 
pointing out that the current clas- 
sified phone books have a com- 
bined circulation of 29,000,000, and 
that their “ ‘yellow pages’... serve 
nine out of ten shoppers as a 
buying guide.” 

The classified book’s circulation 
thus would be about as large as 
The American Weekly, Life, Par- 
ade and This Week Magazine com- 
bined. 

The Bell System offers no Cros- 
ley or Gallup data to suggest its 
“audience.” 

ece 


For the first time since the war, 
a full-page ad has appeared in 
London newspapers. On July 6 the 
Daily Herald carried a page for 
Women, weekly publication with 
1,300,000 circulation, which Wo- 
men hopes will go “up and up.” 
The next day a full page appeared 
in the Daily Mirror, for the same 
advertiser. 

eee 


Competitors are helping to 
spread the rumor that Cowles 
Magazines, Inc., publisher of Look 
and the new little newsweekly 


Quick, are readying two other 
magazines. One, a fashion book, 
would be called Flair, and the 
other, on radio and _ television, 
Mike. 

Gardner C. (Mike) Cowles is 
editor and his wife, Fleur Fenton 


Cowles, associate editor of Look. 
Cowles people merely say that 
some people are playing around 
with a coincidence of names, and 
that these two new magazines are 
not in the works. 

eee 


Radio Row dopesters say one of 
the reasons Sylvester L. (Pat) 
Weaver Jr., Young & Rubicam ra- 
dio-video vice-president, has been 
1amed to head National Broad- 
casting Co.’s television operations 
s because of his immunity to com- 
vany politics. At the same time, 
t is interesting to note that Mr. 
Weaver will be accompanied by 
“"rederic W. Wile Jr., former 
operations supervisor of Y&R’s 


radio-video department, when he 
moves to NBC. 


Mr. Wile’s duties, among others, 
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would be to protect Pat Weaver's 
rear. 
eee 


Chevrolet sales seem to be mov- 
ing ahead so fast the advertising 
copywriters and space buyers at 
Campbell-Ewald can hardly keep 
up with them. A full-page ad in 
The Saturday Evening Post for 
July 16 said: “More Chevrolet 
trucks in use than any other 
make.” The same week a large 
newspaper ad announced that 
Chevrolet trucks are “preferred 
by more users than the next two 
makes combined!” 


‘Collier's’ Names Moseley 


Seth H. Moseley II has been 
appointed publicity director of 
Collier’s, New York, succeeding 
Robert A. Wilkinson. Mr. Moseley 
served as public relations director 
of the Greater New York Fund 


during the 1949 campaign. 


Cowan & Dengler 
Names Forrest V. P. 


Edgar M. Forrest has been ap- 
pointed vice-president and chair- 
man of the copy council of Cowan 
& Dengler, New York. 

Prior to joining Cowan & Deng- 
ler, in April, Mr. Forrest was copy 
chief on the U.S. Army and Air 
Force account at Gardner Ad- 
vertising Co.’s Washington office. 
Before that he was with Batten, 
Barton, Durstine & Osborn. 


Cooper to DuFine-Kaufman 


Diane Cooper, once dubbed by 
John Robert Powers as the “girl 
of tomorrow,” has been named 
fashion coordinator of DuFine- 
Kaufman, New York. A former 
Powers model, Miss Cooper has 
conducted fashion shows for vari- 
ous model agencies. 


Valerie Appoints Feder 


Muriel Boris Feder, formerly art 
director of Sidney Lewis & Asso- 
ciates, has been appointed assist- 
ant to the vice-president of Val- 
erie Advertising Service, New 
York. 


Roto-Rooter Names Cole's 


Roto-Rooter Corp., Des Moines, 
has named Cole’s, Inc., Des Moines, 
to handle its advertising. Maga- 
zines, newspapers, car cards and 
direct mail will be used to pro- 
mote the company’s sewer and 
drain cleaning service. Farm pub- 
lications will be used for farm 
rods, used for cleaning field tile. 
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Batstord Names Audrain 


B. T. Batsford Ltd., London pub- 
lisher, has named Lawrence Aud- 
rain as vice-president and resident 
director of the American branch 
at 122 E. 55th St., New York. Mr. 
Audrain, who succeeds Charles 
Fry, resigned, was formerly vice- 
president and resident director of 
British Book Centre. 


state. 
122,300. 


A rich market--- 
population: 409,200 


. . . Fort Wayne and its ABC Retail Trading Area 
comprise the “Golden Zone" market in Indiana. 
Spendable income per family is highest in the 
Population: 409,200; No. of Families: 
(Sales Management) . 


Home Coverage: 99% of City Zone plus 43% 
of Retail Trading Zone 


The News-Sentinel 


Fort Wayne, Indiana 
ALLEN-KLAPP CO. . . NEW YORK . . CHICAGO _ . DETROIT 


RETAILING DAILY TELLS YOUR STORY TO 


MORE 
BUYER 


OF HOME FURNISHINGS THAN 


Retailing Daily 


YOU CAN REACH THROUGH ANY OTHER 


HOME FURNISHINGS BUSINESS PAPER 


IN THE NATION! 
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Amm-i-dent Paste 
Gets $1,000,000 
6-Week Debut 


(Continued from Page 1) 
and Woman’s Home Companion, 
with Parents’ Magazine to be 
added in October. 

Also, the drug company will 
sponsor the Burns and Allen show 
on CBS, starting Sept. 21. 


w The advertising, placed through 
Cecil & Presbrey, gets under way 


A HOME OF YOUR OWN 


Write for details 
Practical Builder + Building Supply News 
5 South Wabash Ave., Chicago 3, iil. 


For another important building 
industry message see page 43 


today in newspapers of 11 major 
cities in the Northeast, and will 
move into the rest of the country 
shortly. 

The company uses news tech- 
nique, with a huge center-page 
headline announcing that “Genu- 
ine Amm-i-dent ammoniated 
toothpaste is here to reduce tooth 
decay!” There is a picture of a 
family which is said to have used 
the paste successfully, and copy 
says the paste not only fights tooth 
decay but cleans superbly, checks 
bad breath and tastes delightful. 

The national kick-off follows 
two months of testing in eight 
cities, in which Block tried news- 
papers and spot radio. 

The company, which beat the 
dentifrice market to the punch 
with the first ammoniated powder 
(it was launched in 1946, but had 
no promotion until this spring), 
was eager to develop a paste, since 
it knew that 80% of dentifrice 
sales are made in paste form. 


a The company says its Amm-i- 
dent powder, riding high on a 
crest of advertising and publicity, 
is now in fourth place in the $80,- 
000,000 dentifrice industry. 

Melvin Block, president, said 
making the paste was a long and 
difficult process, because it was 
necessary to lock the dibasic am- 
monium phosphate and carbamide 
(which release their ammonia on 
activation by moisture) with other 
components so that none could 
escape until liberated in the mouth 
of the user. 

The copy carries a clear and 
cautionary note that (1) Amm-i- 
dent can’t do anything about cavi- 
ties already formed, (2) its use 
doesn’t mean that no cavities will 
ever appear, but (3) it is a simple 


Your Advertising & Will Get 


Worcester’s 
Prosperity 


Worcester’s big earnings and huge 

purchasing power continue head and 

_ shoulders over many U. S. cities of equal 
size and larger. 

The total income for Worcester’s 57,600 


families, according to Sales Management* 
reached $311,587,000 in 1948 — an aver- 
age income per family of $5,409 — $100 
above 1947, $870 above the national 
average of $4,531, and $500 above the 
New England average of $4,879. On a 


“quality of market’ 


basis with an index 


of 113, Worcester exceeded the average 
city in purchasing power by 13%. These 
are some of the reasons why retail 


sales in 


Worcester County went to 


$450,37 4,000. 
Advertisers are tapping this market 


regularly 


by using the newspapers that 


blanket the area — the Worcester Tele- 
gram and Evening Gazette. Daily circu- 
lation in excess of 140,000. Sunday over 


100,000. 


Source: *Copyright 1949, Sales Management Survey of Buying Power; further 


reproduction. not licensed. 


The TELEGRAM-GAZETTE 


_ WORCESTER, MASSACHUSETTS © 


GEORGE F BooTH Pub sher- 


—_ 


‘MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES. 
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BIG BATTLE BEGINS—Block Drug Co. opens a $1,000,000-plus campaign for its new 

Amm-i-dent in paste form with the full page at left, while Colgate-Palmolive-Peet, 

leader in the toothpaste field, hammers away with its own full page (right) to claim 

that its non-ammoniated product helps stop decay when used right after eating. Both 
companies have ammoniated tooth powders. 


and effective way to help reduce 
occurrence of new cavities. 

ws Elsewhere in the anti-cavity 
cavalcade: 

Colgate-Palmolive-Peet Co. fin- 
ally popped its hushed-up pro- 
motion for a toothpaste that pre- 
vented decay but didn’t contain 
ammonium. Apparently Colgate’s 
secret weapon against decay was 
simple: brushing teeth after every 
meal. 

Streamer headlines in more than 
300 newspapers screamed “Help 
stop tooth decay with Colgate den- 
tal cream.” Careful reading put the 
message together properly: “Now! 
Dental science reveals a startling 
discovery in the fight against tooth 
decay. Proof that brushing teeth 
right after eating is the safe, ef- 
fective way to help stop, etc.” 
C-P-P will also use spot radio, 
network radio and magazines. Ted 
Bates, Inc., is the agency. 

The copy claimed modestly that 
it is “the most important news 
in dental history! Exhaustive re- 
search on hundreds of people by 
eminent dental authorities proves 
how using Colgate dental cream 
helps stop tooth decay before it 
starts!” 


w The text promised “no change 
in flavor, foam, or cleansing 
action!” It would be “in the same 
familiar package.” It has been 
proved, said Colgate, “to contain 
all the necessary ingredients—in- 
cluding an exclusive patented in- 
gredient—for effective daily dental 
care. No risk of irritation to tissues 
and gums!” 

Just in case, Colgate was plug- 
ging ammoniated tooth powder 
hard. In newspapers, magazines 
and spot radio, copy declared, 
“Prevent tooth decay with Colgate 
ammoniated tooth powder,” and 
offered a money-back guarantee. 

In copy for ammoniated tooth 
powder, Colgate noted that “den- 
tists themselves use and recom- 
mend ammoniated dentifrices as 
an aid in controlling tooth decay.” 
Sherman & Marquette is the agen- 
cy. 


a Lehn & Fink, whose Peb-Ammo 
was the first ammoniated tooth- 
paste produced under license from 
the University of Illinois, has ad- 
vertised sporadically in New York 
in the past two weeks. The com- 
pany still does not have national 
distribution, although it’s moving 
rapidly toward it, readying a West 
Coast manufacturing and distribu- 
tion setup. 

Other toothpastes claiming am- 
monium content in this area were 
Amorex, Iodent and Anti-DK. 


Lebow Bros. Plans Drive 

Lebow Bros., Inc., Baltimore, 
maker of men’s clothing, will use 
full-color pages in Harper’s Ba- 
zaar, The New Yorker, Town & 
Country and Vogue this fall “to 
appeal to women readers.” Henry 


J. Kaufman & Associates, Wash- 
ington, was recently named to 
handle the account. | 


NAB Cuts Dues 
12.5%, Forms TV, 
AM Divisions 


(Continued from Page 1) 

to be absorbed by the two divisions 
and by the six departments. Broad- 
cast Advertising Bureau, already 
located in New York, continues as 
“an integral part” of NAB, “until 
such time as it has progressed 
sufficiently to become an inde- 
pendent entity.” 

With the elimination of the office 
of executive vice-president, han- 
dled by Jess Willard, division and 
departmental directors and NAB 
officers will report directly to 
President Justin Miller. NAB hopes 
to complete the year on a $705,511 
budget. 

The “structural committee, 
headed by Clair T. McCollough, 
Station WGAL, Lancaster, Pa., 
was mindful of recent resignations 
from the association by stations 
which protested cost of member- 
ship, or expressed dissatisfaction 
with service. 

At the meeting Monday, Harry 
M. Bitner Jr., head of Station 
WFB\M, Indianapolis, was elected 
to the board to fill the place 
vacated by Harry Bannister, WWJ, 
Detroit. Mr. Bannister went off 
the board when WWJ resigned 
from the association recently. 


” 


Crosley Expands TV Meter 
Sales Plan to New York 


After successful tests of pay-as- 
you-see television meters in Cin- 
cinnati, Crosley division of Avco 
Corp. has introduced the plan to 
New York dealers. It will shortly 
enter other markets with the 25¢- 
per-hour Visimeters. 

International Register Co., Chi- 
cago, which makes the meters, told 
AA that Crosley is the only TV 
set maker to promote the device 
to its selling organization, although 
many appliance dealers have 
bought the meters independently. 
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Outdoor Magazines 
Study Subs; Find 
92% Unduplicated 


New YorK—An unusual stuc » 
of magazine circulation duplicati 
in the outdoor field has just bec , 
released by Field and Stream, Ou. - 
door Life and Sports Afield. T}e 
research project was  handl« 
through Facts & Figures, Inc., ar 
John Felix Associates, Inc. 

The study shows a very sma 
degree of duplication, with 92.37° 
unduplicated circulation for the 
three magazines. The method us« 
was submission of subscriptic: 
galleys for five widely separate. 
localities to the research organ 
zations, which then checked 17.- 
955 subscribers shown on the ga!- 
leys in the following cities: 

Syracuse, 2,118; Milwaukee and 
Shreveport, 9,384; Spokane, Wash., 
2,295; Denver, 3,389, and Amarillo, 
Tex., 769. 


a The tabulation showed 92.37% 
receiving only one of the three 
magazines; 6.48% subscribing to 
two, and only 1.02% subscribing 
to all three. The small percentage 
of duplication was said to be con- 
trary to the opinions of media 
buyers, who have assumed a 
fairly high percentage of duplica- 
tion. Copies of the complete study 
will be made available to adver- 
tisers and’ agencies by the three 
magazines cooperating in the re- 
search. 

The detailed breakdown of the 
duplication pattern, by cities, is as 
follows: 


Combined Field and Stream, Outdoor Life, 
Sports Afield Subscriber Lists 


Read 

No. Only Read Read 
Area Subs One Two Three 

Shreveport and 
Milwaukee 9,384 96.1% 3.3% 0.60% 
Syracuse 2,118 91.49% 7.20% 0.73% 
Spokane 2.295 94.6% 4.85% 0.55% 
Denver 3,389 90.23% 8.43% 1.34% 
Amarillo 769 89.47% 8.62% 1.91% 

Total & 

Averayes— 17,955 92.37% 6.48% 1.02% 


3 Publications Open Joint 
Pacific Coast Offices 


Joint Pacific Coast offices will 
be opened Aug. 4 by American 
Home, Farm Journal and Path- 
finder. Lee Weston, who has rep- 
resented these magazines for the 
past three and a half years through 
a publishers’ representative organ- 
ization, will be manager for the 
joint sales operation, with offices 
at 612 S. Flower St., Los Angeles. 
C. E. Ball, until recently adver- 
tising representative of Sunset, 
will be in charge of the joint office 
at 235 Montgomery St., San Fran- 
cisco, and John R. Parrott, for- 
merly with Curtis Publishing Co. 
in San Francisco, will head the 
Seattle office. 


Jenkins Resigns from ABP 


Jenkins Publishing Co., Los An- 
geles, publisher of Butane-Propane 
News, has resigned from Associ- 
ated Business Publications, Inc. It 
is the 24th member to leave AB? 
since the May convention of the 
organization. 
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PREDICTION—This is 


how DuMont Television Network's Mortimer Loewi foresees 


the share that TV and AM will have of the New York audience. for broadcast fare 
through 1951. 


TV Will Catch AM’s 
Share of Audience 
in N. Y. Soon: Loewi 


New YorkK—Mortimer W. Loewi, 
director of the DuMont Television 
Network, predicts that television’s 
share of the listening-viewing 
audience in New York will equal 
that of radio’s top ten programs 
by October. 

Mr. Loewi made the statement 
in a report on the network’s study 
to determine TV’s inroads on 
radio’s audience. The research de- 
partment based its analysis on pro- 
gram Hooperatings and _ telerat- 
ings. 

To establish a basis for com- 
parison, DuMont took the evening 
radio shows that Hooper rated as 
the top ten in January, 1949. (Only 
shows which were also broadcast 
in January, 1948, were used.) The 
list: Jack Benny, Lux Theater, 
Walter Winchell, Godfrey’s Talent 
Scouts, Bob Hope, Bing Crosby, 
the “Fat Man,”.Groucho Marx, 
Phil Harris and Alice Faye, and 
“Mr. District Attorney.” 


s In January, 1948, the “top ten” 
rated an average of 20.9 in New 
York, against a 1.5 rating for the 
television competition. One year 
later these popular radio attrac- 
tions had an average score of 17.8, 
while telecasts opposite them 
climbed to a mean rating of 8.2. 

In January, 1948, the “top ten” 
rated 48.1% in the over-all share 
of audience, against 3.3% for video. 
One year later: TV’s share was up 
to 18.5 and the “top ten” was down 
to 39.7. Projecting this trend, the 
DuMont research department ex- 
pects television’s share of the 
audience in the nation’s top mar- 
ket to be equal that of radio’s 
most popular shows by this fall. 

“If this growth continues, TV 
by January, 1952, will enjoy 55.8% 
of the audience at the ,time radio’s 
most popular fare is on the air, 
while the broadcasts will hold only 
12.0% of the audience,” the Du- 
Mont network head stated. 

“It’s significant that the ten ma- 
jor markets—cities accounting for 
one-third of this country’s retail 
sales—are less than eight months 
behind New York in degree of 
saturation of television homes. By 
December 31, TV in all these mar- 
kets will claim 4,230,000 adult 
\iewers—or 36.6% of the total 
| stening-viewing audience during 
tie hours that radio’s top ten shows 
ere on the air,” Mr. Loewi said. 


F. P. H. James Resigns 
cs V. P. of Mutual 


E. P. H. James has resigned as 
‘ice-president of Mutual Broad- 
(asting System, effective Aug. 1. 
‘With the network since 1945, he 
directed advertising, promotion 
and research for MBS. 

A pioneer network executive, 
Ur. James started his career in 
adio in the 1920s. As sales promo- 
tion manager at National Broad- 
casting Co., he helped formulate 
ietwork sales policies and direc- 
‘ed early radio coverage studies. 
fe directed publicity, promotion 
ind research for the Blue network 
efore joining Mutual. 
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$250,000 Fund 
Sought to Advertise 
Outdoor Advertising 


New YorK—A fund of $250,000 
to be raised from the outdoor ad- 
vertising industry during 1950 to 
promote the use of outdoor adver- 
tising has been authorized by the 
board of directors of Standard 
Outdoor Advertising. 

The initial phase of the new 
program, it is said, will be the 
budgeting of $125,000 for business 
paper and newspaper space. 

For the first time, according to 
Parker James, executive vice-pres- 
ident and secretary of the organi- 
zation, Standard Outdoor Adver- 
tising will begin listing its mem- 
bers in its advertising. In addition, 
it will provide an extensive pro- 
motional program for participants. 

The organization, Mr. James 
said, is dedicated to a policy of 
“advertising advertising” and is 
in competition with no other group 
in the outdoor advertising field. 


= Believing that long copy is the 
greatest deterrent to an adver- 
tiser’s use of poster panels, Mr. 
James pointed out that his organi- 
zation will intensify its campaign 
to sell the idea of the inherent 
value of short copy. To emphasize 
this, it is planned to point out the 
experience of successful users. 

At the recent meeting of the 
organization’s directors the follow- 
ing officers were reelected: Edward 
C. Donnelly Jr., president of John 
Donnelly & Sons, Boston, presi- 
dent; Mr. James, executive vice- 
president. and secretary, and J. A. 
Zimmer, president of Central Out- 
door Advertising Co., Cleveland, 
treasurer. 


McGrath Would Halt 
‘Excessive’ Radio 
Political Rates 


WASHINGTON—The chairman of 
the Democratic National Com- 
mittee introduced legislation in the 
Senate last Wednesday prohibit- 
ing radio stations from charging 
premium rates for political broad- 
casts. 

The bill (S. 2254), by Sen. How- 
ard McGrath (D., R. I.), says sta- 
tions must not charge “in excess 
of regular rates.” It permits spe- 
cial charges when other programs 
must be cleared to make way for 
the political broadcasts, however. 

In introducing it, Senator Mc- 
Grath said stations in Pennsyl- 
vania have been “profiteering” 
during a_ special congressional 
election currently under way, and 
that his party “does not propose 
to put up with it.” 


Fair Appoints Laycock A. M. 


Helen Laycock, advertising copy 
chief, has been appointed adver- 
tising manager of the Fair, Chi- 
cago department store. She suc- 
ceeds Howard W. Hunter, who has 
resigned to form his own company, 


Hunter-Julin Printing Co., Monti- 
cello, Ia. 


Last Minute News Flashes 


Gallagher & Burton Whisky Moves into Chicago 


New YorK—William Jameson & Co., a division of Seagram-Distillers 
Corp., today (July 18) opens a five-day teaser campaign in the Chi- 
cago Defender, Herald-American and Sun-Times for Gallagher & Bur- 
ton whisky, to be followed with full-page announcement ads next 
week. Long sold only in the East and in Florida, the brand has been 
put into Pennsylvania and Ohio markets and later will move into the 
Far West. Lawrence Fertig & Co. is the agency. 


Groveton’s Tissues Introduced in New York 


GROVETON, N. H.—Groveton Papers Co. has launched a New York 
newspaper campaign for Vanity Fair DeLuxe facial tissue and bathroom 
tissue with a 1¢ sale on purchases of two or more of either products. 
Plans call for 1,100-line insertions for standard newspapers and 870 
lines in tabloids. Vanity Fair was first introduced in Chicago and parts 
of New England during a test campaign. Paris & Peart, New York, is 


the agency. 


Mactadden Advertises ‘Hair Culture’ Book 


New YorK—Bernarr Macfadden Foundation, after a test in the 
New York Mirror, is now testing magazine and newspaper supple- 
ment mail order copy for 80-year-old Mr. Macfadden’s book on “Hair 
Culture.” Copy will run in Christian Herald, Esquire and the Hillman 
Detective Group, as well as in a number of newspaper magazine 
sections, including those of Chicago, Gary, Hartford, Los Angeles and 
Topeka. Wortman, Barton & Goold is the agency. 


Hirshon Gets Roth’s Esquire Socks Account 


New YorK—Chester H. Roth Co. will transfer the advertising of 
Esquire socks from Young & Rubicam to Hirshon-Garfield on Aug. 1. 
An appropriation of $350,000 will be used primarily for color pages in 
Collier’s, Life and The Saturday Evening Post and color pages in some 


newspapers. 


Nestle-LeMur, Joubert Group Merge 


New YorK—Merger of the Nestle-LeMur Co., Meriden, Conn., manu- 
facturer of beauty parlor supplies and eauipment, with the Joubert 
group of companies is being effected. The Nestle-LeMur name will be 
retained and the Meriden concern will control 60% of the stock. The 
Joubert group includes Joubert Cie, and Irresistible, Inc., which con- 
trols Blue Waltz, Inc., and Ed Pinaud, Inc. R. T. O’Connell Co. is agency 
for Nestle-LeMur and Wesley Associates for the Joubert group. No 
agency change is said to be contemplated. 


Owens-Illinois’ Kaylo to Ewell & Thurber 


ToLepo—Owens-lIllinois Glass Co. has appointed Ewell & Thurber 


Associates here to direct advertising for its Kaylo division, building and 
insulation products. Agencies on the other Owens-Illinois divisions 


are unchanged. 


Weintraub Loses Helbros to Dorland 


New YorK—Helbros Watch Co. has switched its advertising account 
from Wm. H. Weintraub & Co. to Dorland, Inc. No schedule change 


is contemplated at present. 


Biggest Ad Ever, 
‘Miami News’ Claims 
for 24-Page Section 


M1amMiI—The Miami Daily News 
last week carried what may be the 
largest single-store grocery adver- 
tisement ever printed in the United 
States, when it published a 24- 
page section for the new $650,000 
Frederichs Food Market. 

R. J. Alander, advertising direc- 
tor of the News, said the Fred- 
erichs’ advertisement was the 
largest of its kind ever printed by 
any newspaper in the United 
States, breaking the record estab- 
lished by the News last February 
when it printed a 22-page section 
for Shell’s Superstore. 

The Frederichs and Shell sec- 
tions each contained two pages of 
editorial and photographic copy, 
which gave the history and pic- 
torial story of the supermarkets. 


Launches Guinness Stout Drive 

Arthur Guinness Son & Co., 
which recently acquired the E. & 
J. Burke Ltd. brewery in Long 
Island City, N. Y., last week used 
newspaper pages in New York and 
Detroit for Guinness stout. The 
product is being promoted in these 
two cities and Flint, Mich., where 
the campaign was tested. Subway 
car cards also are being’ used in 
New York. The agency is Hewitt, 
Ogilvy, Benson & Mather. 


Names FC4B International 

Home Products International 
Ltd., New York, wholly owned 
subsidiary of American Home Pro- 
ducts Corp., has appointed Foote, 
Cone & Belding International, New 
York, to place advertising of the 
Boyle-Midway and foods divisions 
in Latin America. The agency will 
handle Clapp’s baby foods, Three- 
in-One oil, and Black Flag in- 
secticides. 


‘Kate Smith Calls’ 
Offered on ABC's 
New Sales Formula 


New YorK—American Broad- 
casting Co. will put its new four- 
in-one plan for network sales in- 
to effect for the “Kate Smith Calls” 
program to start Aug. 8. 

Designed to attract advertisers 
who otherwise might be unable to 
afford network radio, the new 
sales formula offers a full-hour 
show to four sponsors, each shar- 
ing mentions in the quarter-hour 
segments. 

ABC is still working on details 
of the setup. Time, talent and 
commercials, to be delivered by 
Miss Smith, for an hour program 
on the full network, will cost ap- 
proximately $300,000. The four 
sponsors would divide this cost 
between them. 

Miss Smith will play records and 
talk with Ted Collins and the 
home audience, who will be of- 
fered prizes in a telephone quiz 
game. Time for the program is 
Mondays from 9 to 10 p.m., EDT, 
and from 10:15 to 11 p.m., EDT. 

The first sponsor to sign for the 
radio show will be given an option 
on the singer’s hour telecast which 
is now in the building stage. 


Farm Journal Shifts Phillips 
Russell G. Phillips, former direc- 
tor of sales promotion for Farm 
Journal and Pathfinder, has been 
named head of a new travel de- 
partment for Farm Journal, Inc., 
Philadelphia. The position of di- 
rector of sales promotion for both 
publications has been discontinued 
and separate promotion depart- 
ments will be formed. William A. 
Courtenay will continue as sales 
promotion manager for Farm Jour- 
nal. The promotion chief for Path- 
finder will be announced soon. 
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Mathes Named 
by 16 Nations 
Travel Group 


New YorkK—lInauguration of an 
advertising, publicity and promo- 
tion campaign to encourage travel 
to Europe was started last week 
by the European Travel Commis- 
sion, comprising 16 European na- 
tions, with the appointment of J. 
M. Mathes, Inc., to handle the cam- 
paign. 

A short-term appropriation of 
$100,000 has been made. This is ex- 
pected to be increased to $1,000,- 
000 for the full year of 1950, ac- 
cording to Norman Reader, chair- 
man of the advertising and pub- 
licity committee of the commission. 

This is the first time in travel 
history, Mr. Reader said, that a 
group of nations has embarked up- 
on a cooperative effort to increase 
travel. “The primary objective of 
our campaign,” he said, “will be to 
create through travel a better un- 
derstanding among peoples and 
thus.further the cause of peace.” 


s Emphasis will be placed on fall 
and winter advantages of European 
travel, he stated, and promotion 
will stress that travel in those sea- 
sons costs less and offers advan- 
tages not ohtainable in other sea- 
sons. : 

Mr. Reader also announced the 
formation of a European Travel 
Commission News Bureau with of- 
fices at 122 E. 42nd St. to assist 
in the campaign. The program will 
be carried out with the cooperation 
of travel agents and transportation 
companies in this country. 

Member nations of the European 
Travel Commission are Austria, 
Belgium, Denmark, France, Greece, 
Iceland, Ireland, Italy, Luxem- 
bourg, the Netherlands, Norway, 
Portugal, Sweden, Switzerland, 
Turkey and the United Kingdom. 


Department Stores 
Get Gruen Watches 


NEw YorK—Gruen watches, 
which have been distributed ex- 
clusively through jewelers, will be 
carried in the future by a select 
group of department stores, ac- 
cording to an announcement made 
last week by Grey Advertising 
Agency. 

Until recently, Grey said, the 
supply of the product was inade- 
quate to the demand, and the 
Gruen line could not be sold 
through other than established 
outlets. 

While additional advertising and 
promotion may be undertaken in 
the fall, as a result of the selec- 
tion of new distributors, no new 
schedule has yet been made and 
is not likely to be for several 
weeks. 


NBP Adds ‘Public Works’; 
Committee Heads Named 


Public Works Journal Corp., 
New York, publisher of Public 
Works, has been elected a mem- 
ber of National Business Publi- 
cations, Inc, 

The association has formed two 
new committees, one on account- 
ing and costs, headed by Rufus 
Choate, president, Bookhout- 
Choate-Scott, New York, and one 
on promotion and publicity, headed 
by Mrs. E. R. Coombs, president, 
Mechanization, Inc., Washington. 


‘N.Y. Post Home News’ Names 3 


Thomas E. Falver Jr. has been 
appointed national advertising 
manager, William J. Hughes, as- 
sistant national advertising man- 
ager, and John F. Denning, mid- 
western manager of the recently 
reestablished national department 
of the New York Post Home News. 
All three have been associated 
with the paper for several years. 


i te > ee tj} A ie —_' 4 ae Se en: ai Be a hae ee tee a Cerne y = + ae weet 4 pres Lone — ine oi. 9c eamaeneer a ‘ 
ep ee Bey es ae ieee roe 5 es nee: in vor ee ee a ee at es sie ait us Ee 2. i, ee es ie oe Ae ena rie? SAE SRN a rs 
ie aks Sai edb Fa ee. fest, ry ae E ro gs Soke? a. Pn eo Pree \ : ie ce oe ON Meee og aa + oe aa of, eae - a a bees ees ae Bie ey ea ee Dl oe - 
= ; a hast Aa ae ae ie 2 Tees, ee eg, Re ee, ea Ra Sade op nt mgt ae ra Bog Chee ay alle, 2 a. , gee Ps pa BI Sai a te 
ae. Sie en “gene a ee ee ee ee reich ol or ie oe ee eS a se ig ges eS, aia 4 
ee oe. ee a ee ee een Oa i ee ee ee ee ee en ee oe ee ee ore mee a Ome meee ee 
19. |_| 
tuc y 
atic) 
bec ) , | ) 
Ou’ - 

The 
idled 
» and 
sma | 
37° 
' the 
used ely Gy aaa eee Be ea 
ption 

ne ee 
rated 

17,- | 
} Bal- os ee 
> and 
Jash., | 

| 
. ee | 
j 
. 
| | 
: Fe 
| ee 
7 Fe 

7 a | 
7 


54 


Join Simmonds & Simmonds 

James Ashton Greig, formerly 
advertising manager of Gatke 
Corp., has been named vice-presi- 
dent and account executive in the 
Chicago office of Simmonds & Sim- 
monds. Eric N. Rasmussen, for- 
merly an account executive of 
Cummings, Brand & McPherson, 
has joined Simmonds & Simmonds 
as account executive. 


Lynnes Appoints Malone 
Thomas W. Malone, formerly on 
the sales staff of Audograph Co., 
has been named eastern manager 
of Lynnes & Associates, New York, 
publishers’ representative. 


Appoints Allen Haynes 


Allen Haynes, formerly in the 
public relations department of 
Canadian National Railways, has 
been appointed director of publica- 
tion representation of Press Rep- 
resentatives, a division of John N. 
Hunt & Associates, Vancouver,. B. 
he 


Bronson Reel to Keeling 
Keeling & Co., Indianapolis, has 
been appointed to handle the ad- 
vertising of Bronson Reel Co., 
Bronson, Mich., manufacturer of 
fresh and salt water reels. General 
and outdoor magazines and trade 
publications will be used. 
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BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 
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newspaper. 


as the ‘Sunshine City."’ 


NEW YORK e CHICAGO . 


IN ST. PETERSBURG, FLORIDA 


Evening Independent 
Families SPENT 


$81,841,870 


During 1948 


This was The Evening Independent families’ share of $134,- 
167,000 retail spending in St. Petersburg last year. 
you afford to neglect this free spending market? 


The Evening Independent is St. Petersburg's only evening 
It goes home and is read by all the family. 
That's why for so many years The Evening Independent has 
been the favorite medium of many local stores. 

Since 1910, the entire Home Edition of The Evening Independent 


is given away free every day the sun fails to shine before 3 p.m. 
Thus, the ‘‘Sunshine Newspaper'’ 


Che Evening Independent 


The Sunshine Newspaper 
ST. PETERSBURG’S FAMILY NEWSPAPER 
Represented Nationally by 


DeLISSER, INC. 


PURCHASES 


Can 


has popularized St. Petersburg 


PHILADELPHIA . ATLANTA 


How Adman’s 48 Hours 
Saved Shoe Concern 


Golovin’s Retailing 
Drive Makes Overnight 
Success of Sandals 


New YorK—This is the story of 
the 48 hours of Willard B. Golovin, 
running through the days of June 
6 and 7, during which time he 
saved a shoe business. 

Golovin operates his own adver- 
tising agency, and 
has for the past 
14 years. But the 
shoe manufactur- 
er whose business 
he saved was not 
a client; Golovin 
was not paid for 
the job. 

M. Goldbach, 
president of Clix 
Footwear, was 
ready to go out 
of business. He 
had had five salesmen on the road 
for three months, and they were 
continually confronted with fright- 
ened huyers—buyers who @ were 
afraid of inventory, buyers who 
knew the consumer wasn’t in a 
buying mood. 

Goldbach decided he couldn't 
support his payroll, and his only 
interest was in saving what capital 
he had left, and in getting a good 
price for his $50,000 plant invest- 
ment. 


W. B. Golovin 


ws At this point he met Golovin. 
Golovin heard the story, and 
wanted to see the product. His 
reaction was that the product was 
well made, priced right, but short 
on style. He suggested a change in 
styling and asked Goldbach to 
give him 48 hours to think over 
the problem and to empower him 
to take any action he thought ne- 
cessary. 

Here’s what happened: 

1. The shoe was revised from a 
conventional sun shoe with a heel 
to a flat, Grecian-like sandal with 
lacings. 

2. From 9 to 5 p.m., Golovin 
made six calls on New York stores, 
showing the product, promising 
that the shoe would build traffic 
and step up stock turnover. He 
sold four stores. 

3. At 6 p. m., he shot 31 telegrams 
out to key stores across the coun- 
try, and received 12 answers the 
same day, asking for air mail 
samples, plus two stores which had 
their New York representatives 
ask in person. 


a 4. By 7 p.m., a layout was ready 
for a selling broadside aimed at 
5,000 prospects. At 8, copy and 
artwork was assigned—and fin- 
ished at 10. It went to a typo- 
grapher, and by midnight type 


proofs were pasted up with art- 
work. At 1 a.m., the job was set 
for the lithographer, who promised 
to go to work on it at 9 a.m. Paper 
was bought, plates made, and the 
broadsides rolled off the press at 
2 p.m. Then Golovin sold a binder 
on a rush job of folding and seal- 
ing the broadsides, and at 6 p.m. 
they were in the hands of an ad- 
dressing company, which had been 
thoroughly briefed on the urgency 
of the operation. 

5. From midnight of the first 
day, Golovin had been leafing 
through Sheldon’s “Retail Trade,” 
culling 5,000 prospects’ names. 


ws B. Altman & Co. fired an ad on 
June 12 into the New York Times, 
and Monday afternoon saw a sales 
rush on the store. Other New York 
stores began to clamor for the 
model. 

The log shows how hard the pro- 
motion hit, with this random sam- 
ple for June 28: 


Bennett Bleach Shoe Salon, Monticello, 
N.Y.—72 pr. check enclosed. 

Buyer of Bloomingdales’ 
15 delivery. 

Buyer of Saks 
3 p.m. today. 

Marston Co., 
cases. 

Higbee’s of Cleveland received 7 
cases (252 pr.) opened at 9:30, by 1 p.m., 
230 pr. sold. Add 1 order 8 cases ship 
Air Frt. 


wants July 


34th St. wants app’t 


San Diego, ordered 7 


Buyer of Altman coming down for more 
sandals. 


s Golovin is an articulate, dark- 
haired man of 38, who looks a 
little like a boxer (he was a good 
amateur, still tries to go six rounds 
a week), but not much like an 
artist (he paints well, and recently 
had a painting on exhibition in the 
Art Directors’ Show in Ferargil 
Galleries). 

He sweated his way through 
night school, took an M. A. at 
New York University, and worked 
during the day as merchandise 
manager of Peck & Peck. After 
graduation he worked briefly in 
retailing, as a merchandising ex- 
ecutive with Peck & Peck and later 
with Best & Co., and then branched 
out into the agency business. 

An adman who lives neither for 
art nor for advertising, he used to 
buy paid space in the prewar 
period and in the early days of the 
war to tell his fellow citizens about 
the problem as he saw it. In a 
page ad in the New York Times 
in 1942, he depicted a slave crawl- 
ing up a hill, bearing a swastika, 
and urged Americans to work 
harder, save and cooperate if they 
wanted to win the war. 


ew At the moment he’s exercised 
about business, which he says lacks 
the “three C’s”—creative ability, 
courage and conviction. He feels 
that the public has the money to 
buy, and is perfectly willing to 
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We believe in Private Enterprise. See what the | 
man who works 3,000 miles away, and gives 
you so much of your food, thinks about it 


Shackle profits.. 
and you 


Tnvite National Suicide 
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REPRINT—About two months ago, while 
Myrton Judkins, managing director of 
Judkins Granite Quarries, Nuneaton, Eng 
land, was in America on an_ inspection 
tour, he ran across an advertisement of 
Standard Steel Spring Co., Coraopolis, 
Pa., prepared by MacFarland, Aveyard & 
Co., on the part which profits play in 
U.S. business. Impressed, he requested 
permission to run the ad in British news:- 
papers, and the favorable response has 
resulted in his decision to run others in 
the Standard Steel series. 


buy, provided manufacturers give 
three things: Good quality (‘“‘the 
public is sick of the shoddy quality 
they’ve had to buy in the last few 
years’’), good styling, and accurate 
pricing (“stores will mark a $459 
dress down to $250, but they stil! 
don’t realize that the price is ter- 
rific for what they’re trying to 
sell’”’). 

As for what he did for Clix 
Footwear, he thinks similar jobs 
can be done by others—provided 
they’ll “snap the chain of despair.” 
Incidentally, Clix, far from folding 
up, is now looking for additional! 
machines and plant, hiring more 
workers and planning a general 
expansion for the fall season. 


Appoints Jack Hecht 


Jack Hecht has been named na- 
tional sales representative of Ad- 
vertising Distributors of Amer- 
ica, Inc., making his headquarters 
in San Francisco. For the past five 
years, Mr. Hecht has been national 
account executive of Blum Adver- 
tising Agency, San _ Francisco, 
which is the California associate 
of Advertising Distributors of 
America. 


Lang Opens Own Agency 


Raymond I. Lang, formerly an 
account executive with Harring- 
ton, Whitney & Hurst, San Fran- 
cisco, has opened his own adver- 
tising agency in Belmont, Cal. 


Two Name Advertising Corp. 

Advertising Corp., Chicago, has 
been appointed to handle the ad- 
vertising of Excelsior Steel Fur- 
nace Co. and Industrial Filte 
& Pump Mfg. Co., Chicago. 
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NATION-WIDE, FULLY-TRAINED SALES FORCE 

NO SELLING EXPENSE ON YOUR PART 

THE QUICKEST WAY TO-NATIONAL SALE 
a 

DIRECT SELLING IS BIG BUSINESS— 

A MULTI-BILLION DOLLAR MARKET 


SPECIALTY SALESMAN MAGAZIN 


S, IN THE PALM OF YOUR HAND— 


Sales force 
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. 307 N. Michigan Ave., Chicago 1 “ie 
420 Lexington Ave., New York 17,455 


THROUGH 


LTY SALESMAN 
MAGAZINE 


The pioneer publication of 
the Direct Selling Industry 
now in its 34th year of 
outstandingly profitable 
Is your product 
suited to Direct Selling? 
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14 Journalists 
Killed on Flight 


New YorK—The biggest mass 
loss to American journalism in his- 
tory was suffered Tuesday in the 
crash of a Royal Dutch Airlines 
plane near Bombay, India. 

The tragedy occurred on the 
homeward leg of a six-week tour 
of Indonesia, sponsored by the 
Dutch government and conducted 
by Theodor Swanson & Co., New 
York public relations firm, whose 
vice-president, Lynn C. Mahan, 
acted as tour conductor and was 
also killed in the crash. 

Two members of the correspon- 
dents’ group had decided not to 
return on the plane and thus saved 
their lives. They are William R. 
Mathews, publisher of the Arizona 
Star, Tucson, and Mrs. Dorothy 
Brandon, New York Herald Trib- 
une. 

The dead, as listed by the Amer- 


ican consulate at Bombay, were: 

Nat Barrows, 49, Chicago Daily News 
foreign correspondent, formerly with the 
Boston Globe, who was cited in May as 
the outstanding reporter of the year by 
Sigma Delta Chi, national journalistic 
fraternity. 

H. R. Knickerbocker, 51, radio com- 
mentator for WOR, New York, formerly 
with International News Service and a 
number of newspapers, Pulitzer prize win- 
ner in 1930. 

S. Burton Heath, 50, Newspaper Enter- 
prise Association, a 1939 Pulitzer prize 
winner for domestic reporting. 

Charles Gratke, 48, foreign news editor 
of the Christian Science Monitor. 

Elsie Dick, director of women’s, re- 
igious and educational programs, Mutual 
Broadcasting System. 

Bertram Dyer Hulen, 
Times Washington staff. 

William H. Newton, 
Newspaper Alliance. 

John Werkley, 36, Time magazine. 

George L. Moorad, 41, radio commenta- 
tor for KGW, Portland. 

Thomas A. Falco, 39, Washington staff 
of Business Week. 

Fred Colvig, 36, Denver Post. 

James Branyan, 31, Houston Post. 


60, New York 


Scripps-Howard 


Vincent Mahoney, 47, San Francisco 
Chronicle. 
Governor Jester 


of Texas Dies; Was 
President of KWTX 


Austin—Governor Beauford H. 
Jester, who died in his Pullman 
berth at Houston Monday, appar- 
ently after a heart attack, was also 
president of Station KWTX, Waco, 
Tex., and a director of Texas Tele- 
net, Inc. The latter organization 
had announced plans for a tele- 
vision network in Texas. 

Governor Jester was 56. 

Lt. Gov. Allan Shivers, 41, who 
becomes the new governor, is co- 
publisher of two weekly newspa- 
pers—the Times, Mission, Tex., 
and the Taylor County Booster, 
Woodville, Tex. He is also general 
manager of the Texas Citrus 
Growers Association. 


CALVIN WHITE 


SAN Francisco—Calvin S. White, 
38, director of public relations, 
Hawaiian Pineapple Co., Honoiulu, 
died of leukemia at Queens Hos- 
pital July 11. He had been with 
the company since 1943, and served 
previously with Carl Byoir & Asso- 
tiates, the National Association of 
Manufacturers, the Seattle Star 
and other newspapers. 


CHARLES LONG JR. 

PHILADELPHIA—Charles A. Long 
Jy., 61, president of the display 
aivertising company bearing his 
name, died July 6 at his home 
here. 

Mr. Long had been in the ad- 
vertising business here and in New 
York for more than 25 years. He 
served in the U. S. Coast Guard 
Reserve during World War II. 


GEORGE C. PRATT 
Detroit—George C. Pratt, 60, 
v.ce-president in charge of sales 
aid a member of the board of 
directors of the Hudson Motor 
Car Co., collapsed and died while 


i 
F 


addressing a group of automobile 
dealers in Los Angeles on July 8. 
Death was attributed to a heart 
attack. 

Born in Ripon, Wis., Mr. Pratt 
entered the automobile business 
in 1912 as an accountant for the 
Kissel Motor Co., Hartford, Conn., 
but after six years switched to the 
sales end of the auto business in 
Denver. 

Mr. Pratt joined Hudson in 1927 
as district supervisor at Daven- 
port, Ia., and later became zone 
manager at Dallas. In 1937, he 
came to Detroit as Hudson sales 
manager. He became general sales 
manager in 1939, a member of the 
board in 1945 and was elected 
vice-president in charge of sales 
in 1947. | 


THOMAS E. ORR 

New YorK—Thomas E. Orr, 74, 
who retired as a vice-president of 
Hixson-O’Donnell Advertising 
(now Morey, Humm & Johnstone) 
two years ago, died at his home 


here Wednesday. He had served 
with the agency for six years, and 
previously was with Philadelphia 
newspapers and in public relations 
work. 


RUSSELL CARSON 


Str. CHARLES, ILL.—Russell Car- 
son, 32, advertising director of 
Operadio Mfg. Co. here, died July 
10. He served with the company 
seven years. 


Name Conaway & Klaner 
Field & Stream and the Sim- 
mons-Boardman publications will 
be represented by Conaway & 
Klaner for West Coast space sales. 


Principals of the newly appointed 
firm are L. B. Conaway and Fred 
Klaner Jr., whose father is a vice- 
president of Field & Stream. Con- 
away & Klaner will have offices 
at 1914 Minor Ave., Seattle 1, 
and at 1240 N. Chester Ave., 
Pasadena 6, Cal. 


Emil Mogul Names Liebman 


Richard Liebman has been 
named director of media and mar- 
ket research of Emil Mogul Co., 
New York. He was formerly re- 
search director. Bob Wanderman, 
formerly with J. M. Seiferth Tele- 
vision Productions, New York, 
has joined the Mogul agency as 
assistant to Mr. Liebman. 


55 


Joins Foster & Kleiser 

Carson D. Calverley has been 
appointed an account executive of 
Foster & Kleiser Co., San Francis- 
co, outdoor advertising. Mr. Cal- 
verley formerly was national sales 
and advertising manager for Fair- 
fax bread, a division of Safeway 
Stores, Inc. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
«ag Division of 


Artkraft® Manufacty Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


“Trademarts fog US ter OF 


Minneapolis Est 1921 


_ MIDWEST PRODUCTS TO THE NATION 


permits clear | 
thinking 


A YEAR AGO, Gus Spoutz, a retail meat 


dealer and processor of Hams, Bacon, 


Smoked Sausage, etc., became enamored of 


the idea of running a small ad experiment- 


ally in the Free Press. His first effort, a 


four incher, single column, featured an old 


fashioned smoke house with a “special” — 
“Smoked Sausage, 59c a lb.” They had 
plenty of sausage—or so they thought. 


But they weren’t prepared at all for the 
y prep 


deluge of customers who flecked into 


their modest stores in Detroit. They 


demanded sausage and more sausage. Of 


course they bought some other items. 


Conrad’s is essentially a neighborhood meat 


and grocery store—just that. But every 


week since that first ad, their little copy 


has run in this newspaper. Today Conrad’s 


does a city wide business 


- « « Customers 


driving for fifteen miles to buy Hickory 


Smoked Country Style Hams, Bacon and 


Sausage, as advertised. Obviously, you have 


to have “the goods.” But hitching “the 


goods” to the buying urge in 430,000 


Free Press homes also helps some too. 


The Betroit 


Free Press 
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rials, who set the buying habits of American industry. 


all of the scientific Americans. 


*The punch-holes in the SCIENTIFIC AMERICAN Subscriber's Identity 


“=~ 


Messrs. James Kenneard & Co., a century ago, had no advertising agency to help 
them tell their story. But their Yankee common sense scored an advertising bull’s 
eye. They knew their story was meant for scientific Americans. So they told it in the 
pages of the new SCIENTIFIC AMERICAN, established in 1845 as the nation’s first and 
only magazine covering the principal advances in every department of science. 
Today’s industrial advertising is somewhat more elaborate and a good deal more 
informative. But it is still aimed at the scientific Americans. From research physicist 
to vice president in charge of production, they are the men who create industries in 


the first place, who design the product, who specify the process, the tools and mate- 


Until now, to reach the scientific Americans, you have had to assemble them in a 
composite list of trade papers and general magazines. Let the new SCIENTIFIC 
AMERICAN Cut these costs. New again, after 104 years of uninterrupted publication, 
it has assembled the scéentrfic Americans for you in a single, select magazine audi- 


ence. Tell your story in the new SCIENTIFIC AMERICAN, the on/y magazine reaching 


fe 


Card record his title, profession, company and industry. Write to ~ 
SCIENTIFIC AMERICAN, 24 West 40th St., New York 18, N. Y., to see —_— 
the business machine breakdowns of our subscription list. - 

_—— 


SCIENTIFIC 
AMERICAN 
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